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New York’s greatest sports station, carrying such important sports events as The Brooklyn 
Dodgers, The World Series, All-Star Game, the best in basketball, boxing, wrestling, golf 


Proudly announces its 1951 Fall sports schedule 


Monday — Boxing, IBC Bouts from St. Nicholas Arena 
‘Tuesday — Boxing, from Westchester County Center 


Wednesday — Wrestling from Ridgewood Grove (in October), Basketball from Columbia, 
Fordham and St. Francis College from their own gyms (in December) 

*Thursday — Boxing, from Sunnyside Gardens 

Friday — Wrestling, from Jamaica Arena 

‘Saturday — Boxing, from Ridgewood Grove 


Effective Immediately WOR-tv will accept orders for fall start 


There are still premium availabilities on such top show groups 
as the following: 


SPORTS NEWS 
CHILDREN’S SHOWS FEATURE FILMS, ETC. 
All time is guaranteed against pre-emption at a 


cost any sponsor can afford. Ask for availabilities. 


write, wire, or phone 


WOR-wt 
in New York 
* Bouts under the supervision of one of the greatest 


promotors and match-makers in the fight game, 
Joe McKenna. 





Our Biggest lear 


More people than ever before 
saw WLS talent, visited our 
tents and saw our displays 


WLS NATIONAL BARN DANCE Square Dancers on stage at the 
Illinois State Fair. 


This was the biggest State Fair year for WLS! Radio’s Ever 

Magic Touch brought throngs into WLS tents at the Illinois, 

Indiana and Wisconsin State Fairs. At each of these state activi- 

ties WLS entertainers broadcast daily direct from the Fair 

Grounds before enthusiastic crowds. Further, the large WLS 

tents contained special displays promoting WLS service and 

entertainment . . . contained checking racks for the benefit of Fair 

visitors. Thousands of WLS listeners from all over the Midwest 

stopped in sealboeeact and 7 hello ie all the WIS folks. Above—lillinois Governor Adlai Stevenson presents Mr. Arthur Enix with the 
As in eleven previous years, the WLS NATIONAL BARN ee ot ee Oa eh ee she tani arin i anata 

DANCE was the opening Saturday night feature at the Illinois rota’ satterd, Wis Program Director liar right joined the: Born Dence ts 

State Fair . . . and played before one of the largest crowds ever a 

to see the famed program at the Fair! 12,331 people paid to see DANCE broadcast from before the Grondstond et the lilingis State Fait. 

the 27 year old NATIONAL BARN DANCE broadcast from 

before the Fairground Grandstand. 
This personal touch with the WLS audience. . . this acceptance 

enjoyed in ever-increasing amounts, helps prove that in the con- 

centrated Midwest area, more people are listening to WLS—on 

more radios—than ever before. The WLS audience, ever increas- 


ing in size and importance, shows again the power of radio’s 
ever magic touch—to educate—to entertain—to contribute to 
the American way of life—and to create favorable public opin- 
ion—and sales—for articles and services that deserve it. 


SEE YOUR JOHN BLAIR MAN FOR DETAILED INFORMATION \N TIT 
FARMER 


| STATION 


GLEAR CHANNEL Home of the NATIONAL Barn Dance a Ta \eloW, 


890 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY JOHN BLAIR & COMPANY 









j FOOD CHAIN CO-OP PLAN gives you 
“ 


special displays in major food stores. 


? THREE DAILY five-minute programs 
- (news or musical participation) at con- 
tiguous rates, beamed to reach ideal pros- 


pects. Choice availabilities for two prod- 





age at the ucts now open. 


DISTRIBUTIONAL HELP is a big extra 
* when you advertise with WSGN. We're 
Birmingham’s “Food Station”, evidenced by 
the fact that we carry more retail food ad- 


vertising than any other station in Alabama. 





If your product needs more distribution 
x with the 
i. here, ask us for help. 
> Foir. Mr 
ance cast in 


YNAL BARN 
‘air. 


Radio Park, 


3 ways to SELL 


BIRMINGHAM’S Mass Market 


Ask HEADLEY-REED or write 





“Serving Alabama for over 25 Years” 


Birmingham, 


Published every Monday, 53rd issue (Year Book Number) published in February by BroapcastING PusLicaTions, INc., 870 National Press Building, Washington 4, D. C. 
Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879 
















INDUSTRIAL 
FAMILIES 


HOUSEWIVES 
SPECIAL 
GROUPS 


YOUR 
PRODUCT 


















Plus WSGN-FM with 55,000 Watts 


Alabama 


























































































Closed Circuit 


WHAT MAY BE far reaching changes in 
economic structure of NBC, applying new 
standard formula for affiliates, may emerge 
from preliminary discussions of network’s 
Basic Economic Study Committee. Committee, 
headed by Jack W. Harris, KPRC-AM-TV 
Houston, who also is chairman of SPAC, in- 
cludes Harry Bannister, WWJ-AM-TV Detroit; 
C. Robert Thompson, WBEN-AM-TV Buffalo, 
also SPAC member, and Harold Essex, WSJS 
Winston-Salem. It’s presumed matter will 
crystallize at NBC convention at Boca Raton 
Nov. 28-Dee. 1. 





IF SENATOR William Benton (D-Conn.) has 
any notions that FCC will go overboard for his 
plan to establish Advisory Board for Radio and 
Television (short title: Censorship Board), he 
has another think coming. FCC majority, 
despite qualified personal endorsement given 
by Chairman Coy, known to feel that plan 
could open up Pandora’s box, since it would 
set up super advisory body to which FCC would 
have to pay obeisance without having placed 
upon it limitations under which Commission 
itself functions. 


THERE’LL BE teeth aplenty in upcoming 
NARTB television standards of program and 
advertising practice if present thinking pre- 
vails. Code envisioned as effective answer to 
Benton plan for federal review board. 


CBS ADDS its 200th station Oct. 1—-WARK 
Hagerstown, Md., owned by Richard Eaton, 
operator also of WOOK Silver Spring, WSID 
Baltimore and WANT Richmond. Station, 
with $50 network rate, operates on 1490 ke 
with 250 watts. CBS shortly expected to an- 
nounce addition of two more stations in Rocky 
Mountain area. 


NATIONAL CARBON CO. (Prestone anti- 
freeze), through William Esty buying six- 
second weather tie-ins in about 100 markets 
with varying dates to coincide with cold 
weather from Sept. through Dec. 31. In non-TV 
markets time period will be 6-8 a.m. and 6-11 
p.m. and in TV areas, 6-8, both morning and 
evening. 


PROPOSED CODE for sponsorship of upcom- 
ing political conventions has been submitted to 
Democratic and GOP national committees by 
radio & TV networks, preparatory to third 
joint meeting within next fortnight. Proposed 
code understood patterned after Senate Crime 
Committee blueprint for Congressional radio- 
TV coverage (story page 72). It advocates 
good taste in commercials, veto power by 
parties over sponsor-type, to allow networks 
to recoup costs. 


NORWICH PHARMACAL CO., Norwich, 
N. Y. (Pepto-Bismol), through Benton & 


Bowles, N. Y., adding 50 radio markets to its 
spot announcement campaign, effective Sept. 
24 for 15 weeks. . 


INTERNATIONAL broadcasts dealing with 
(Continued on page 110) 
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Upcoming 


Sept. 10-11: District 2 NARTB Meeting, Syracuse 
Hotel, Syracuse. 


Sept. 13-14: District 8 NARTB Meeting, Book 
Cadillac Hotel, Detroit. 


Sept. 14-15: District 7 Advertising Federation 
of America Meeting, Hotel Peabody, Memphis. 


(More Upcomings on page 98) 


Bulletins 


PERMISSION to telecast color was given by 
the FCC last week to Crosley’s WLWT (TV) 
Cincinnati and Zenith’s experimental TV sta- 
tions KS2XBR and KS2XBS. Both got author- 
ity to use FCC-approved CBS field sequential 
system, also NTSC. simultaneous’ system. 
WLWT was cautioned against broadcasting 
NTSC system during program hours and sell- 
ing time, was given experimental TV station 
call KQ2XBO. Crosley asked permission to 
telecast both systems three weeks ago to aid in 
making color sets in factory and also to judge 
public reaction [BROADCASTING ® TELECASTING, 
Aug. 27]. 


A. LYNN ADDISON, 55, died of a heart attack 
Friday afternoon at his office in Chicago. He 
owned A. Lynn Addison Adv. Agency. 


GOODWILL PROGRAM POLICY 
CLARIFICATION IS ASKED 


CLARIFICATION of Goodwill stations’ future 
program policies was asked by the FCC last 
week. In Sept. 6 letter to Mrs. Frances S. Rich- 
ards, widow of the late G. A. Richards, FCC 
said it must have clarification of program poli- 
cies before it can act on the transfer of KMPC 
Los Angeles, WJR Detroit and WGAR Cleve- 
land to Mr. Richards’ estate. Same stations 
are up for license renewal, pending FCC de- 
cision on result of lengthy hearing in which 
bias and news slanting was alleged. 

It’s presumed by observers that if appropriate 
responses are forthcoming, FCC then will con- 
sider dropping cases as moot, as recommended 
by hearing officer following recent death of Mr. 
Richards. 


KLIMAN FORMING AGENCY 


BERNARD M. KLIMAN, advertising director 
of Gruen Watch Co., Cincinnati, has formed 
his own agency and will resign from Gruen on 
or before Dec. 31, as soon as successor is found. 
New agency name, as well as addresses in 
New York and Hollywood, will be announced 
later. 


14,670,000 SEE TRUMAN 


TRENDEX estimated that audience of 
14,670,000 watched President Truman 


open the Japanese Peace Treaty confer- 
ence on Tuesday, rating the program at 
50.1 percent. 








O= . 
.. at deadline 









Business Brief| 


G.M. BUYS SKELTON @ General Moto, 
Corp., Pontiac Division, has bought the CBS 
radio Red Skelton Show for three broadcasts 
Dec. 5, 12, and 19, first sale of the prograp 
under the new plan of making it available fy 
sponsorship on a one-time-or-more basis (see 
story page 25). Broadcasts will advertise 195) 








Pontiacs. Agency: MacManus, John & Adam: 
Detroit. 
MARLIN NAMES NEW AGENCY @ Marin 





Firearms Co., razor blade and firearm division 
formerly with Duane Jones and Co., has ap. 
pointed the new agency Scheideler, Beck anj 
Werner, to handle advertising. 


SCHUDT, SNYDER NAMED 
TO MAJOR CBS POSITIONS 
APPOINTMENTS of William A. Schudt J 


as National Director of Radio Station Relg. 
tions for the CBS Radio Division and of ¢, 4 
(Fritz) Snyder as National Director of Tele. 
vision Station Relations for the CBS Televisior 
Division announced today (Monday) by Her. 
bert V. Akerberg, CBS vice president in charge 
of both divisions. With CBS since Jan. 1929 
Mr. Schudt began as publicity director of 
WABC (now WCBS) New York, then heade( 
CBS experimental TV operation from Jul 
1931 to Feb. 1933, when he was made manage 
WBT Charlotte. In 1938 he became manager 
of WKRC Cincinnati and in Jan. 1940, started 
organizing transcription division of Columbia 
Records before joining CBS station relations 
in June 1942 as field manager, becoming suc 
cessively eastern division manager and direc: 
tor. 









































Mr. Snyder spent ten years with Chrysler 
Corp. in various positions, followed by six 
years as Assistant Advertising Manager 0 
Standard Oil Co. of New Jersey, from whicl 
he moved to J. Sterling Getchell Adv. as ac: 
count executive on the Socony-Vacuum account. 
After a year with NBC Blue Network statio! 
relations department, he joined Biow Co. it 
1944 as account executive on Bulova, and from 
1947 to 1951 served as assistant to the presi 
dent of Bulova Watch Co., returning in Jan- 
uary to Biow. Several months ago he joined 
CBS TV Network Sales; since then he haj 
been visiting CBS-TV affiliates in interest 0 
sales relations. 


RADIO GAINING IN TV 
HOMES, PULSE REPORTS 


PULSE DATA for January through Augw 
of the last three years show a 41 per cent I! 
crease in nighttime radio in TV homes, W0 
New York reported Friday. Radio sets-ll 
use among video families from 6 p.m. to mij 
night during the eight-month periods averad 
8.3 in 1949, 9.3 in 1950 and 11.7 in 1951. Amon 
non-TV families Pulse found the level of ra¢ 
listening also steadily rising from 32.6 set 
in-use in 1949 to 40.4 this year. 
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OUT OF THE WILD BLUE YONDER 


ROADCASTING 


America strengthens her defenses and WDEL-TV drama- 
tizes for Delawareans the needs and methods for mobiliza- 
tion. Programs and spot announcements point up recruiting 
campaigns, defense bond drives, governmental aims of all 
types.*“Your Air Force at New Castle,” a weekly program pre- 
sented by the Public Relations Staff of the 113th Fighter 
Interceptor Wing, typifies this WDEL-TV service to its 
viewers, brings into sharp focus “the wild blue yonder”’ and 
the men who traverse it. Delawareans depend on their local 
station for such programs, look to Channel 7 for informa- 


tion concerning their civic responsibilities and privileges. 


WDEL-TYV 


TV Affiliate 


Wilmington, Delaware 


A Steinman Station 


Represented by 
ROBERT MEEKER Associates Chicago « San Francisco »« New York « Los Angeles 
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DOLLAR FOR DOLLAR THE XL STATIONS DELIVER THE BIGGER MARKET 


ea 
THE NEWSWEEKLY OF RADIO AND TELEVISION 
Published Weekly by Broadcasting Publications, Ines 


Executive, Editorial, Advertising and Circulation Offices: 
870 National Press Bldg. 4 
Washington 4, D. C. Telephone ME 102)” 


IN THIS BROADCASTING . . 


ANA Lobs Another Rock at Radio 
Benton Supporters Hail His Plan 

Use of Radio Silence Planned 

CBS One-Time Plan Arouses Mixed Reaction 
Coast-to-Coast TV Opened to 40 Million 
NCAA Test Schedule Issued 

Dr. Baker to Direct New Service 
Furniture Stores Boost Sales by Radio 
FCC Answers in Scripps-Howard Case 
World Series Goes to NBC-TV 

Theatre TV Use in Defense Training 
Wage-Price Policies Continue Unsettled 
WIRC Explains Its Nine-Man Staff 


FSESCVISVUyeergs 


TELECASTING Starts on Page 75 
DEPARTMENTS 


Agency Beat Milestones 
Aircasters New Business 
Allied Arts On All Accounts 
Editorial Open Mike 

FCC Actions Our Respects to 
FCC Roundup Programs, Promotio 
Feature of Week Premiums 


Film Report Radiorama e 
Front Office Strictly Business f 
In Public Interest Upcoming , 


WASHINGTON HEADQUARTERS 


THE ‘BIRTH OF THE SWOON' PROVES THIS .. . Yes, 7. ees Sr ane Pee 


: , . IAL: ART KING, Managing Editor; EDWIN 
even in the tempestuous Twenties there were ‘Them WHAT TAMES. Senior Editor; J. Prank Beatty, Earl 


jate Editors; Fred Fitzgerald, Assistant 
HEARD’ and ‘Them WHAT SAW' and we suspected even then that the Abrams. Gaiters Jo Halley, Makeup Editor: fan 


. ° — i i ° hri 
listeners were in the majority ... NOW WE KNOW THEY ARE! Re ete STATE: Sohn Ht Reatmar, a 


In a recent, thorough investigation, Advertising Research Bureau (ARBI) Deca In, ORSSISTANTS. Kathryn a 


interviewed scores of persons who shopped in ADVERTISED stores, LEARNED Ln ica ne 
that 54.5% get their information exclusively by listening to the RADIO. 


ins 
Bz 


BUSINESS: MAURY LONG, Business Manager; Win- 
field R. Levi, Assistant Advertising Manager; George 
L. Dant, Adv. Production Manager; Harry Stevens, 
Classified Advertising Manager; Eleanor Schadi, 


Doris Orme, Jeanine Eckstein; B. T. Taishoff, Treas 
54 5 RADIO urer; Irving C. Miller, Auditor and Office Managef; 
e 0 Eunice Weston, Assistant Auditor. 
4 BOTH a. gape CIRCULATION AND READERS’ SERVICE: JOHN P. 
* 0 e COSGROVE, Manager; Doris J. Buschling, Ruth W.) 
Davis, Jonah Gitlitz, Grace Schorm. 


2% NEWSPAPER » 
33.2% fis oe ee 
“Two MA , 


aza 5-8355: EDITORIAL: Rufus Crater, New 
n * or York Editor; Florence Small, Agency Editor; Gret 
LET US PROVE IT! 0 tin) ; chen Groff, William Ruchti, Liz Thackston. 


Clip thi c sad eee ages Bruce Robertson, Senior Associate Editor. 


: “ { Be nie ae . - ADVERTISING: S. J. PAUL, Advertising Director 
the treat of 7 py eitiee uke Eleanor R. Manning, Assistant to Advertising De 
Putting * rector; Kenneth Cowan, Advertising Representative 





SI NSOMIUZAUM 360 N. Michigan Ave., Zone 


CEntral 6-4115; William H. Shaw, Midwest Adv 
ing Representative; Jane Pinkerton, News Editor. 


HOLLYWOOD BUREAU Taft Building, Hollywo 


and Vine, Zone 28, HEmpstead 8181; David Gli¢ 
man, West Coast Manager; Ann August. 


KXLJ KXLK TORONTO: 417 Harbour Commission, EMpire 
James Montagnes. 


Eastern Sales Manager - Wythe Walker - New York BROADCASTING * Magazine was founded in 1931 DJ 


Stary mager - oore - Angeles Broadcasting Publications Inc., using the ti 
S/AMONS Western Sales Ma Tracy M Los Baoascaserws *—The News Magazine St the Fit 


SERVING THE PACIFIC NORTHWEST pov g By Ey ee 


* Reg. U. S. Patent Office 
Copyright 1951 by Broadcasting Publications, Ine 


Subscription Price: $7.00 Per Year, 25c Per Copy 
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The Bolling Company was founded 
on the principle that it is better to 
serve a few, well-managed stations 
thoroughly than a lot of them hap- 
hazardly. This principle has paid off 


® 


for The Bolling Stations! Ask them! 


PEOPLE sell better 


YOU WON’T SELL MUCH VICHYSSOISE... 


Every day at approximately 12:45 pm in restaurants 
throughout America, about 13 million businessmen ask 
about 3 million waiters this question: ‘““What’s good today?” 
Each one of the businessmen is looking at a complete menu 
when he asks the question. 


Waiters sell better than menus. People sell better 
than paper. 


Now suppose you had these people selling for you: 
FRED ALLEN, LOUIS ARMSTRONG, EDDY ARNOLD, CHARLES BOYER, 
DAVID BRIAN, EDDIE CANTOR, JACK CARSON, MINDY CARSON, 
IMOGENE COCA, PERRY COMO, JOAN DAVIS, JIMMY DURANTE, 
DOUGLAS FAIRBANKS, Jr., JOSE FERRER, ED GARDNER, PHIL HARRIS, 
ED HERLIHY, PORTLAND HOFFA, BOB HOPE, DEBORAH KERR, BERT 





rithan paper 


..». UNLESS YOU USE THE HUMAN VOISE 


LAHR, FRANKIE LAINE, VIVIEN LEIGH, FRANK LOVEJOY, PAUL 
LUKAS, DEAN MARTIN AND JERRY LEWIS, GROUCHO MARX, 
DOROTHY McGUIRE, LAURITZ MELCHIOR, ETHEL MERMAN, ROBERT 
MERRILL, RAY MIDDLETON, RUSSELL NYPE, MARGARET O’BRIEN, 
SIR LAURENCE OLIVIER, EDITH PIAF, EZIO PINZA, JANE POWELL, 
PHIL SILVERS, SONS OF THE PIONEERS, HANLEY STAFFORD, DANNY 
THOMAS, MARGARET TRUMAN, EVELYN VARDEN, JIMMY WALLING- 
TON, CLIFTON WEBB, MEREDITH WILLSON, ED WYNN 


...and Tallulah Bankhead, dahlings. 


These are the people who would sell better than paper 
for youon NBC’s THE BIG SHOW: Sundays 6 :30-8 :00 pm. 
Cost : $12,408 per week, time and talent, for a quarter-hour 
segment. Available in 13-week cycles. 


NBC Radio Network 


a service of Radio Corporation of America 





You Can Cover the Rich 
Central New York Market 


FRANKLIN 


ST. LAWRENCE 


JEFFERSON 


44 . 
ONEIDA 
50 


ONONDAGA HERKIMER | FULTON 
NON 
* \NEW YORK. 
oe 92 MADISON MONTGOMERY 
88 


DELAWARE 


CORTLAND 
TOMPKINS | 75 
28 


1 CHEMUNG | ! 
: ; HOGA BROOME 


BMB Nighttime eutienes Families 


WSYR—— 214,960 
Station A——164,720 
Station B—— 148,340 
Station €C ——76,920 
Station D —— 68,970 


CUSE 


570 KC «@ 


WSYR — AM-FM-TV — The Only Complete 
Broadcast Institution in Central New York 


NBC Affiliate © Headley-Reed, National Representatives 


Page 10 © September 10, 1951 


SE SSS WS SSS SSA SSS SOS CASES 885 eee 
a 


new business Pgh 


BSSASSVSAASA As sas sa ssassassesssssessaesssagasssssuaaaves 


Spot eee 


UALITY IMPORTERS Ince., N. Y. (Welch’s Wine), Sept. 15 starts 
coast-to-coast advertising campaign. Program will include radio 
spots in key markets. Agency: Al Paul Lefton Co., Phila. 


SILVER SKILLET BRANDS Inc., Skokie, Ill. (corned beef hash), Sept, 
3 started consumer advertising campaign in Boston, Providence, Buffalo, 
Rochester, Syracuse, Albany, Schenectady, Richmond, Va., Norfolk, Va. 
Columbia, S. C., and Chicago. Radio and TV being used. Agency: Fred. 
erick Asher Inc., Chicago. 


CRAWFORD CLOTHES, N. Y., to sponsor Public Prosecutor, Thurs, 
9:30-10 p.m., and They Stand Accused, Sun., 10-11 p.m., both on WABD 
(TV) New York. Firm will also sponsor International Boxing Club (IBC) 
bouts, Mon., 9:50 p.m., on WOR-TV New York. Spots, dise jockey shows 
and newscasts will be used on WINS WMGM WQXR WLIB WMCA 
New York. 


ASSOCIATED BULB GROWERS of HOLLAND, Toronto, starts five. 
minute transcribed talks on bulb culture twice weekly on 16 Canadian 
stations. Agency: Don H. Copeland Adv. Ltd., Toronto. 


MUSTEROLE Co. of Canada, Ste. Therese, Que. (medicinal), starts 
late in Oct. one-minute spot announcements five times weekly on 16 
Canadian stations. Agency: Erwin, Wasey of Canada, Toronto. 


SCHICK (Canada), Toronto (electric razor) starts half-hour TV pro- 
grams beamed to Canadian audience on Buffalo and Detroit TV stations, 
Agency: Harold F. Stanfield Ltd., Toronto. 


SWIFT CANADIAN Co., Toronto (Pard dog food), starts spot announce- 
ments on Canadian stations in connection with Canadian International 
Stamp Exhibition at Toronto. Agency: J. Walter Thompson Co., Toronto, 


Network ee ‘. 


KINGAN & Co. (meat products), Indianapolis, Oct. 14 starts King 
Arthur Godfrey’s Round Table on CBS radio Sun., 5-5:30 p.m. Agency: 
Warwick & Legler, N. Y. 


SEIBERLING RUBBER Co., Cleveland, sponsoring on alternate weeks, 
The Amazing Mr. Malone, Mon., 8-8:30 p.m., over ABC-TV beginning 
Sept. 24. Agency: Meldrum & Fewsmith Inc., Cleveland. 


TONI Co., Chicago (Prom, new home permanent wave, and White Rain 
shampoo), to sponsor Stop the Music alternate Thursdays on ABC-TV, 
7-7:30 p.m. (CDT) starting Nov. 1, for 52 weeks, sharing with OLD 
GOLD cigarettes. Agency: Foote, Cone & Belding, Chicago. 


GROVE Labs., St. Louis (Fitch Shampoo), sponsoring Live Like a 
Millionaire on CBS-TV, alternate Fridays, 10-10:30 p.m. for 26 weeks, 
effective Sept. 21. Agency: Gardner Adv., St. Louis. 


AMERICAN CHICLE Co., N. Y. (Clorets Chlorophyll Gum), effective 
Sept. 16 will sponsor Rocky King, Detective Sun., 9-9:30 p.m. on DuMont 
TV Network. Program is Jerry Layton Assoc. production and is directed 
by Dick Sandwick. It has been on DuMont as sustaining show since Jan. 
7, 1950. Agency: Dancer-Fitzgerald-Sample, N. Y. 


PHILIP MORRIS & Co., N. Y., Oct. 15 starts I Love Lucy, film pro- 
gram on CBS-TV, replacing Horace Heidt Youth Opportunity, Mon. 
9-9:30 p.m. (EDT). Contract for 26 weeks. Agency: Biow Co., N. ¥. 


DAIRY FARMERS of Canada, Toronto (institutional), starts early in 
October unnamed program on 28 Trans-Canada Network stations, Mon- 
Fri. 1:45-2 p.m. Agency: Reynolds Adv. Ltd., Toronto. 


CANADIAN WESTINGHOUSE Co., Hamilton, Ont. (receivers and elec- 
trical appliances) starting Oct. 7 for 39 weeks renews Canadian West- 
(Continued on page 13) 
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NO. 1 OF A SERIES 


. . . Famed for the nationally accepted “Joske’s Radio 
Clinic.” This account KNOWS San Antonio and South 
Texas Radio. JOSKE’S buys to get RESULTS .. . that’s 
why they apportion so large a part of their radio advertis- 
ing dollar to KTSA. (10—fifteen-minute programs; 1— 


thirty-minute program; 1—five-minute program per week) 


Why not follow the lead of in-the-know San Antonio ad- 


vertisers .... for results choose KTSA. 


REPRESENTED 
NATIONALLY BY 


FREE 
and of 
AVENUE E AT THIRO ST. e SAN ANTONIO 6, TEXAS PETERS A 
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your LIBERTY CASH GROCER 
“Nerry Recoinmonds You Add These Product 
To Your Market Basket Today 


Eaters *-CON Pt 
VEL STuhaUIANA i 


Man About 
Town and Country 


Members of the Mid-South drug 
and grocery trade know Tom Wilborn 
as a regular caller. 

Tom, full-time merchandising man 
for WMPS, gets around personally 
to solicit tie-ins with WMPS advertisers, 
make surveys, check stock—and even 
takes orders when necessary! He secures 
and maintains window, counter and floor 
displays. Tom’s background and exper- 
ience in the food and drug field is an 
ideal adjunct to your campaign. 

Another instance of WMPS’ mer- 
chandising cooperation with advertisers 


—100% service, through the point of sale! 


Represented by RADIO REPRESENTATIVES, Inc. 


WMPS 


MEMPHIS, TENNESSEE 
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OHN KLATT, assistant director of media McCann-Erickson Ine, 
Chicago, appointed manager of media department. He will continue 
to supervise buying of radio-TV time. 


C. H. COTTINGTON, vice president in charge of radio and TV Erwin, 
Wasey & Co. Inc., N. Y., resigns. Mr. Cottington said that he has no 
immediate plans for the future. 


LOU HOLZER, executive vice-president, and VICTOR MALL, art di. 
rector Lockwood-Shackelford Adv., L. A., formed own agency under 
name of Holzer Co., with offices at 8743 Sunset Blvd. They are president 
and vice-president respectively. MABLE FRANCES formerly Warwick 


& Legler Inc., L. A., is office manager. 


LARRY W. PENDLETON, head of own Los Angeles agency, 
Co., that city, as account executive. 


to Jordan 


TED H. FACTOR Agency, L. A., changes name to Factor-Breyer Ine. 
TED H. FACTOR continues as president, and DONALD A. BREYER 


as executive vice-president. 
board. 


ARTHUR PEARSON is chairman of plans 


ad on all accounts 


ILLIAM 
ILVAIN 


JAMES Mce- 
was the 21st em- 
ploye of the Leo Burnett & 
Co. when he joined it 13 years ago 
as a shipping clerk. Today the 
agency has grown to a personnel 
total of more than 350 people, its 
radio and television billing is said 
to be over $6 million, and William 
James Mcllvain is eastern man- 
ager of its radio and television 
department. 
Bill McIlvain started in the ship- 
ping department in 
December 1938 and 
was transferred to 
the traffic division 
shortly afterward 
where he remained 
until August 1941. 
At that time he en- 
listed in the Coast 
Guard and served in 
Brazil and Trinidad. 
His rank was that 
of lieutenant (j. g.). 
He was released in 
1945 and returned 
to the agency as 
timebuyer and as- 
sistant to Bill Wad- 
dell, radio manager. 


Flour’s sponsorship of Arthur God- 
frey on CBS (Radio) and CBS-TV; 
Pillsbury’s part of the Kate Smith 
Show, NBC-TV; Mars Candy Bar’s 
two-day-a-week participation and 
Kellogg’s two-day stint on Howdy- 
Doody, NBC-TV; Pure Oil’s H. V. 
Kaltenborn on NBC (radio) and 
“Who Said That?”, NBC-TV; 
Green Giant County’s alternate 
week sponsorship with Pillsbury of 
Art Linkletter on CBS (radio) and 
ABC-TV; Brown’s Shoe’s Say It 
With Acting on 
ABC-TV, Buster 
Brown Shoes Smilin’ 
Ed McConnell on 
NBC radio and 
CBS-TV. 
Mr. Mcllvain was 
born in Chicago on 
May 2, 1918, and 
attended Loyola 
Academy. For the 
first year out of 
school he worked as 
an office boy with 
the Teletype Corp. 
Then he joined the 
Burnett Agency 4s 
a shipping clerk and 
was on his way 1 
his present status. 


Three years later 
he was moved to 
New York as ad- 
ministrative assistant to Mr. Wed- 
dell to handle the growing number 
of eastern originated television 
shows of the agency. Last year he 
was named manager of that branch 
of the agency. 

Under his administrative super- 
vision, the department handles the 
following programs: Pillsbury 
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Mr. McILVAIN The Mcllvains— 


she is the former 
Pat Murray, an ex-radio and tele- 


vision actress—have been married 

since June 1946. They have two 

children, Bill III, 4 years, and Re 

gina, 1% years. The family lives 

in its own home in West Nyack. 
Sailing is his hobby. 
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CHARLES H. MYERS appointed account executive J. M. Mathes Inc., 
y. Y. He was with Grey Adv. and Benton & Bowles. 


sAUL BASS, art director Buchanan & Co., L. A., to 
Belding, L. A., in same capacity. 


HENRI, HURST & McDONALD, Chicago, elected to 
American Assn. of Advertising Agencies. 


VanSANT, DUGDALE & Co., Baltimore, moves to new offices at 15 E. 
fayette St., effective Sept. 24. 


BERENICE E. CONNOR, radio-TV director Buckley Adv. Agency, Phila., 
to Ladies Home Journal on advertising and promotion staff. 


MURRAY GOODWIN, copy supervisor Kenyton & Eckhardt, N. Y., 
named copy chief on Kaiser-Frazer account for William H. Weintraub 
& Co. N. Y. 


GILBERT COLLINS, copywriter Warwick & Legler, N. Y., to copywriting 
staff William H. Weintraub & Co., N. Y. 


JOSEPH MORONE, head of his own film company, to Dancer-Fitz- 
gerald-Sample, N. Y., to take charge of production of film commercials, 
seceeding JOHN BATTISON, resigned. Mr. Battison has not yet re- 
vealed his future plans. 


CORNELIUS W. HAUCK appointed media and 
Guenther, Brown & Berne, Cincinnati. 


Foote, Cone & 


membership in 


research director 


W. E. SIMLER, account executive Victor van der Linde Co., N. Y., sailed 
Sept. 4, on Gripsholm, to consult with organizing committee of 15th 
(lympic Games to be held in Helsinki, 1952. United States promotion 
for fall and spring will be discussed. 


GORDON JACOBS, assistant research director Foster & Kleiser, S. F., 
to BBDO, same city, as account representative on Schenley account. 
GRAHAM BLACK to BBDO, in merchandising and account capacity. 


PERRY C. LEFTWICH, advertising manager P. R. Mallory & Co., In- 
dianapolis, to Young & Rubicam, S. F., as copywriter. 


FRANKLIN C. WELCH to Honig-Cooper Co., Seattle. 


New Business 
(Continued from page 10) 


inghouse Presents on 52 Dominion network stations, Sun. 6-6:30 p.m. 
Agency: S. W. Caldwell Ltd., Toronto. 


Agency flapointments eee 


MeCALL’S MAGAZINE appoints Cunningham & Walsh Inc., N. Y., to 
landle advertising. George A. Flanagan is account executive. 


PETER FOX BREWING Co., Chicago, appoints Fletcher D. Richards 
In, Chicago, to handle advertising. Firm currently using radio and TV. 


SCOTT PETERSEN & Co., Chicago, names H. W. Kastor & Sons, same 
tity, to handle advertising for its meat products. TV will be used. 


{YRON FOUNDATION, Chicago (dietary reducing aid), appoints Chi- 
«ago office Simmonds & Simmonds to handle advertising. George O’Leary 
8 account executive. 


INURTONE Co., Beverly Hills, Calif. (medical electronic equipment), 
‘points Factor-Breyer Inc., L. A., to handle advertising. National spot 
dio campaign planned. TV spot campaign also being considered. 


(ONTINENTAL ARMS Corp., N. Y. (gun importers), names Grant & 
Wadsworth Inc., N. Y., to handle its advertising. 


DEAN ROSE STUDIOS, N. Y., names R. T. O’Connell Co., same city, 
handle its radio and television advertising. 


(ANADA PACKERS Ltd., Toronto, appoints Cockfield, Brown & Co., 
Toronto, to handle all advertising except soap division. 


4 V. CAUHORN Co., CAUHORN DISTRIBUTING Co., LAMINATED 
METALS Corp., and ELECTRIC DEODORIZER Corp., all Detroit, ap- 
bint Betteridge & Co., same city, to handle advertising. Radio and TV 
vil be used. Harry W. Betteridge is account executive. 


MUTUAL LIFE INSURANCE Co. of New York appoints Benton & 
Bowles, N. Y., to handle advertising. 
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NEW YORK 


PENNSYLVANIA 


By Invitation Only - - - - 


ANN and BOB KEEFE 


Keep WHAM ’s finger on a 23-County Pulse and 
keep 23 Counties’ Ears Tuned to WHAM 


It’s a simple enough idea—the Keefes’ “Hometown” program—but 
WHAM happens to be the only station doing it. And there’s a moral 
in that for timebuyers interested in the upstate New York market of 
23 prosperous counties. 


At the drop of a hat—or the arrival of a postcard—the Keefes take 
off for any one of the area’s scores of towns for a personal visit. It 
may be a Grange meeting here or a church supper there or a 4-H 
meeting somewhere else. The contact builds friendly loyalty to 
WHAM and the Keefes’ report of their visit, broadcast a few days 
later, builds top listenership. Add a generous sprinkling of “favorite 
recipes” sent in, of play and book reviews, of strictly local club and 
society news—and you'll agree that “Hometown” is a perfect vehicle 
for your product commercials. 


1:20 p.m. Daily on 


WHAM 


Participations Available 


WHAM 


The Stromberg-Carlson 
Station 


Rochester, N. Y. 


PTtiittiti 


Basic NBC—50.000 watts—clear channel—1180 kc 
GEORGE P. HOLLINGBERY COMPANY, NATIONAL REPRESENTATIVE 
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SAVANNAH 


¢ AVANNAH 
LOOK AT 


THE [OE 
ETATION! 


YES, WHEN YOU USE 
WTOC you SPELL 
$AVANNAH WITH A 
CAPITAL DOLLAR SIGN. 
FOR YOU ARE GET- 
TING YOUR SHARE OF 
THE $190,000,000 MORE 
TO BE SPENT IN THE 
SAVANNAH MARKET 
THIS YEAR. 


Represented by 


The Katz Agency, Inc. 
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+f feature of the week 
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ALL THE TEXAS Panhandle and 
contiguous area knows about “Bo- 
gio,” a mythical newsboy with a 
mythical pet dog, “Rags.” 

Residents of the region love 
Bogio and his mutt because they 
have heard Uncle Jay Linn of 
KGNC Amarillo tell the tales of 
these lovable characters every Sun- 
day afternoon. 


Last week KGNC joined Am- 
arillo merchants and thousands of 
listeners in buying copies of a new 
book, Bogio. First 25 were bought 
at premium prices for the benefit 
of child charities. The next 1,000 
were given to the famed Cal Far- 
ley’s Boy’s Ranch and Khiva Ken- 
trick Fund for Crippled Children. 

Fred Seale, Amarillo real estate 
developer and builder, is Bogio’s 
author. Mr. Seale is setting aside 
5% of the sale price of all books 
for child welfare agencies. 

Bogio was born a score of years 
ago when Daddy Seale started tell- 
ing stories to his own children and 
their neighborhood friends. 

As the young audience grew up, 
Mr. Seale was constantly asked to 
put Bogio on paper. He did, but 
no publisher was interested. That 
was in the early ’40’s. 

Some months ago Mr. Linn, 
KGNC farm editor, heard about 
Bogio and started reading the story 


AMARILLO businessmen joined 
KGNC in helping Mr. Seale 
(seated, right) launch Bogio. 


Active in event were Dale Smiley 

(also seated), First National Bank 

vice president; Cal Farley (top, 

left), founder of Boy’s Ranch, and 
Mr. Linn. 


in installments on his Lines for 
Living program. The response 
from young and old was so enthu- 
siastic Mr. Seale decided to publish 
the tale. In the book, Author Seale 
tells “‘the story of the story,” giv- 
ing KGNC credit for making Bogio 
known to thousands of listeners. 
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y= strictly business 
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MR. GREEN 
ASUAL remark his boss made 


one day resulted in Harold 
Green’s becoming advertising 
manager and publicity director of 
Detecto Scales Ine., Brooklyn. 
After seeing a billboard announce- 





ment that the Ford Motor Co. had 
won a gold medal award from 
the Fashion Academy, the employer 
mused: “I wish we could win 
an award like that.” 

Mr. Green hurried a _ presenta- 
tion together and shortly there- 
after, Detecto Scales became one 
of the first in its field to be a gold 
medal recipient. The promotion to 
advertising manager and publicity 


director followed, four months 
after Mr. Green had joined the 
company. 


As advertising manager, Mr. 
Green is responsible for his com- 
pany’s now active interest in ait 
time, and he has just finished de- 
monstrating the effects of radio- 
television advertising to company 
executives. His first test was to 
channel the firm’s products (scales, 
hampers, and matching bathroom 
equipment) through Prizes Inc. for 
give-away programs, and_ the 
results were so satisfactory that 
station managers were soon put- 
ting Detecto products at the top 

(Continued on page 52) 
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1,000,000 
PER DAY 


WRC audience surveys 
mean something more than 
passive listeners. Daily and 
Sunday “circulation” is also 
measured in terms of re- 
sults over the counter for 


advertisers. 


Morning, noon and 
night, Washington area 
people tune to the continu- 
ing editions of WRC-NBC. 
Combined total listening 
goes well over nine digits 
...@ tremendous audience 


for your commercial mes- 


sage. 


The entire WRC schedule 
represents a range of pro- 
gramming to fit any sales 


requirement. 





Telecasting 









438 million dollar seed. 


The cotton seed alone pays southern farmers 157 million 
dollars, brings southern crushers another 281 million 
when processed into oil, meal, hulls and linters 

for myriad industries. Over 11% of this income 
enriches Carolinians, notably WBT’s 3,000,000 
listeners—the largest group of your prospects 

reached by a single advertising medium in 


the two Carolinas. 


CHARLOTTE 


| COLOSSUS OF THE CAROLINAS 


JEFFERSON STANDARD BROADCASTING COMPANY 


Represented Nationally by Radio Sales 


ecasting 





they say it’s a 
television age, BUT... 


Indiana’s first 
and only 50 KW 


has increased its share 
of nighttime audiences 


30.0 / 


No doubt about it, television has grown rapidly 
here in Indiana. But WI BC’s share of nighttime 
audiences has done a heap of growing, too! 


WIBC’s share of this “A-time” audience shows 
a gain of 36.8% over the comparable period in 
1950, according to the latest Hooper (Feb.-April, 
1951). 


By contrast, all other Indianapolis radio stations 
showed a drop in percentage of the nighttime 
audience of the Hoosier capital. 


So, before you buy time or television in Indiana, 
investigate the solid evening lineup of good 
listening on WIBC ... the only Indianapolis 
radio station that gives you an out-of-state “bonus” 
coverage. 


Ask your JOHN BLAIR man for particulars on 
these excellent nighttime availabilities. 


WIBE 1070 KC 


The Friendly Voice of Indiana 


WIBC, Inc. + 30 West Washington Street + Indianapolis 6, Indiana 
John Blair & Company, National Representatives 
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Boys Go to Camp 


THROUGH single-handed efforts 
of Ross Mulholland, KMPC Holly- 
wood dise jockey, over $4,000 has 
been raised during past few months 
to send underprivileged boys in 
Southern California to camp. De- 
voting his morning programs to 
boys’ cause, Mr. Mulholland has 
been urging listeners to subscribe 
all or part of cost it takes to send 
a boy to camp. Cost required per 
boy is $15. During that time over 
250 boys have been able to enjoy 
10-day vacations at the All Nations 
Boys Club Camp in San Bernardino 
Mts., thanks to energetic Mr. 
Mulholland. 
ee 


Needed a Goat 


AFTER being told by his doctors 
he had leukemia and needed goat’s 
milk in addition to prescribed med- 
icine, a Danville, Va., father of five 
children called WDVA for help 
after learning the only goat he 
could find cost $60. Station ran 
the item on an early morning show 
and telephones began to ring soon 
afterward offering donations. But 
one listener offered a goat free to 
the patient if he would come and 
get it. WDVA news editor Charles 
Craig drove the patient to pick up 
the goat, completing mission. 


K * a 
Blood Donations 


ABC Radio today (Monday) will 
present a program, Wanted—Blood, 
in cooperation with the Dept. of De- 
fense to point up acute need for con- 
tributions to the nation’s blood 
bank. Broadcast will include state- 
ments by Defense Secretary George 
C. Marshall, Gen. Omar Bradley, 
and Gen. Matthew Ridgway. 


* * * 
Highway Safety 


WKNE Keene, N. H., began inten- 
sive spot campaign for highway 
safety just prior to Labor Day 
weekend and will continue the drive 
through school openings. 


e = = 
Stop! Stop! 


DONALD R. SHUE, former disc 
jockey for WGCB Red Lion, Pa., 
came up with an unusual promotion 
stunt that raised money for a local 
girl ill with multiple sclerosis. At 
a block party sponsored by a rescue 
fire company in York, Pa., Mr. Shue 
had recordings played over and 
over. They could be taken off the 
turntable only when a _ specified 
number of donations was reached. 
Mr. Shue now has his own free- 
lance agency in York. 


Aids Red Cross 

WYVE Wytheville, Va., brought th, 
Red Cross much publicity when th 
station broadcast proceedings dy. 
ing a blood bank donation Aug, » 
of Miss Francis Poe, WYVE yx. 
count executive. Microphone ya 
handled by Sid Tear, WYVE eon. 
mercial manager, who has been a). 
pointed recruitment chairman fj 
the Wythe County Red Cross Blood. 
mobile. Ronnie Lindamood, WYyz 
engineer, assisted at  donatig, 
broadcast. 

Comfort for Stricken Child 
CKY Winnipeg learned little Bay. 
bara Desjarlais was stricken with 
rheumatic fever and at Winnipeg 
General Hospital. Her parents 
could not afford any toys for he 
and CKY news editor George Hel. 
man mentioned it on the air. I 
a matter of hours over 200 dolls 
and other playthings had been 
sent to CKY. A local taxi company 
delivered them to the hospital a 
its good deed. 


POLICE CLAIM HIT 
WSAZ Defends News Report 


CRITICISM by the local chief of 
police charging that WSAZ Hunt 
ington, W. Va., contributed partly 
to congested traffic conditions | 
reporting a series of motor act 
dents drew an unequivocal reply 
from Program Director Ted Eiland 
on the subject of station respons- 
bilities. 

Police Chief Lon Whitten hai 
censured the station for airing 4 
bulletin, with the “net result that 
we had to dispatch badly-needel 
traffic men to attempt to handle 
the abnormal traffic.” The local 
newspaper and AP radio wire cal- 
ried the chief’s remarks along wilt 
Mr. Eiland’s reply, prompted it 
part by a similar incident with the 
fire department in recent weeks. 

Mr. Eiland pointed out thats 
station “has not only the right an 
privilege but also the duty to broat- 
cast news, the origin of which 
not controlled by any individual 
organization.” Moreover, indivit 
ual stations must exercise thell 
own judgment as to news valle 
WSAZ would have been “derelit 
in its duties,” he added, if it had 
refrained from airing the bulletis 

The WSAZ program director dis 
claimed any suggestion that t 
station was any more responsib! 
for converging spectators than m™ 
torcycle sirens and cruisers. Fur 
thermore, he noted, the annoumtt 
ment expressly urged people “™ 
to go to the scene of the accident 
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Rut Me Iu, 


Little Johnny wants to play, all right, but the coach knows it 
takes strong, skilled players to win—just as broadcasters know 
they need stirring band music to put over their fall sports pro- 
grams. At the first kick-off of the season, stations covering games 
from Central High to Notre Dame will be scoring with band 
numbers from the SESAC Transcribed Library. 


PUT IN THE POWERFUL 


SESAC Transcribed Library 


with the big Series B 


BAND MUSIC 


COLLEGE MARCHES NOVELTIES 
MILITARY MARCHES CONCERT NUMBERS 


All-American Band National Symphonic Band 


The Band Series is only one of the stalwarts on the solid SESAC line which stars Amer- 
ican Folk, Concert, Hawaiian, Novelty, Religious, and Latin-American Music. And here’s 
SESAC’s All American backfield—across-the-board scripts, program notes, classified and 
alphabetical indexes, and a catalog of 1,200 Bridges, Moods and Themes. 


With 4,000 brilliant numbers, the SESAC team will win again and again for you. And 
it costs as little as $40 a month (based on advertising rates). 


SESAC, INC. 


475 FIFTH AVENUE NEW YORK 17, NEW YORK 
a a lr TT cai tit Matin nM 
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Insurance in the Morning 
EDITOR: 


I am writing to ask your permis- 
sion to reprint, in a semi-confiden- 
tial house organ, News Notes, the 
entire heading and the first three 
paragraphs of the “AM In The 
A.M.” piece in the August 27 issue 
of BROADCASTING. I will, of course, 
credit the reprint as coming from 
BROADCASTING ® TELECASTING. 

This company has recently had 
Norman Brokenshire record a series 
of stories which we are strongly 
urging our agents to broadcast to 
the woman audience in the morn- 
ing. It is for the purpose of add- 
ing weight to our argument that 
I would like to use the introduc- 
tion of your article. 

Robert K. Maynard 

Lawyers Title Insurance 
Corp. 

Richmond, Va. 


[Editor’s Note: Permission granted.] 
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open mike 
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100,000+ in Fayette 


EDITOR: 

Have just been examining the 
1951 MARKETBOOK, and it’s a fine 
job, as usual. 

I note, however, that your source 
for 1950 population figures on the 
county-by-county listing was the 
Bureau of Census preliminary or 
advanced reports which doubtless 
accounts for your Fayette County 
listing of 98,506 on page 70 of the 
MARKETBOOK. We got over the very 
important 100,000 mark in the final 
census figures. I was able to get 
the final U. S. Bureau of Census 


central New York's 


figure, which was 100,746, back in 
April and, of course, was sorry to 
see in the MARKETBOOK that you 
hadn’t used this figure. 
That 100,000 plus 
mighty good 
page 70. . 


J. E. Willis 

Gen. Mgr. 

WLAP-AM-FM Lexington, 
Ky. 


[EDITOR’S NOTE: At the time the 
MARKETBOOK went to press, the only 
full set of population figures available 
were those the MARKETBOOK used. 
For some special requests, like Mr. 
Willis’, the Census Bureau was able 
to provide final figures on an individual 
basis.] 


would look 
(at least to us) on 


Slogans in Steubenville 
EDITOR: 

. . . Since BROADCASTING has re. 
ported the slogan, “Wherever you 
go, there’s radio,” [see Editor's 
Note] we have adopted that slogan 
and are using it at least twice each 
hour on station breaks. 

We are continuing our “extra 
sets” spot announcement campaign 
stressing the desirability of buying 
portables or table model sets fo 
use in the home. During the sum- 
mer months we have been remind. 
ing our listeners that they shoul 
take along a portable on all family 
outings. Now we’re stressing extra 
sets for fall listening by various 
members of the family in their own 
rooms. For Christmas we plan 3 
series of announcements on radios 
as suitable gifts. 

Frank E. Shaffer 

Gen. Mgr. 

WEIR Steubenville, Ohio 
[EDITOR’S NOTE: The slogan was 
coined by World Broadcasting System 
for a sell-radio promotion campaign 


[BROADCASTING e TELECASTING, 
Aug. 27].] 


One Man Band 


EDITOR: 

I appreciate your article about 
Morning Men [“‘AM in the A.M.” 
Aug. 27] but what about us little 
M.M. on 1,000-w indies. . .. My 
morning begins at 5:30 a.m. with 
Rise and Shine from 5:30 to 7.... 
From 7:15 to 8 Jay’s Coffee Time 
runs . with yours truly ru- 
ning telephone dedications and re- 
QUCHES..... 










At 8 a.m. I drag my weary bones 
home to sleep for a few hours, 
1:30 to 2:30 p.m. is graced with 
Wax Train and me... . Surpris- 
ingly enough this morning man is 
sports editor, with a 15 minute 
broadcast to close the station. Be 
fore this I have a great time with 
a 15-minute Telephone Quiz on 
which I sing and give away 
money. ... 

Jay Roberts 
WIAM Williamston, N. C. 
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Was it needed? 8 program and 

spot sales before it went on the 

air. Mail two weeks before the 

debut based on a columnist’s pre- 

diction that “WAGE HAS JOAN 

LORRY.” Joan expertly covers fash- 

ions, homemaking notes, newsy hints to 

shoppers, budget-buying, gardening, host- 

ess suggestions, gift possibilities. She sings 

and Central New York women and sponsors 

sing along with her. She has everyone waiting for 

her “serviceman’s mail” feature: and the response 

to “sentimental song contest” is the most gratifying 

we’ve ever had. It’s a vibrant show for listeners who find 

a long-felt need satisfied in the grand, new JOAN LORRY 
radio show. 


GET THE DETAILS FROM YOUR 
O. L. TAYLOR-Man. 
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Old Story 


EDITOR: 

It would be interesting and prof- 
itable if all radio stations who have 
been “taken” by agencies offering 
P.I. deals would organize for mu- 
tual benefit and crying sessions. 
KNOR is two years old and we 
have been initiated into the “sorry, 
we cannot pay you” fraternity... 

We have been initiated and do 
not care to pay further fees in the 
way of free radio time for P.I. 

KNOR will be glad to issue meli- 
bership cards to the “We Have 
Been Taken” club. The call let 
ters are WHBT. 


William S. Morgan 
General Manager 
KNOR Norman, Okla. 
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If you’re wondering how the hell we can segue into our 
WMTsong from that, don’t forget this: In Russian, Iowa 
comes under “A”—which is perfectly okay with us. It’s 
the following stuff in the new Soviet Encyclopedia which 
> about | fam ‘ poe ” . BOAT : makes us reach for the mono-sodium glutamate. 


2 AM” § g “ : 
as little wiepiene, ume “Iowa. State in the Middle West of the United States.” 


Mie ee So far Mr. Dzugashvili is telling the pravda; we’re as middle 
m. with eo : % ' i U. S. West as you can get. “Large capitalist farms provide 
0 1. .30 Oe Bae i; 4 ~ the basic production.” Hmmmmmn, right as far as it goes. 
ce Time | © . 
ly run- 
and re- 


But, of Iowa’s $4 billion annual income, half comes from 
industry. We got balance, which is more than we can say 
for some people. 


ry bones 
' hours, 
“ae n= I 50 f the val f the f ” Why, th j-rks! 
Surpris mab SG than 50% of the value of the farms. ny, those j-rks! 
man is § )- WE ot ne or" Black is white and white is Red and we'll eat Vols. A to A in 
minute gpl - Se . | the Politburo’s window if that figure is more than 7%. 
on. Be- eo : Br: 

me with 
Juiz on § & ares : Es : 
, away - : eo : iana Purchase, cost the U. S. 4¢ an acre. The land was 


“All farmers are in great debt to the banks, and the 


farmers’ debts, even in the case of full owners, are more 


Our poor banker-ridden farmers gross $768 a month from 
the average 160-acre farm. (lowa land, part of the Louis- 


purchased, not liberated.) Furthermore, our poor capitalist 
farmers have electricity (over 95%), tractors (1.1 per 
farm), and telephones (over 90% ), all, of course, invented 
by Russians. 


97% of Iowans have radios, made with tuning dials in- 

stead of the l-station Soviet-style. They have a constitu- 
nd prof- -* | ope — i tional right to not listen to WMT, which few exercise. 
vho have . <a” 
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for mu- 
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and we 
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Daytime audience up 16.3% 
Nighttime audience up 22.3% 


(According to Nielson, Ist half 1951 vs. Ist half 1949, full network average audience) 


If-you want to sell your product to the maximum number of people 
on the Pacific Coast, Don Lee is the best medium to use. Don 
Lee can deliver your sales message to more Pacific Coast 
people through their own local major selling medium at a lower 
cost per sales impression than any other advertising medium. 
Don Lee offers more per sales dollar than anyone else on the 
Pacific Coast because Don Lee broadcasts your message 
locally from 45 network stations in 45 important Pacific 
Coast markets with all the local selling influence and 
prestige that you need to do a real selling job in each 
local market...where your sales are actually made. 
Don Lee is the only selling medium actually designed 
to sell consistently to all the Pacific Coast. That’s why 
Don Lee consistently broadcasts more regionally sponsored 


advertising than any other network on the Pacific Coast. 


Don Lee delivers more and better and the advertisers who 


sell the Pacific Coast know it. 
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WILLET H. BROWN, President» WARD D.INGRIM, Executive Vice-President BROADCASTING SYSTEM 
NORMAN BOGGS, Vice-President in Charge of Sales 
1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA 
Represented Nationally by JOHN BLAIR & COMPANY 
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(NCE MORE ASSUMING 
that only a negligible number 
of television set owners listen 
to radio between the hours 
of 6 and 11 p.m., the Radio 
{Television Committee of the 
Assn. of National Advertisers 
last week issued the third 
sction of a continuing series of 
studies on the “Impact of Tele- 
vision on Radio Listening.” 

The report contends that there 
have been further inroads by tele- 
yision on the nighttime radio audi- 
aces and bases this finding on 
the fact that more TV sets have 
heen sold in every video market. 


Timing of the report was 
wgarded as surprising by Paul 
W. Morency, vice president and 


gneral manager of WTIC Hart- 
ford and chairman of the Affiliates 
Committee appointed at the 
YARTB convention to try to avert 
ageneral breakdown in radio rates 
[BROADCASTING ® TELECASTING, 
April 23]. 

Mr. Morency, together with Clair 
McCollough, WGAL _ Lancaster, 
Pa, and Edgar Kobak, WTWA 
Thomson, Ga., had reported feel- 
ing that progress had been made at 
their first meeting with a similar 
ANA group composed of ANA 
President Paul B. West, M. L. Mc- 
Eloy, ANA vice president and re- 
varch director, and Walter P. 
lantz, of Bristol-Myers Co. 


Second Session Delayed 

For six or eight weeks, Mr. 
Morency said, he has been trying 
arrange a second meeting but 
te summer vacation season and 
Mr. West’s European trip had de- 
ayed such a conference. 

As to the report itself, Mr. 
Yorency said-he would make no 
omment until it had been analyzed 
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by research experts. 

Network and station executives 
had little comment to make on the 
report until they had time to study 
its figures further. BAB President 
William B. Ryan charged it was 
an attempt to influence buyers and 
sellers of advertising by means of 
incomplete and superficial study 
of media problems. 

Less sensational than its prede- 
cessors—‘‘Radio Time Values” and 
“Radio Time Values—Supplement 
No. 1” [BROADCASTING ® TELECAST- 
ING, March 19, 1951; July 30, 24, 
1950], which suggested that in 
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light of the encroachments of tele- 
vision CBS and NBC should make 
substantial reductions in their eve- 
ning AM network rates—roughly 
15% in the summer of 1950, 19% 
last spring—this third ANA report 
omits cost data. Reason for the 
omission, ANA says rather smugly, 
is that “recent cost adjustments 
make the same type of computation 
impractical.” 

ANA has consistently maintained 
that as an association of the buyers 
of advertising media it should not 
and does not attempt to dictate to 
those media what rates they should 


il sce sna a tend tienen Nennenngaaaones: 


INA LOBS ANOTHER ROCK AT RADIO < 


Cites TV Effect 





charge. The ANA position was offi- 
cially and ably expressed last week 
by President West. 

Commenting on the series of re- 
ports on TV’s effect on radio listen- 
ing, Mr. West said: “Today adver- 
tisers and the radio medium owners 
have the responsibility of studying 
the changing of evening radio lis- 
tening caused by the growth of tele- 
vision. The sole purpose is to help 
get established basic facts to enable 
all concerned to better evaluate the 
medium.” 

Neither does the new report carry 

(Continued on page 24) 





BENTON’S INNING 


By EDWIN H. JAMES 


SEN. WILLIAM BENTON (D- 
Conn.) and half a dozen hand- 
picked witnesses last week did their 
level best to prove that the Sena- 
tor’s proposed National Citizens 
Advisory Board for Radio and Tele- 
vision would not inject censorship 
into federal regulation of broad- 
casting. 

The Senator and his supporting 
witnesses testified before Senate 


subcommittee hearings on Mr. Ben- 
ton’s proposed legislation to limit 
television station licenses to one 
year, require the FCC to encourage 
subscription broadcasting and es- 
tablish the citizens advisory board 
to “advise” the FCC in “fostering 
a national policy on broadcasting.” 

The testimony added up to these 
charges: 

@ Commercial radio broadcast- 
ers have done an inadequate job of 





THE FIGHT to remake the U.S. broadcasting system more to the liking 
of educators, labor unions and Sen, Benton was intensified on two fronts 


last week: 


BEFORE CONGRESS where Sen. Benton and supporting witnesses urged 
a Senate subcommittee to approve the Benton plan for a National Citizens 
Advisory Board for Radio and Television (see this page); and 
BEFORE THE FCC which received a flood of comments from groups 
favoring reservation of TV channels for education (see page 84). 
BUT INDUSTRY GOT IN SOME LICKS. A sizzling resolution opposing 
the Benton legislation was passed by the NARTB TV Board (see page 


77). 


And Sen. McFarland, chairman of the subcommittee that heard 


Sen. Benton and friends last week, promised the industry plenty of time 
to state its case when hearings are resumed, probably after the antici- 


pated Senate recess. 





McFARLAND i: 
Should Congress Create a High-Powered. Board to Put the Finger on Broadcasting? 7 


& 2 


Telecasting 
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Proponents Hail His Plan 





educational and public service pro- 
gramming. 

@ Television broadcasters have 
done no better than their radio col- 
leagues. 

@ There is little hope that as 
matters now stand the commercial 
broadcasting record on such pro- 
gramming will be improved. 

The cure-alls advocated by the 
witnesses: 

@ Reservation of television 
channels (perhaps more than the 
FCC proposes to keep on ice) for 
educational purposes. 

@ Requirement that commercial 
broadcasters devote stated percent- 
ages of time to educational and 
public service programs. 

@ Creation by Congress of a 
National Citizens Advisory Board 
of 11 members ‘appointed by the 
President and attached to the FCC. 

The questién of how such a board 
could exercise wide influence over 
broadcasting without also exercis- 
ing powers of censorship was the 

(Continued on page 108) 
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ANA’s Third Refrain 


THERE’S A modicum of restraint in the third 
report of the Radio & Television Committee of 
the Assn. of National Advertisers on what it 
calls the “Impact of Television on Radio 
Listening.” 

But the report, released last week without 
the fanfare or tumult that accompanied its 
predecessors, is nevertheless a bad report for 
radio as a competitive advertising medium. 
It is another thrust in the campaign of the 
buyers of national advertising, through their 
trade association, to beat down radio rates. 
This is so, despite the fact that the document 
studiously avoids mention of rates per se. 
“Recent cost adjustments,” it says, “make the 
same type of computation impractical.” 

Certainly television has made inroads into 
radio listening. It has made inroads into news- 
paper and magazine reading too. We can’t 
comprehend why the ANA committee persists 
in making radio its only target. There’s no 
compulsion in the buying of advertising. If 
the advertiser gets results at reasonable cost 
he uses the medium; otherwise he drops it. 

The great fallacy in the ANA committee 


vision set is installed in a radio home, radio 
listening goes out the window. Yet it will 
accept the mere delivery of a newspaper or 
magazine to a home as proof of avid reader- 
ship of every page seemingly by everyone in 
the household. And the printed media no 
longer use the yardstick of circulation as the 
exclusive advertising cost base. The new form- 
ula includes cost of operation, and a surcharge 
thereon, to assure profitable operation. 

Isn’t ANA venturing into legally forbidden 
area in its unremitting onslaught? NARTB 
board chairman Justin Miller, a distinguished 
jurist, last April, described advertising pres- 
sure that led to the network rate reductions as 
a “boycott by a combination in restraint of 
trade.” Relying upon his years of servitude as 
a Federal jurist, Judge Miller said unequivo- 
cally that there were indications of anti-trust 
violations in the “conspiracy” among national 
advertisers to force down radio rates. 

We hope this issue will never have to go to 
the courts. But there may be some broad- 
caster, somewhere, who feels that he is ag- 
grieved and irreparably injured. The average 


AN EDITORIA, 


average national advertiser is not. There a, 
laws to protect the small business man gy 
there are committees in Congress and in Gov. 
ernment dedicated to his protection. 

We have no doubt that a number of the ing, 
vidual ANA members may well be Pondering 
this very point. Certainly they cannot affo; 
to ignore the legal judgment of a jurist 
Judge Miller’s stature. There may be in thj 
more restrained “Third Report” the porteni 
of a sloughing off of this campaign of ry, 
attrition. But broadcasters cannot afford ;; 
ignore it. Nor telecasters in the days ahey 
because television is going to be subjected; 
the same sort of pinpoint “researching” thy 
has caused radio anguish. The printed mej; 
have blithely romped along with proof only ¢ 
their circulation. 

The advertiser cannot name a single seryjg 
or material that does not cost him more thy 
it did a few years ago. Why should he expe 
radio, with increased overhead in every bracket 
to be the exception? Radio, like all othe 
pursuits, should set its own rates. It is stij 


approach is that it concludes that when a tele- 
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(Continued from page 23) 


forward the figures from A. C. Neil- 
sen Co. which, as analyzed in the 
previous ANA reports; had shown 
a “decline of about 1%% per month 
in the audience ratings of evening 
programs” and a drop-off also in 
the number of homes using radio. 
“Nielsen’s offer to permit publica- 
tion of up-to-date information in 
this report,” the committee ex- 
plains, “was on a financial basis 
which precluded its acceptance.” 


Claims Corresponding Decline 


However, the report notes, “the 
rate of decline necessarily is asso- 
ciated with the increase in the num- 
ber of television sets owned,” and 
it cites NBC estimated showing an 
increase of 3,903,000 TV sets be- 
tween Oct. 1, 1950 and April 1, 
1951, “much larger than in any 
previous six-month period.” 

Recalling that Nielsen data for 


broadcaster 


December 1949 and November 1950 
used in the earlier studies “indi- 
cated that there was about 82% 
less radio listening in television 
homes than in non-television homes 
between 7 and 11 p.m.,” the com- 
mittee states: “In the absence of 
a comparable figure for a more re- 
cent month, it is assumed that ra- 
dio listening in television homes 
continues to approach near-elimina- 
tion during the evening hours.” 

Report cites Hooper figures for 
36 TV cities showing increases in 
the TV share of the total broadcast 
audience from March-April 1950 to 
March-April 1951, with TV _ ac- 
counting for more than half of the 
evening audiences in 24 of the 36 
cities and ranging from a low of 
25.3% in Tulsa to 74.7% in Phila- 
delphia. Committee notes, how- 
ever, that the TV audience “is ob- 
tained partly from additions to the 
total broadcast audience as well as 
from diversion of former radio lis- 
teners.” 
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The value, the advertiser won’t buy it. 


Also included in the committee 
report are tables showing the ratio 
of TV homes to radio homes cov- 
ered by radio stations in TV cities 
for both NBC and CBS radio af- 
filiates. TV homes within a 69- 
mile radius of each city, as esti- 


mated by NBC for Oct. 1, 1951, ar 
contrasted with the number of py. 
dio homes each network affiliate p. 
ported it covers and the resultan 
figures turned into percentages }y 
ANA. NBC list shows the TV pe. 
(Continued on page 38) 
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[Editor’s Note: The third ANA report, like the two previous reports 
in the series, assumes for statistical purposes that only a_ negligible 
number of television set owners ever listen to radio between 6 and 1! 
p.m. The obvious fallacy of this reasoning has been pointed out repett- 
edly by this journal. The following table included in the ANA report 
is typical because it includes in the “TV Share of Audience” ever 
family that owns any type of TV set.] 
TABLE | 


TOTAL SETS IN USE AND TV SHARE OF AUDIENCE IN TELEVISION CITIES 
AVERAGE, EVENING HOURS,* SUNDAY THROUGH SATURDAY 


Source: TV-Home Hooperatings (City by City) 
Sets-in-Use (Radio plus TV) 

Mar.-Apr. ‘48 Mar.-Apr. ‘50 Mar.-Apr. ‘51 

41.9 


TV Share of Audience 
Mar.-Apr. ‘50 Mar.-Apr.'5) 
47.3 , 74.7 
423 


City 
Philadelphia 
Prov.-Pawtucket 
Baltimore 
New York 
Detroit 
Dayton 
Chicago 
Buffalo 
Cincinnati 
Cleveland 
Columbus, Ohio 
Milwaukee 
Toledo 
Washington 
Boston 
Syracuse 
los Angeles 
Rochester 
Pittsburgh 
Louisville 
Atlanta 
St. Louis 
Indianapolis 
Minneapolis-St. Paul 
Kansas City 
Memphis 
San Diego 
Salt Lake City 
Fort Worth-Dallas 
San Antonio 
San Fran.-Oakland 
Houston 
New Orleans 
Jacksonville 
Oklahoma City 
Tulsa 
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Apr. 1, ‘48 Apr. |, 3 
Number of TV sets in 
U. S. (NBC est. in 


thousands) 


> 
Zw 
= 


, ‘50 


> 
v 
3 


, “Si Apr. 1, ‘50 


286 5,343 12,172 5,343 12,12 


* From 6 p.m. to 11 p.m., or to end of survey time, if earlier. Surveys ended no 
than 10 p.m. in any city for any period. 

+ Not available. 

x April, 1951 only. 
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There ap 
man anf RADIO SILENCE in case of an 
id in Gol pemy air attack will be invoked 


temporarily pending organization 
of the deception project first an- 
nounced by the FCC and U.S. Air 
force in Washington last March 
[BROADCASTING e TELECASTING, 
April 2], according to FCC in- 
¢ructions sent to all AM, FM and 
TV stations. 

The instructions, which empha- 
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aYS aheai fl ie the preliminary nature of the 
ibjected tf dio silence directive, detail how 
hing” tha jis is to be accomplished. 
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The request for cooperation by 
jl broadcast stations also is 
emphatic that there will be no prac- 
tice alerts. When stations receive 
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Bills May Hurt, Is Claim 


POSSIBLE impact on advertising 
jy pending drug legislation was 
wtlined to radio, TV and newspaper 
representatives in New York last 
week by the Proprietary Assn. 
Meeting at the Hotel Biltmore 
on Wednesday, the media men were 
tld by Ben Duffy, president of 
BBDO and chairman of the session, 
that certain pending drug legisla- 
tim if passed in its proposed form 
night “kill an industry which 
gends over $75 million in adver- 
tising annually.” 

The original and primary purpose 
ifthe bill was to clarify the prob- 
km confronting retail druggists in 
willing prescriptions. The Dur- 
lam Bill (H R 3298) was adopted 
ty the House with several amend- 
ments. The great majority of 
interested parties fully approved 
the bill in its amended form which 
urbs a delegation of power sought 
ty the Federal Security Admin- 
trator, the group was told. 
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Humphrey Bill 
The Humphrey Bill, a similar bill 
ww before the House Labor and 
Public Welfare Committee, covers 
uequately the prescription prob- 
km, it was explained. But the 
fumphrey Bill also incorporates a 
jatagraph which in effect grants 
the Federal Security Administrator 
ie right to determine which drugs 
tay be sold and, if permitted to 
sold, whether or not these drugs 
all be sold “over the counter” or 
pon “prescription only.” 
The Proprietary Assn. feels this 
San “unwarranted and unjusti- 
lable delegation of power to an ad- 
Unistrative agency and is bound 
% set an unwholesome precedent. 
It would be another step toward 
*hittling down freedom to enter- 
mse, and would move toward so- 
alization of pharmacy.” 
The health subcommittee of the 
Committee on Labor and Public 
elfare will hold an open hearing 
® the Humphrey Bill on Sept. 11. 
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RADIO SILENCE 


the word to go off the air, it will 
be the real thing. 

FCC now has two engineers in 
the field working up combinations 
of radio stations to operate on 
common frequencies using a unique 
synchronization-pulsation formula 
upon receiving an Air Defense 
Command “alert” notice [BROAD- 
CASTING ® TELECASTING, April 23]. 


Plan Disclosed Earlier 


The plan was first broached at 
a top-level management meeting in 
Washington’s Departmental Audi- 
torium in March and was repeated 
at the NARTB convention the 
next month. 

Some complaints were registered 
at the time of the Washington 
meeting at having busy broad- 
casters brought to Washington to 
hear preliminary plans. Objectors 
felt the whole idea could have been 
relayed to stations by mail, with 
the technicalities described to 
Washington attorneys and consult- 
ing engineers for dissemination to 
their clients. 

The plan to keep radio stations 
on the air during an air attack 
should be worked out within three 
months, informed sources _ say. 


Temporary Use Planned 


Until then radio silence apparently 
is the only method to prevent raid- 
ers from homing on vital U.S. 
targets. 

There are still no plans for any- 
thing but shut-downs for FM and 
TV stations during an air attack, 
as far as can be learned. FCC 
and Air Force officials at the 
March meeting expressed hope that 
some method could be evolved to 
permit FM and TV stations to 
remain on the air. But so far 
nothing has been developed. 

Meanwhile, amendment of Sec. 
606 (c) of the Communications Act 
remains pending before the House 
Interstate & Foreign Commerce 


Mail Pouch Buys 


MAIL Pouch Tobacco Co., Wheel- 
ing, W. Va. (Kentucky Club To- 
bacco) has purchased RCA’s syn- 
dicated radio program, Touchdown 
Tips with Sam Hayes for use in 
20 major, midwestern markets. 
Program begins its tenth season 
as a transcribed feature with pre- 


view Sept. 7 and first regular 
broadcast Sept. 14 on some 150 
stations. Agency: Charles W. 


Hoyt Co. Inc., New York. 


Committee. Consideration of the 
Senate-passed amendment (S 537) 
will be resumed when the House 
committee returns Sept. 12 after 
the current House recess [BROAD- 
CASTING © TELECASTING, Sept. 3]. 

The amendment would include 
non - broadcast electromagnetic 
radiating devices in addition to 
broadcast stations in the section. 

The section as now written gives 
the President power to shut down 
or control broadcast stations in 
the event of an emergency. 

One aspect of the House com- 
mittee’s consideration is an en- 
deavor to make more severe the 
penalties for failure to comply with 
a Presidential proclamation. 


FM POLICY GROUP 


Craig Again Chairman 


RTMA’s FM Policy Committee for 
the ensuing year again will be 
headed by John W. Craig of the 
Crosley Div., Aveo Mfg. Corp. 
Other members appointed by 
Robert C. Sprague (Sprague Elec- 
tric), chairman of the RTMA board, 
were: H. C. Bonfig, Zenith; J. B. 
Elliott, RCA-Victor; Larry F. 
Hardy, Phileo; H. L. Hoffman, 
Hoffman Radio; and E. H. Vogel, 
General Electric. Ex-officio mem- 
bers are W. R. G. Baker, General 
Electric and Mr. Sprague. 








CBS ONE-TIME PLAN 


ANNOUNCEMENT that CBS was 
offering a big-time nighttime radio 
program for sponsorship on a one- 
time basis—a radio first in a day 
when only TV is supposedly in a 
position to make such_ records 
[CLOSED CriRcuIT, Sept. 3]—was 
met with neither all-out approval 
nor determined opposition. 


“It’s a good trick if they can do 
it,” seems to sum up the immediate 
reaction of New York advertising 
circles. 

What CBS announced was that, 
beginning Oct. 3, “the regular CBS 
Radio Red Skelton Show will be 
available for a single week’s spon- 
sorship for $23,500 in cities ac- 
counting for more than 90% of 
the total CBS Radio circulation. 

“One of the 10 most popular 
shows in all radio,” the announce- 
ment continued, “it is scheduled 
during a peak listening hour— 
Wednesday, 9-9:30 p.m. (EST)— 
between two top audience attrac- 
tions, Dr. Christian and Bing 
Crosby. Sponsors will not be 
limited to a single program.” 


Holiday Promotion 


Advertisers with special holiday 
promotions — Christmas, Valen- 
tine’s Day, Mother’s Day, June 
weddings and graduations and the 
like—can cash in on “a radio star 
with listener-loyalty of some 13 
million people,” the announcement 
pointed out, adding that the pro- 
gram can also be used to launch a 
new product, model or price or to 
promote a contest or premium. 


@ Telecasting 


What CBS did not announce is 
that the Skelton show has already 
been purchased by the Norge Div. 
of Borg-Warner Corp., through 
Russell M. Seeds Co., to advertise 
Norge Refrigerators in 37 small 
markets for 39 weeks, leaving the 
rest of the network and the more 
than 90% of CBS listeners avail- 
able for other sponsors. Norge 
hopes to increase its coverage to 46 
markets. 

Fee Question 

Usual network procedure in such 
cases is to offer the show to local 
advertisers on individual affiliated 
stations, but in those cases the 
network collects only a small pro- 
gram fee from each station, the 
stations retaining the lion’s share 
of the time sale revenue them- 
selves. But CBS Radio did not 
pursue the beaten path of co-op 
radio programming. 

Instead, CBS Radio determined to 
handle the sale of Skelton to the 
major part of its network in such 
a way as to retain the network’s 
normal share of time charges for 
itself, as it would if the program 
were sold to a single sponsor for 
the full network for 13 weeks or 
longer. The result is an innovation 
in network radio selling, which for 
the first time puts a radio net- 
work into the one-time special edi- 
tion class previously monopolized 
by printed media. 

A somewhat differently phrased 
explanation for the radical depart- 
ture from network radio’s normal 
sales procedure was offered by 
Howard S. Meighan, president of 


Arouses Mixed Reactions 





the CBS Radio Div., who said: 
“This is the first step in a long- 
term program to implement sev- 
eral basic convictions we hold about 
radio. 

“First, in the interests of the 
radio audience and sponsors alike, 
we believe it essential that big 
names and personalities continue 
to supply the 96 million radio sets 
of this country with top enter- 
tainment. The Skelton promotion 
is one of many CBS Radio attrac- 
tions that does this. 

“Second, it serves the interests 
of all our sponsors to maintain a 
solid line-up of stars on the CBS 
Radio Network. With Skelton on 
Wednesday nights between Dr. 
Christian and Bing Crosby, we 
can sustain—and even raise—the 
high listening level of CBS Radio 
leadership. 

“And third, we want to develop 
new and special ways to use the 
proven economy of radio so that 
more and more advertisers can 
profit by the mass selling that is 
radio’s outstanding strength. We 
think, specifically, that new ways 
to communicate to all the people 
are essential in these days of big 
inventories and retarded sales, and 
the Skelton plan is such a way.” 

Red _ Skelton’s TV _ program, 
which starts Sept. 30 on NBC-TV, 
Sunday, 10-1@:30 p.m., is ortho- 
doxically sponsored by a single 
sponsor, Procter & Gamble Co., for 
more than one week. The contract 
is for five years, with the usual 
eancellation clauses, and was 
placed by Benton & Bowles. 
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ALTHOUGH TV stole the show with 
its epic making first COast-to-cogy 
telecast of the Japanese Peace Co, 
ference its camera (circled) was neatly 
lost in this helter skelter array, The 
23 lights in this picture were py 
there for the movie and news Photos. NAT 
raphers. TV could operate efficiently Assn. 

without any of them. await 
troduced Secretary of State Deg en 
Acheson. Stepping in front of th c 
cameras to be seen as well as heanj 


ia : Mr. Acheson followed the custo. J © T¢ 
— =o ae = = <i - — _ — marily brief form in introducing cities 
ne * 


I cn the President of the United State § -. 
: 4 al L] ae ot : " Mr. Truman, in striped tie aa a . 
3 | » a an a? , dark suit, read his address slowly _ 
es Goat: : i 3 and with more than his usual ep. Rod 
phasis when he propounded treaty NCA 
aims: To include Japan in a par. J. 
nership for peace. “o 
Cameras scanned the stage fron me 
time to time to pick up the Prey. sored 
dential party and the audience ty Corp. 
watch reactions of the Russia, ome 


* ok * 
T delegation, headed by Deputy Fo. inrin 
eign Minister Andrei Gromyko. = 
COAST-TO-COAST TY Truman tnaugurates “sis tins| 
ly 


ity came at the conclusion of the 

COAST-TO-COAST TV was made _ studios after Sept. 30. Availability tion as a public service and dis- President’s speech. Walking of. and 1 
available to a potential audience of of veteran guests—such as Burns patched combined staffs of more stage, Mr. Truman turned, gestur. of wh 
nearly 40 million U.S. viewers last and Allen and Jack Benny, who than 100 people to the West Coast ing to his party to follow him. the c 
Tuesday as President Truman’s ad- may appear on Mr. Cantor’s first to announce, handle technical de- No master switch was “thrown” Rog 
dress before the Japanese peace West Coast show—working in what tails and arrange special events for the start of the first transcon. § presi 
treaty conference in San Francisco film performers know as their home programming. tinental telecast. “It was a little § produ 
opened the new transcontinental area and proximity to movie tech- CBS took ads the day of the pre- more complicated,” according t) | would 
microwave video network. 95% of nical talent, will give artists more miere in the New York Times, the George Mathiesen, who sat at the — paym 
the nation’s TV sets are reported energy and resultingly better per- Herald-Tribune, and Wall Street master control panel as general vilege 
within range of the network. formances, Mr. Cantor maintains, Jowrnal to announce its participa- engineering supervisor for CBS f the 
The program was carried live on Racing for nationwide air time, tion and to advise the public: “Be TV’s San Francisco affiliate KPIX. In 
94 of the country’s 107 TV outlets, ABC last week applied for 5% sure to watch history being made “There were several feeders § West 
with most of the remaining 13 sta- hours weekly on the continental <n San Francisco, and in televi- which were cut in _ beforehand” § tween 
tions—not yet connected to the circuit, making definite the bid sion.” he explained, “but the hundred-odd J news] 
circuit because of their more re- they first placed when AT&T an- _NBC announced its coverage in stations receiving our _ pictures } tion | 
mote locations — receiving kine- nounced plans for the San Fran- New York afternoon papers, the didn’t start transmitting it over \ 
scopes of the ceremony for tele- cisco-Omaha link. Most program- VJ orld-Telegram & Sun and the their outlets until their time cut 3 
cast later in the week. ming will originate from New Post, with followups Wednesday in was given.” We 
All television networks offered York, but ABC was reported to be the Times and Herald-Tribune. To insure fast identification of 2 

only the Presidential speech at the Planning half-hour periods from ae . delegates, three spotters with bir ™ 
10:30 p.m. (EDT) time slot and, al- Philadelphia, Chicago and Holly- : 7 emeed Rete oculars were stationed on the firt § "nd! 
though definite results will not be wood as well. When the ~~ moment came oor of the Opera House, with com Ani 
known until station logs are in, it NBC and CBS were angling for Tuesday night—25 .igaay after the munications facilities to commer § lunch 
was assumed by all networks that exclusive and coast-to-coast televi- first transcontinental radio broad- tators, located in the box-seat area J by Ja 
all stations participated. sion coverage of the World Series cast—television screens all — so 2 in che 
fait the first week of October, while the the country showed the Presiden- Initial Talks West 
$40 Million Link DuMont network, silent on primary tial shield, telecast from the stage Arrangements for the early pr- Th 
Facilities for the transcontinental plans, announced a definite com- of San Francisco’s big and clean  miere of continental television wer tat ; 
telecast were provided by the Am- mitment for continental coverage Opera House. Three cameras - started at the end of July when cn 
erican Telephone and Telegraph of the college all-star football game ranged the stage from boxes in the NBC’s Frederic W. Wile, vice pref 
Co.’s new $40-million microwave’ jn San Francisco Dec. 29. Problem golden horseshoe, another played jdent and director of television NBC 
system, which relayed signals in of final clearance for any show on VET the lobby, and a fifth was set production, was on a trip to thk§ () 7 
line-of-sight paths via 107 towers the single circuit waite tothe 3S outside the building entrance. coast and suggested the idea to 
located about 30 miles apart. The settled through allocations meet- Three reserve cameras were pre- NBC’s Dayidson Taylor. Carleton Th 
newest link, covering the 1,687 ings to be held between network pared for stand-by action and tech- DP, Smith carried the suggestion teleca 
miles between Omaha and San applicants and AT&T officials. nicians filled the two control rooms from the network to AT&T, and statio 
Francisco, was opened 26 days No sponsors were lined up for necessary to coordinate equipment. shortly thereafter a contingent a those 
ahead of schedule by request of the the national coverage, but the , First ee heard belonged to that company’s vice presidents vis f er. 
Dept. of State, and added four networks gave top-drawer atten- NBC’s Robert McCormick, who in-  jted Undersecretary of State Jame Fo! 
more cities—San Francisco, Los ‘ i . om ke te Webb in Washington. _ Bt pay 
Angeles, San Diego, and Salt Lake ates , Their decision to make facilitié— Wash 
City—to the 54 communities pre- : = ; available for the Truman addres $1 99 
viously interconnected. \s — i“ was made Aug. 17 and three days single 
The transcontinental link will re- #9 j : a later the four television networs} py 7 
main unused from the end of the . > 5 were meeting to pool their facl'} so, 
conference until Sept. 28, when re ; , a». ties. DuMont drew the producti nq 
AT&T holds the full opening of the haw 4 task, which they ceded to CBS. TE recgi, 
2,750-mile span. One channel only . ; ; network assigned Sig Mickelsui on. ,, 
will be available in each direction CBS director of news and publi Th 
at the start, so full nationwide pro- ; a | affairs, as overall head of th i. ' 

gramming with varied selection will 3 : : . ’ : project. Final arrangements Wel of 
be realized only gradually. Debut 4 handled through KPIX San Frat, = 
earlier was scheduled Sept. ‘30. ame o> * j cisco, affiliate of both DuMont and 
Meanwhile, comedian Eddie oo « x, CBS. AT&T engineers ran an & " 
perimental transcontinental tral Pit 
all p 
West, 
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majo 
ule, 
Cantor reportedly was planning to ae : 
originate 10 of his Colgate Comedy President Truman as he appeared . . . and as he appeared on the mission Aug. 31 to test pictur 
Hour appearances from West Coast on the TV screem ... stage in San Francisco. (Continued on page 30) 
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show with 


t-to-coay 
eace Con, 
was nearly 
Irray. The 
Were put 
VS photos. F NATIONAL Collegiate Athletic 
efficiently Assn. last week released its long- 
‘Mm. awaited schedule of 1951 college 






grid games permitted to be telecast. 














ate Deaf Nineteen games will feature 29 
nt of the teams on nine Saturdays from 
as heard § sept. 29 through Nov. 24. 

he custo. Telecasts will be available to 49 
itroducing § ities throughout the nation via 
ed States, 32 stations and affiliates of NBC. 
d tie ani # pach city will be offered seven 
28s. slowly tlecasts, with two Saturdays 
usual emf wacked out” in line with the 
led treaty} yc4A plan for controlled televi- 
in a part. 


sion. 
The entire schedule will be spon- 


tage fron} red by Westinghouse Electric 





































the Presi. Corp. It is estimated that West- 
udience ty J iihouse will foot a bill of nearly 
> Russia 32 million to advertise its products 
-puty For firing the telecast season. 

omyko. Westinghouse paid approximate- 
nan ly $1,250,000 for sponsor’s rights 
Iking of. and network time for the package, 
ed, gestur. of which about $700,000 will go to 
w him. the colleges concerned. 

; “thrown” | Roger Bolin, assistant to the vice 
- transcon. § president in charge of consumer 
‘as a litte | products, said the $1% million 
‘ording t)§ would. include production costs, 
sat at the | payments to colleges for the pri- 
As general § vilege of telecasting the games and 
for CBS. — the cost of commercials. 

iate KPIX.§ In addition, Mr. Bolin said, 
il feeders § Westinghouse plans to spend be- 
»forehand.” § tween $500,000 and $700,000 for 
undred-odd J newspaper advertising in connec- 
r pictures § tion with the telecasts. 

~ an Westinghouse Sponsorship 


Westinghouse, he added, would 
pay the entire bill. Its dealers 
will be asked merely to distribute 
handbooks describing the gridcasts. 


ification of 
s with bin 
on the first 









», with com: Announcements were made at a 
o commen § luncheon Wednesday in New York 
x-seat area. | by James McKibbin, vice president 
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The completed schedule necessi- 
tated individual negotiations with 
each college by Westinghouse. Col- 
leges will receive 2% times the 
NBC-TV hourly rate on a _ per- 
station basis. 











Those colleges whose contests are 
teleeast by the greatest number of 
stations will benefit more than 
those whose games will be viewed 
wer a single outlet. 













For instance, Westinghouse may 
pay Franklin & Marshall and 
Washington & Jefferson only about 
$1,000 each for TV rights for a 
single station telecast from WGAL- 
TV Lancaster, Pa. Whereas, teams 
such as those from Notre Dame 
and Southern Methodist U. may 
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to ee receive a check up to $80,000 for 
; Mie ee Me nationally telecast game. 

- and publi T Le 
ead of the he country has been divided 





ito west and east on the basis 






2aments welt “pa 
~ San Frat of existing TV cable routes, a 
DuMont ang ™ajor factor in forging the sched- 


ule, 


Pittsburgh and Rochester and 
all points west were considered 
West. All others, east. 


Although the present schedule 
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NCAA GRIDCASTS 


was determined only after careful 

weighing of multiple factors, it is 

subject to change, if need be. 
George Ketchum, president Ket- 


sor has the right to cancel any 
game and replace it with a more 
powerful attraction. Mr. Ketchum 


added, however, that he was 99% 


chum, MacLeod & Grove, Pitts- sure the schedule would remain in- 
burgh, Westinghouse agency, said tact and declared Westinghouse 
the schedule could be altered it had planned the finest schedule 


any team’s performance falls short available under existing difficulties. 
of pre-season expectations. In that A major obstacle in bringing 
event, Mr. Ketchum said, the spon- the best elevens to the nation’s 








BERT BELL, president, National Professional Football League, affixes 

his signature to contracts calling for sponsorship of the Eagles and 

Steelers road game telecasts. Seated (l to r) are Fred Neall, Atlantic 

Refining Co. executive; Mr. Bell; Paul Lewis, secretary of Eagles; stand- 

ing (l to r) are Tom Gallery, sports director, DuMont Television Net- 

work; Norton Cotterill, N. W. Ayer & Son, Atlantic’s agency, and Ed 
Kiely, Steelers’ public relations director. 


Issues Test Schedule of 19 Games 





television sets, Mr. Ketchum ex- 
plained, was the factor of college 
locations in relation to TV facili- 
ties. 

He pointed out that Tennessee, 
touted as the country’s top team, 
does not play any game in an area 
where because of engineering diffi- 
culties television would be feasible 
and practical. 

Similar difficulties were encount- 
ered with such universities as Ken- 
tucky, ‘Minnesota and the schools 
of the Pacific Coast Conference, he 
added. 

Originally, the NCAA TV Com- 
mittee had authorized 10 weeks of 
telecasts but technical difficulties 
ruled out carrying any major 
games scheduled for Sept. 22. 

The full NBC network will carry 
three of the top pigskin rivalries. 
They will be: Illinois-Wisconsin, 
Oct. 6; Notre Dame-Southern 
Methodist, Oct. 13, and Michigan- 
Ohio State, Nov. 24. 


World Series Delay 

Because of a World Series base- 
ball game slated for the same day, 
the Illinois-Wisconsin game will be 
delayed 30 minutes or more in or- 
der to bring it to televiewers. 

Two other main 
casts are planned: 

@ Regional telecasts have been 
set up for three Saturdays. These 
are games originating in the East 
directed to eastern audiences and 
midwestern contests sent West. 

@ Inter-regional telecasts — 
meaning games played in the Mid- 
west directed only to eastern view- 
page 88) 


types of tele- 
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AUDIENCE STUDY 


A NEW  industrywide _ station- 
audience coverage measurement 
service, third in radio history, will 
be launched this week under pri- 


letter asking for views on a new 
nationwide measurement of station 
audience and coverage indicated in- 
terest in the idea, with only one- 


vate auspices. third not indicating interest 
Directing the study will be Dr. [CLOsED Circuit, Aug. 27]. 
Kenneth H. Baker, ' 


NARTB re- * * * 
search director since 1946. Dr. RR * 
Baker has submitted his resigna- 
tion to NARTB to set up a new 
corporation with M. R. Notaro, 
owner of Statistical Tabulating 
Co., New York. 

The new organization, known as 
Standard Audit & Measurement 
Services Inc., will have offices at 
89 Broad St., New York. Dr. Baker 
is president of the company. Sta- 
tistical Tabulating Co. has ac- 
quired all of the BMB Broadcast 
Measurement Bureau’ cards and 
is servicing subscribers and others 
at cost [BROADCASTING ® TELE- 
CASTING, Sept. 3]. 

Formation of the new enterprise 
grew out of response to an in- 
formal survey conducted earlier in 
the summer by NARTB. Two- 
thirds of stations replying to a 


Dr. BAKER 


® Telecasting 





Baker to Direct New Service 





BMB formally expired Aug. 28 
when dissolution papers were re- 
ceived from the Delaware 
tary of State. 

Supporting stations in the desire 
for a third nationwide study are 
many national representatives as 
well as advertiser and agency ex- 
ecutives. 


Secre- 


Whereas BMB’s research in- 
volved expenditure of around 
$1,200,000 it is believed the new 
corporation can handle an expanded 
measurement at perhaps 70% of 
the BMB cost, resulting in savings 
for stations in comparison with the 
assessments paid BMB. 

Dr. Baker said a 1952 radio study 
would give timebuyers a basis on 
which to estimate the extent of 
television’s bite into radio’s basic 
audience. He said some buyers 
have subtracted all TV families 
from radio’s circulation in a TV 
area. 

By measuring circulation in the 
spring of 1952, Dr. Baker said, a 

(Continued on page 54) 
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Because of Radio... 


They Now Serve a City 


O YOU KNOW a small neigh- 
D borhood furniture store that 

would like to serve a metro- 
politan market and still keep the 
advertising budget low?, 

What salesman doesn’t? And 
what small furniture store wouldn’t 
jump at the chance to grow? 

The answer: Radio. 

The proof comes from two long 
established and successful furni- 
ture stores in widely separated 
parts of the country. Both use 
variations of the quiz show tech- 
nique and both swear to its effec- 
tiveness. They are: 

@ The Kosciuszko Furniture 
Co., Milwaukee, which has used 
radio successfully over WEMP Mil- 
waukee and other stations for the 
past 16 years while it grew from a 
small upholstery shop to a store 
that serves the entire Milwaukee 
market. 

@ The Little Potts Furniture 
Store, Baltimore, using WFBR Bal- 
timore for 12 consecutive years, and 


now serving the entire area from 
its neighborhood location. 

Radio advertising has _ boosted 
sales volume tremendously and con- 
tributed to the expansion of the 
Kosciuszko Furniture Stores. 

Kosciuszko was just a_ small 
store, an outgrowth of an uphol- 
stery shop, when WEMP first went 
on the air in 1935. With spot an- 
nouncements purchased at five for 
$10 and a five-minute newscast, the 
Kosciuszko store began its radio 
advertising as one of WEMP’s first 
accounts. 

Because it is hard to pronounce, 
the peculiar name—Kosciuszko— 
was butchered by announcers. Peo- 
ple from all over town flocked to 
the little store on Milwaukee’s far 
south side just to see if the store 
looked as funny as the name 
sounded. 

Max Stein, president of the 
stores, chose the name because the 
main store is located in a Polish 
area. It was two blocks away from 


ISAAC POTTS, president of the Little Potts Furniture Store, sings first tenor 
with the Lather Boys during his annual appearance on the store’s Sing ‘n Win 
program over WFBR Baltimore. Left to right: John Alderson, Mr. Potts, 


Gerald Eythe, Carroll Warrington and Phil Crist. 


All except Mr. Potts are 


WEBR staffers. 


—— 


Announcer Bill Bramhall, left, and Mr. Max Stein, president of Kosciuszko 
Furniture Co., pick out two of the prizes the store is offering to listener; 
over WEMP Milwaukee. 


the city’s only monument to the 
great Polish general who fought in 
the Revolutionary War and was 
the architect who designed the 
West Point Military Academy. 

“Kosciuszko was a highly re- 
spected man among the predomi- 
nantly Polish population on Mil- 
waukee’s south side,’ Ed Stein, 
secretary and general manager, ex- 
plains, “so we chose that name as 
one that would be respected by our 
customers.” 

In 1937, Kosciuszko sponsored a 
15-minute program of Hawaiian 
music called Harmony Isles on 
WEMP. The program, broadcast 
for six years from 1:15-1:30 p.m., 
brought phone calls from listeners 
who wanted to know if the music 
came directly from Hawaii. Many 
listeners also came into the store 
to see the Hawaiian girls they 
imagined were there. 


Change in Format 


Kosciuszko changed to a differ- 
ent type musical program and satu- 
ration spots in 1943. 

What’s In The News, a quiz pro- 
gram broadcast from 7:45-8 p.m. 
on the Old Timers Party, followed. 
The format consisted of a phone 
call to a party chosen at random 
from the directory. Questions con- 
cerning the news of the day were 
asked. Correct answers merited a 
prize such as small appliances, 
lamps and lounge chairs. If an- 
swers were incorrect, a $2.50 gift 
certificate was given. 


Kosciuszko, which has since ex- 


panded to two stores and a ware- 
house, still uses that same time on 
WEMP. A musical quiz in the Old 
Timers Party now makes up the 
format with table lamps and elec- 
trie clocks as prizes and $2.50 gift 
certificates for wrong answers. 
The program averages three win- 
ners a night. Kosciuszko also uses 
regular daytime spots on WEMP. 

Ed Stein explains the success 
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of this program by saying, “Every. 
body has the desire to win, and 
people like to hear their names or 
relatives’ and friends’ names over 
the radio. It’s the idea more than 
the item they win. Many who 
come in with free gift certificates 
end up buying merchandise. The 
show also spreads the name of 
the company, which _ eventually 
brings customers into the store.” 

In addition to the time on 
WEMP, the store uses four spots 
a day on WMIL and WFOX Mil 
waukee. The policy varies from 
time to time to include other sta. 
tions in the city. 

Mr. Stein believes daytime radio 
spot announcements are succes: 
ful because radio has listeners in 
the housewives, small shop oper 
ators and businessmen traveling 
in their cars. 

Until two or three years ago, 
Kosciuszko used only radio adver- 
tising. Mr. Stein found he could 
capitalize more with the same num 
ber of dollars spent on radio, be 
cause returns per dollar spe 
were greater on radio than it 
newspaper advertising. 

To check on radio’s pull, Ko 
ciuszko has advertised special 
items on radio, with other items 
appearing in the newspaper ad 
More response was received from 
the radio advertising than from4 
full page newspaper ad. 

To illustrate the power of radi0 
advertising, Mr. Stein pointed out 
that one year his company’s 4 
nual warehouse sale was scoopéd 
by a competitor who held his sale 
the day before. 

Kosciuszko’s newspaper ad was 
not to appear until the followin 
afternoon. He used 20 spot al 
nouncements on WEMP the day 
before, telling customers to walt 
for his sale to get bigger bargalls 
The next morning rain pou 
down in sheets, but at eight o’cloc 

(Continued on page 98) 
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PPOSITION to Scripps-Howard 
jio Inc. request last month to 
» Supreme Court for a writ of 
iorari was filed last week by 
FCC. 

Two major points made by the 
KC, in asking the Supreme Court 
to take the newspaper owner- 
ship ease, were: 

@ Newspaper ownership was 

Key one of a number of factors 
sidered in the 1949 grant of 
RE Cleveland to Cleveland 
nadcasting Inc. and the denial 
the application of Scripps- 
vard Radio Inc. for a new AM 
tion in that city. 
@ FCC has every right to take 
yspaper ownership into account 
in deciding between applicants for 
the same facilities. 

“Completely baseless” was the 
(ommission’s reply to the Scripps- 
Howard argument that it discrimi- 
nates against newspapers in grant- 
ing radio licenses. In justification, 
tt cited a number of grants it 
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Bs Every. has made to newspapers following 
wa, yearings between mutually ex- 
ames oon [anne *Peticante. ; 
more than #2 he Commission’s consistent 
[any who policy,” the brief read, “has been 
-ertificates § at, in choosing between qualified 
lise. The applicants, it prefers those with- 
name of } lt newspaper connections because 
eventually of the public interest in diversifica- 
e sheen tin of control over the various 
time on 
four spots 
Fox mi | TEA COUNCIL 
a Sets $2 Million Budget 
8) . 

SPOT advertisements in seven 
time radio | mdio and television markets will 
e success $e a part of the Tea Council’s 
isteners in fecond annual advertising cam- 
shop oper  rign, budgeted in excess of $2,- 

traveling § 00,000. Radio and television will 

te allotted about a quarter of a 
years ago, J Million dollars of the total amount. 
idio adver! f Tea Council representatives 
d he could J vere anxious for the radio indus- 
same num § tty to understand why the main 

radio, be § impetus of their campaign is being 
liar spent f pushed through 16 full-page ads 
o than in § Life magazine as well as in full- 
wr ads in Sunday supplements 
pull, Kos ff 33 metropolitan newspapers. 
od special § Individual council members—such 
‘ther items § 8 Lipton’s with Arthur Godfrey 
spaper ad ind White Rose Tea with its news- 
eived from § %ts—have long used radio as a 
1an froma mary advertising medium. It 
vas felt, as a result, that any addi- 
- of radio § “onal campaigns sponsored by the 
pointed out ‘uncil should also employ other 
pany’s al- nedia to reach new potential mar- 
ras scoopél § “'s) The same interest in build- 
old his sae "S New customer lists led to 
thoice of the spot campaign. 
ser ad wis Studies conducted by the Elmo 
. following Roper Marketing Research will be 
0 spot al wed to select the final radio-TV 
'p the ds harkets, 
-_ to wait Campaign as a whole was devel- 
sr bargains § Yd by the Leo Burnett Agency, 
ain pow New York, after motivation studies 
right o'clock Into people’s beverage habits had 
ge 93) N conducted by Dr. Ernest 
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’ FWSP APER ( ASE FCC Opposes S-H View 


media through which news and in- 
formation are disseminated ... ” 

But, the Commission emphasized, 
“this policy is but one of numerous 
relevant factors to be weighed 
and considered .. .” 

The Scripps-Howard appeal is 
based on this major question: 

Whether the FCC has the statu- 
tory authority or discretion to 
discriminate against an applicant 
because it is owned or controlled 
by a newspaper? 

It asked that the Supreme Court 
make a definitive ruling on that 
question [BROADCASTING @® TELE- 
CASTING, Aug. 13]. 


brief to the FCC’s opposition, but 
no decision has been made yet 
whether to do so. 

It is expected that the Supreme 
Court will decide whether to take 
the case or not within a week 
or two after it resumes its sessions 
Oct. 1. 


To Hear Lorain Case 


Meanwhile, the Supreme Court 
will hear oral arguments on the 
Lorain (Ohio) Journal case Oct. 11. 
Lorain Journal was convicted of 
anti-trust violations and conspiracy 
in restraint of trade for refusing 
to run advertisements of adver- 
tisers who bought time on WEOL, 
local station. 


Scripps-Howard can file a reply 


NARTB FM POST 


John H. Smith Jr. 
Named 


JOHN H. SMITH Jr., manager of advertising and promotion for the 
Bureau of National Affairs Inc. since 1943, was named Friday by NARTB 
President Harold E. Fellows to serve as director of the association’s FM 


Department. He takes office Oct. 1. 

The post has been vacant since 
May 15 when Ed Sellers, previous 
director, resigned to join the Carl 
Byoir public relations organiza- 
tion, headquartering in California. 


Long Considered 


Appointment of an FM depart- 
ment director has been under con- 
sideration for several months with- 
in the association. While Mr. Smith 
has not been actively identified with 
radio, he has obtained a reputation 
as a top-level promotion executive. 

One of Mr. Smith’s first jobs 
will be to ride herd on a joint 





* 
NARTB - Radio - Television Mfrs. 
Assn. campaign to promote FM 
receiver sales in key state and city 
areas. Ben Strouse, chairman of 
NARTB’s FM Committee, and 
other association officials are ex- 
pected to confer in New York Sept. 
18 with RTMA’s Advertising Com- 
mittee and lay the groundwork for 
the saturation campaign. 
Originally it had been hoped 
that Mr. Smith would be separated 
from his BNA activities in time 
to participate in the meeting. Other 
promotion drives also hang fire. 


Free Speeches 

WTTM Trenton, N. J., is of- 
fering several staff members 
as guest speakers for local 
clubs to talk about network 
radio in peace and war. The 
NBC affiliate offers the 
speeches, strongly slanted to 
demonstrate WTTM’s com- 
munity services, as its part 
in celebrating the network’s 
25th anniversary. 


RTMA MEET 


Features Small Manufacturers 


SMALLER MANUFACTURERS in 
the radio-TV industry will have 
their inning at a three-day RTMA 
conference in New York Sept. 18- 
20. 

Special meeting for small manu- 
facturers will be under the direc- 
tion of RTMA President Glen Mc- 
Daniel and A. D. Plamondon Jr. 
(Indiana Steel Products) who is 
chairman of the committee to aid 
smaller manufacturers particularly 
in the procurement of defense con- 
tracts. 


Mobilization and material short- 
age problems will be reviewed by 
the board of directors and major 
committees, General Manager 
James D. Secrest announced. Also 
to be discussed will be the outlook 
for an early lifting of the TV 
station “freeze,” as well as expan- 
sion of RTMA member services. 


The Federal Trade Commission’s 
draft of “Fair Trade Practices,” 
scheduled to be formulated after 
a Sept. 26-28 meeting, will be dis- 
cussed by Chairman Benjamin 
Abrams (Emerson) of the Trade 
Practice Conference Committee. 








WORLD SERIES TO NBC-T 


GILLETTE SAFETY RAZOR 
Co., which last spring secured the 
telecasting rights to the World 
Series for six years, 1951-1956, at 
a price of $1 million a year, has 
named NBC-TV as the video net- 
work to carry the series telecasts. 
The Gillette-NBC contract, how- 
ever, is for four years only, run- 
ning through 1954. 


Proof that television is growing 
up is given in this award of the 
Series’ telecasts to a single net- 
work in place of the previous 
pooled arrangement. Probably bet- 
ter proof of TV’s maturity are the 
terms of the new contract, which 
call for payment of stations on the 
same basis as the Gillette arrange- 
ment with MBS outlets for the Se- 
ries’ radio broadcasts. 

Both radio and television sta- 
tions carrying the games will re- 
ceive payment for two hours a day 
for four days, donating extra time 
and extra days, if any, in exchange 
for the privilege of securing this 
sure-fire audience attraction. Last 
year TV stations carrying the se- 


® Telecasting 


ries were paid for one hour a day 
for four days. 

Last year the station time 
charges were paid by the three 
TV networks which carried the 
series—ABC-TV, CBS-TV, NBC- 
TV, with DuMont refusing to go 
along on the reasoning that buying 
time is the responsibility of the 
sponsor, not the network. 


Split Payments 


The three networks last year al- 
so contributed $50,000 each to Gil- 
lette to help defray expenses con- 
nected with series telecasts. If 
their is any similar kick-back in 
the NBC-Gillette deal, the net- 
work, the advertiser and the agen- 
cy, Maxon Inc., New York, were 
keeping it a close secret. 

Although the Series telecasts 
will not be pooled during the run 
of the four-year contract, neither 
are they an NBC-TV exclusive. 

A three-way agreement among 
the Baseball Commissioner, Gil- 
lette and Mutual, which holds ex- 
clusive radio broadcast rights to 
the Series through 1956, gives the 


Gillette Names 





TV stations of MBS stockholders 
the right to carry the Series tele- 
casts in addition to any others se- 
lected by Gillette. 

This means that the 1951 Series 
will be telecast by WOR-TV New 
York, WGN-TV Chicago, WNAC- 
TV Boston and KHJ-TV Los An- 
geles in addition to the coast-to- 
coast NBC-TV hookup. 

Mutual, which pays approximate- 
ly $750,000 a year for the radio 
rights to the World Series, has 
sold sponsorship to Gillette for the 
duration of the network’s contract 
with the baseball authority, 
through 1956. This year, as pre- 
viously, the radio broadcasts will 
be given the widest distribution, 
with extra stations augmenting 
the MBS outlets for complete cov- 
erage within the continental United 
Staes, plus a coast-to-coast Ca- 
nadian network, plus broadcasts to 
Latin America in Spanish, plus 
round-the-world broadcast to our 
troops overseas via the Armed 
Forces Radio Service. 
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Coast-to-Coast TV 


(Continued from page 26) 


quality and the stage was set. 

Telephone engineers were report- 
ed as satisfied with the final results 
Tuesday, feeling all had gone 
smoothly. Radio reporters contra- 
dicted each other as to whether 
reception on the East Coast had 
been blurred, but the public seemed 
to like it fine. 

Conference coverage for the re- 
mainder of last week was as elastic 
as initial schedules had been, with 
final results depending on when the 
sessions ended. All networks were 
prepared for extra scheduling, how- 
ever, in case the Soviet delegation 
decided to block the signing. 

CBS and NBC telecast the first 
plenary session from 1-3 p.m. and 
from 11 p.m.-1 a.m. Wednesday. An- 
other session, late because of time 
zone differences, was slated for 11 
p.m.-1 a.m. (EDT) Friday. Actual 
signing: ceremonies, expected to be 
held Saturday, were planned for 
1-3 p.m. (EDT). 

While using the pool picture, CBS 
had its own audio line to provide 


ENTERPRISING WAAM (TV) Balti- 

more invited Sidney Mille (left), 

AT&T transmission engineer, to ap- 

pear on two of its shows to explain 

coast-to-coast television to its view- 

ers. Here he is with Nick Campofreda 
on the Tee Vee Waamboree. 


Page 30 © September 10, 1951 


special commentary and interpre- 
tation during conference meetings. 

NBC kinescoped important ses- 
sions throughout the daily meet- 
ings for later showing on its own 
network as well as over BBC tele- 
vision and Japanese newsreels. Gen. 
Douglas MacArthur’s speech at 9 
p.m. (EDT) Thursday was sched- 
uled for exclusive kinescope show- 
ing by NBC at 11:15 p.m. 

ABC, scheduling only one day in 
advance, showed the conference 
from 11 p.m.-1 a.m. Wednesday and 
anticipated similar coverage 
throughout the rest of the week. 
The DuMont network planned tele- 
casts of the peace treaty meetings 
Wednesday from 1-3 p.m. and from 
11 p.m.-1 a.m.; Friday, 11:15 p.m.- 
1 a.m.; and Saturday, 1-3 p.m. 

In announcing the regular open- 
ing of coast-to-coast TV link Sept. 
28, AT&T indicated more channels 
will be available in late 1952, which 
will permit adding Miami, New 
Orleans, Tulsa, Oklahoma City, Ft. 
Worth, Dallas, San Antonio, and 
Houston to the nationwide network. 

The company opened a_ south- 
bound coaxial cable from Detroit 
to Toledo Wednesday to augment 
the three northbound channels 
which have connected the cities by 
microwave relay for more than a 
year. 

Opening of the nationwide micro- 
wave facilities was the signal for 
special programs by Los Angeles 
and Hollywood Advertising Clubs 
last Tuesday with members of the 
latter hearing a five-way conversa- 
tion between mayors across the 
country. 

David L. Coale, general informa- 
tion officer for the Pacific Telephone 
& Telegraph Co., speaking to mem- 
bers of the Los Angeles Ad Club 


at the Biltmore Hotel, explained 
the microwave system. He report- 
ed the facilities used for the trans- 
continental telecasting of the Japa- 
nese peace conference were devel- 
oped with telephone usage pri- 
marily in mind. 

Klaus Landsberg, vice president 
of Paramount Television Produc- 
tions and general manager KTLA 
(TV) Hollywood, speaking at the 
Hollywood Ad Club declared the 
opening of the relay makes the po- 
sition of the independent TV sta- 
tion stronger than ever. 


Blackburn Comment 

“There’s a great day coming,” 
Norman Blackburn, director of net- 
work television for the NBC West- 
ern Division, declared. He warned, 
however, that the relay opening 
also presents a “great challenge’ 
to the West but expressed confi- 
dence the talent and facilities in 
Hollywood are equal to the job. 

J. Neal Regan, Hollywood man- 
ager, McCann-Erickson, and presi- 
dent of the Advertising Assn. of 
the West, told Hollywood Ad Club- 
bers the relay must prove itself 
competitively with other media. 
When FCC unfreezes_ television 
channels, time buying and cost 
problems eventually would be 
solved, he said. 

To mark the day, Mayor Bowron 
proclaimed last Tuesday “Golden 
Aerial Day,” noting that the 170th 
birthday of Los Angeles and the 
opening of the relay coincided. 

San Francisco was the television 
capital of America for the second 
time in recent months. Like the 
city’s last big national show (Gen- 
eral MacArthur’s arrival home) the 
program far exceeded early plans. 

The local stations — KPIX, 
KRON-TV and KGO-TV—like the 
100 other stations along the new 
transcontinental hookup initially 
planned to carry only limited por- 
tions of the conference, but all 
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three ended up carrying virtua), 
every hour of the proceeding 
sacrificing large blocks of regula 
commercially-sponsored time, 

The coverage Sept. 4.8 Way 
sponsored on TV in California ) 
the Richfield Oil Co. Richt 
paid $75,000 for the program, fe 
less than the 11 stations Participg, 
ing had hoped to get. ( ommercig) 
were kept down to bare and jy, 
frequent announcements remind, 
viewers that the coverage was }, 
ing brought to their screens br 
Richfield Oil. 

Television set distributors », 
ploited the conference to its fy}, 
est with an extensive advertisin 
campaign that began a month be. 
fore the peace group assemble 
By start of the conference they haj 
the radio air filled with spot q. 
nouncements and a heavy sched; 
of other media ads was placed, 

Radio coverage of the conferen: 
was the greatest since the Units 
Nations was organized in & 
Francisco in the same opera hoy 
six years ago. 

Hundreds of radiomen frp 
throughout the country converge 
on the city as the conference cop. 
vened. Hundreds of national pe. 
work programs usually originate) 
in New York, Hollywood and Wast. 
ington, came from the conferen 
headquarters during the week, 

In addition to the network cover. 
age, local stations with reinforce 
news staffs devoted special how 
daily to the conference. NBC { 
special programs to the Canadia 
Broadcasting Corp. and in Japaney 
to the Broadcast Corp. of Japan 

John Thompson, director of news 
and special events for KNBC Sa 
Francisco, headed the NBC open. 
tion; Bill Nietfeld, director of news 
and Stuart Novins, director of pub- 
lic affairs, both of KCBS San Fra- 
cisco, directed the CBS staff; Fran! 
La Tourette, ABC’s West Coast 


- director of news and special events 


headed his network’s staff. Mutuals 
operation was directed by Willian 
Pabst, general manager of KFR 
San Francisco. 

Full coverage of San Francisti 
treaty conference ceremonies Wa 
sent around the world by the Voie: 
of America and other State Dept 
international information media. 

On hand for conclusion and si 
nature of the Japanese peace treaty 
were a radio team of two news Te 
porters, two commentators ant 
two special events editors. Simul 
taneous radio broadcasts of Pres: 
dent Truman’s address Tuesid! 
and other highlights were fe 
through a direct hookup with t 
city’s Municipal Opera Hous 
ee 


Truman Hooper 


SPECIAL “TV-Home Hoop- 
eratings” taken in three 
cities to measure audiences 
for President Truman’s Tues 
day night speech and the 
opening of the transcontil- 
ental network television wert 
reported as 51.6 in San Fran- § 
cisco, 51.9 in Los Angeles and 
44.6 in New York. 
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Dear Mr. Woods: 

Speaking for the administration and 
teachers in the Des Moines Public 
Schools, I want to express our thanks 
and appreciation for the splendid pub- 
licity you gave us in making American 
Education Week a_ success in Des 
Moines. We counted on you this time 
as we counted on you in the past and 
again your station came through. 

Thanks a lot. 

Very truly yours, 
Cuirton F. ScHRopp 
Director of Curriculum Development 
and Audio-Visual Education 
Des Moines Public Schools 












Gentlemen: 

Thank you very much for your public 
service announcements regarding the 
closing of our schools during the recent 
snow storm. The radio broadcast is one 
of the best methods of contacting our 
people and we appreciate it very much. 

Very truly yours, 
E. A. CoLBERT 
Superintendent 
Scranton Consolidated 
Independent School 






Gentlemen: 

Last night, Saturday, there were a 
number of fellows and their wives in the 
shop, and one of them was _ fooling 
around with the radio, and all of a 
sudden he said “listen to this.” We did, 
and believe me you could have heard a 
pin drop. I took a paper and pencil and 
waited until the announcer told me 
where the program was coming from, 
and therefore this letter. 

The singer at that time was the 14 
year old boy from Marshalltown, and 
believe me we have not heard any more 
beautiful voice on any program, even 
professional, and we want to hear more 
of him, and the others on it. 

As far as the rest of the program was 
concerned, we really enjoyed it and the 
gang were here until after 1:00 a.m. and 
we close at 9:30 so when you put a pro- 
gram on again with Slim Hayes & His 
Boys and the others, let us know, es- 
pecially when the 14 year old sings again, 
and we'll borrow a machine gun from our 
police department and drive them out at 
10 o'clock. (The customers in the shop 
here I am referring to.) How about it? 

This is the first time we listened to 
your station and will do so _ every 
Saturday nite as often as we can. 

Very truly yours, 
A. F. CaRNEY 
Carney Gun Repair 
and Sport Shop 
Wausau, Wis. 


Dear Sir: 

We are studying about radio programs 
in our room at school. We would like 
to know which programs you advise for 
children’s education. Thank you very 
much. 

Yours truly, 
CaroL Fry 
Van Horne School 
Van Horne, Iowa 


Dear Mr. Plambeck: 

We appreciate very much your kind- 
ness in giving the cancellation notice of 
our sale for today on your programs 
yesterday. 

We realize that you and your force 
were called upon to work many hours 
and strenuously to get all of these serv- 
ice announcements on the air in the space 
of time allotted to you. When we called 
your station, we fully expected to pay 
for this service, for while we think it 
had public interest, yet it is done for a 
commercial firm, and when you take 
your time to make these announcements 
for commercial enterprises, we think you 
are going a long way in service, and we 
do greatly appreciate it. 

Yours very truly, 
O. D. ELtswortH 
Partner 
Adel Sales Pavilion 
Adel, Iowa 













people in lowa Plus. 





- s a sophisticated, big-city advertising man, it may be 
difficult for you to realize what WHO means in Iowa Plus. 
Day in and day out, our mailbags are jammed with 
personal letters of friendship and confidence —“stamp- 
of-approval” evidence, from your customers, that WHO 
is giving a unique radio service to the millions of 


Wiil© 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer. President 
P. A. Loyet, Resident Manager 


cy FREE & PETERS, INC., National Representatives 





Gentlemen: 

I heard Edgar A. Guest read a poem 
“Tomorrow” recently and I decided that 
this letter which I have meant to write 
on so many tomorrows, must be written 
today. 

Last fall my daughter and her husband 
moved to Baton Rouge, Louisiana. After 
living in lowa for so long they were a 
bit homesick, even tho the climate, new 
surroundings and their work at the 
University were more pleasant than they 
had anticipated. One night they decided 
to try and get the WHO news at 10:15 
P.M. Imagine their surprise when they 
did get it. Of course some nights recep- 
tion isn’t perfect nor is it here in Lone 
Tree at times. 

To make a long story short, it is a 
pleasure to know they are listening to 
the same program at 10:15 P.M. that 
we are listening to. You have so many 
very fine programs from your station 
that it would be impossible to tell you 
about them all. I think we especially 
like the News because we have many 
friends and relatives in different parts 
of the state, and if anything unusual 
happens to them you are sure to tell us 
first. 

Thank you so much for the very fine 
service you are giving us. 

Sincerely, 
Mrs. WILt1AM P. ASHTON 
Lone Tree, Iowa 










































































































































With this announcement, CBS Radio opens the 
mass circulation of night-time, network radio to 
advertisers with limited budgets. Also, to large 


advertisers for special promotions. 


RED SKELTON, star-showman, star-salesman— 
and his 13 million listeners—are now available 
on a one-time basis. The cost: less than a color 
page in a mass magazine....Here’s how a one- 


time budget now fits big-time radio: 


QUESTION: How? 

ANSWER: Red Skelton’s regular half-hour show —one of 
the “top ten” in all radio — will be on the air for 39 
consecutive weeks, starting October 3. Each mass- 
market broadcast will be sold to a single sponsor (but a 


sponsor will not be limited to a single broadcast). 


QUESTION: How will advertisers use the show? : 

ANSWER: To say something special with impact—as explo- 
sive as the laughter of Skelton’s listeners.... Here is 
mass radio uniquely produced to launch a new prod- 
uct—kick off a drive—announce a contest.... Here also 
is the perfect opportunity for the split-timing and com- 
manding attention that many advertisers need for peak- 
selling seasons and holidays: Christmas, White Sales, 
Mother’s Day, Father’s Day, June weddings and grad- 
uations. (Skelton ad libs over our shoulder: “For Thanks- 


giving, we can sell bogs and bogs of cranberries.”) 


QUESTION: Any merchandising tie-ins? 









fE|A PIECE OF SKELTON ? 


ANSWER: Displays and mailings will flash the appeal 
of Skelton’s personality, tieing-in program, product, and 


purse at the sales counter. 


QUESTION: What’s the time of broadcast? 
ANSWER: During a peak listening hour —9:00 to 9:30 
p.m., Wednesdays. Between the big-audience attractions 


of Dr. Christian and Bing Crosby. 


QUESTION: How many stations in the Skelton line-up? 
ANSWER: Stations accounting for 91.4 per cent of the 


entire CBS Radio circulation are available for clearance. 


QUESTION: How many listeners? 

ANSWER: Year-in, year-out Red Skelton in front of a 
microphone is a human, fun-making magnet. Last sea- 
son, he drew an average weekly audience of more than 


13 million people. 


QUESTION: How much does the show cost? 

ANSWER: $23,500—including time, talent, and merchan- 
dising. To give this price a yardstick: For $23,500, 
you can tap a mass audience and listener-loyalty that 
took an annual investment of $1,500,000 to build. 
QUESTION: How will sponsors be scheduled? 

ANSWER: Solely on a first-come, first-to-profit basis, 
QUESTION: Are there any other answers? 

ANSWER: Just a reminder: Jo say things that get things 
started ...or to give a peak-selling season a higher peak 
than ever, RED SKELTON is your boy....For available 


program dates call your representative at... 








































































































































THE CBS RADIO NETWORK 


NEW KHO TOWER 


Final Phase Completed 
PLANS for dedi- 


cation of a new 
826-foot transmit- 
ting tower and 5 
kw transmitter on 
Sept. 15 were an- 
nounced last week 
by Richard O. 
Dunning, _ presi- 
dent of KHQ 
Spokane, Wash. 
The dedication 
culminates nearly 
two years work 
and “completes 
the final phase of 
installation of all 
new equipment at 
KHQ’s trans- 
mitter,” according 
to John Walker, 
chief engineer. 
The new tower, 
equivalentin 
height to a 68- 
story building, re- 
places one which 
was snapped in 
half during a vio- 
lent windstorm 
[BROADCASTING @ 
TELECASTING, 
Dec. 12, 1949]. 
The old tower’s 
stub has been in 
use since. A replacement tower, 
three-fourths completed, fell in a 
construction accident last fall. 


- 
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DEFENSE TRAINING ££04 tt move n 


IS THEATRE TV the answer for 
training millions of citizens for the 
possibility of atomic attack on the 
uD .. Bet 

Question may be answered Sept. 
15 when the Federal Civil Defense 
Administration holds the first test 
of theatre-TV to train civilian de- 
fense workers. 

On that day, 11,000 civilian de- 
fense workers will see live demon- 
strations in four cities—linked by 
a closed-circuit theatre-TV net- 
work. 

The cities are Washington, Bal- 
timore, Philadelphia and New 
York. 

Program will originate at 
WMAL-TV Washington and will 
be piped to RKO Keith Theatre in 
Washington, seating 1,800; Loew’s 
Century, Baltimore, seating 3,000; 
Warner’s Stanley in Philadelphia, 
seating 3,000; Paramount Theatre, 
New York, seating 3,800. 

Theatres have been donated for 
the event. 

The live training course will be 
given for FCDA’s Warden and Pub- 
lie Welfare Service, Communica- 
tions and Warning Service, Rescue 
Service. 

A two-way circuit will be used 
so students in each city can ques- 
tion instructors in Washington. 

Although the experiment is 


scheduled for one hour, 9-10 a.m., 
the theatres will be used for local 
instruction for a half-hour before 
and after the Washington demon- 
stration. 

Civil Defense officials are keyed 
up about the possibilities of thea- 
tre-TV. 

It not only permits mass “crash” 
instruction by top level instruc- 
tors, they feel, but if successful 
could possibly eliminate the time- 
consuming method of developing 
layers of teachers for regions, 
states, counties, communities. 

With a minimum budget, FCDA 
is anxious to try anything that 
promises low cost per trained vol- 
unteer. 

Attitude of civil defense officials 
to the possibilities was exemplified 
by Federal Civil Defense Adminis- 
trator Millard Caldwell, who said 
in announcing the Sept. 15 experi- 
ment: 

The mass training of 15,000,000 
civil defense workers is one of the 
nation’s most immediate problems. 
Through theatre television the task 
of preparing not only the civil de- 
fense worker for his job but the na- 
tion at large to meet an enemy at- 
tack can be greatly simplified. 

Co-operating with FCDA are 
Robert H. O’Brien, United Para- 
mount Theatres secretary-treasurer 


(and American Broadcasting-Pars, 
mount Theatres executive vice pre; 
ident if and when the ABC-Upr 
merger is approved by FCC) ani 
Nathan L. Halpern, president , 
Theatre Network Television. _ 

At present 26 theatres jn 1 
cities are equipped with theatre. 
TV installations. Before the ey 
of the year, about 100 are expectej 
to be equipped. 


LAMB NAMED 


To Defense Pog 


APPOINTMENT of Frankli) 
Lamb, vice chairman of the boar 
of Tele King Corp. New York, x 
assistant to the director has bee 
announced by Charles E. Wilsop, 
director of the Office of Defeng 
Mobilization. 

Mr. Lamb has recently served as 
member of the Electronics Board of 
the National Production Authority 
and will continue as an observe 
with that group. 

Vice Chairman of Tele King fo 
the past two years, Mr. Lamb pre. 
viously was associated with dé. 
velopment of the Reynolds Pen ani 
served as president of the Rey. 
nolds Pen Co. He has also bee 
vice president of WIP Philadelphia, 
Gimbel Bros. outlet. 


HOME SWEET HOME IS BIG BUSINES! 
FOR CENTRAL OHIOANS 


Ur 


‘WELCOME. \ 


2 
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SITTING PRETTY 
WHEN YOU 
ADVERTISE ON 


*Source: 1951 SM Survey of Buying Power 


The welcome mat is out for you if you sell home fur- 
nishings. Almost $51 million are spent annually for 
furniture, wall-paper, storm windows, television sets 


and thousands of home items. 


One of the shortest 


ways to this big market is through WBNS, Colum- 


bus. 


Latest Hooper Report shows WBNS with all 


top-rated 20 day-time and night-time shows; you're 
visiting with good company when you’re on WBNS. 
For information, write us or call your John Blair rep- 


resentative. 


CENTRAL OHIO’S ONLY CBS OUTLET 


PLUS 
WELD-FM 


Ask John Blair 


POWER WEBNS 5000 - WELD 53,000 - COLUMBUS, OHIO 
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tl} A New and Improved Radio Sales Tool 

W proved Radio Sales Tool = 
nse Post | 
ranklin Broadcasters everywhere are being affected by a ground swell of opinion that 
— rp it is time again for the industry to produce a standardized, uniform measurement 
hat nt | of station audience and coverage—radio’s basic measurement of circulation. ‘The | 
>. Wilson, industry has produced two BMB-type Studies and turned them over to its customers. 
f Defens | There is no doubt that the time buyers liked them and used them. Enthusiastic i 
_— supporters of the idea will even tell you that a goodly portion of radio’s increased | | 
s Board of dollar volume can be traced directly to the availability of these basic measurements. | 
Authority i} 
1 observer But radio’s circulation is not a static thing—even though “everybody has a | 
» Kiel radio”. Constant change is the rule of the day. Since the last industry-wide meas- | \ 
Lamb pre urement in 1949, many changes have occurred. Programs have been shifted between | : 
with de. networks and among stations. Stations have dropped or acquired new network | 
———s | affiliations. A whole new network has come into existence. Over 400 new stations 
prs me | have come on the air. Over 200 stations have changed their power or frequency | 
\iladelphia, | or both. The effect of television on radio’s basic circulation is unknown. | | 

All of these changes can cause doubt to arise in the mind of the buyer. In many 

instances that doubt has taken the form of cancellations and failures to renew. ‘The 

LESS | time has come to remove the doubt and to supply the firm figures which radio's | 





| customers need. 


. | Fortunately, the job does not need to cost as much as it has in the past. For- 
. | tunately, also, the experience gained from prior studies and the benefit of lessons 
| learned with them are still available) STANDARD AUDIT AND MEASURE- 
| MENT SERVICES has been organized to utilize this experience in the production 
a of the next industry-wide measurement of station audience and coverage. A BMB- 











| type of study is planned as our initial effort. The field work will be done in the 

r- a spring of 1952. Commitments must be obtained now in order to guarantee an eco- 
or nomical execution of this colossal job. Every broadcaster will soon receive contract 
ts } | forms and a letter explaining the project. 

| 
st | We invite your inquiries and participation. 
n- | 
all | 

| Kenneth H. Baker 
re g PRESIDENT 


STANDARD || AUDIT AND MEASUREMENT SERVICES, 


89 BROAD STREET, NEW YORK 4, N. Y. 
WHITEHALL 3-8390 
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WAGE-PRIGE POLICIES coriove unsere 


REGULATORY wheels which 
would set into motion certain wage 
and price concepts were turning 
slowly at government level last 
week as stabilizers cocked an eye 
to Capitol Hill. 

Still hanging in mid air were uni- 
form policies governing: 

(1) Wages for radio-TV workers 
in the price-exempt broadcasting 
industry. A procedure for sales- 
men on commission also was under 
study. 

(2) Remuneration under talent 
contracts negotiated for radio, tel- 
evision and other employes falling 
within the jurisdiction of the Sal- 
ary Stabilization Board. 

(3) A revision of OPS Ceiling 
Price Regulation 22, under which 
manufacturers would be permitted 
to apply advertising, selling and 
other costs to their products in 


computing price ceilings. 

In the last instance, OPS faced 
a stiff fight from the administra- 
tion which is seeking stronger in- 
flationary controls. Both Defense 
Mobilizer Charles Wilson and Price 
Stabilizer Michael DiSalle appealed 
to the Senate Banking & Currency 
Committee for elimination of the 
new formula, known as the Cape- 
hart amendment. They termed it 
“unworkable” in its present form. 

OPS officials said that the agen- 
cy probably would take no action 
on a revised CPR 22 until Congress 
completes testimony on the admin- 
istration battle. Hearings will be 
resumed this week. 

Meanwhile, Sen. Burnet Maybank 
(D-S. C.) offered a_ substitute 
amendment designed, in part, to 
prohibit any price ceiling from be- 
coming effective which establishes 


FLINT. = » GO bustling market... 


and apt to stay that way! 


Take a look at Flint’s Saginaw Street. 


Daily, crowded 


busy scenes like this testify to Flint’s willingness to buy. An 
effective buying income of $6134 per family per year (higher 
than New York or Chicago) proves the ability to buy! 


And that’s not all. 


Buick, Chevrolet, AC, Fisher Body 


and DuPont, with huge production schedules now being filled 
and huge defense contracts yet to be filled, indicate a con- 
tinuing, expanding buying economy! 


Sell your products in this rich market. 


Sell them for 


sure over Flint’s first Station, WFDF, now in our 29th year! 


(See your latest Hooper for the full story.) 


FLINT 
MICH 


Represented by the Katz Agency 


Associated with WOOD Grand Rapids—WEOA Evansville 
—WFBM & WFBM TV Indianapolis 


cee 
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a level below that for such sales 
prior to the date of issuance of 
regulation or the level prevailing 
for such sales during the period 
Jan. 25, 1951, to Feb. 24, 1951. 

The Maybank proposal otherwise 
carries the same provisions, allow- 
ing manufacturers to include ad- 
vertising, selling and other costs 
accrued from June 24, 1950 to July 
26, 1951, to the highest price dur- 
ing the base period from Jan. 1, 
1950, to June 25, 1950 [BROADCAST- 
ING ® TELECASTING, Aug. 6]. 

OPS authorities said the revised 
CPR 22, giving manufacturers this 
benefit, is being studued by legal 
and economic executives and being 
withheld until Congress takes ac- 
tion. In any event, manufacturers 
would be required to file for the 
new product ceilings when, and if, 
the regulations become effective. 


ee 


BROADCASTING 


Originally they were to go into ef. 
fect Aug. 13. 

The wage and salary boards also 
have been marking time. WSB hag 
been sounding out industry ang lk 
bor on the question of whether t) 
remove wage ceilings for radio-Ty 
and other price-exempt industries, 

At SSB the problem involyy 
compensation involving individna] 
talent. Question of salaries, with 
percentage of gross or net, is being 
explored by a three-man pang 
[BROADCASTING © TELECASTING 
Sept. 3]. Originally SSB gave sto. 
tion management the go-ahead t 
continue or renew contracts (with. 
out being subject to the 10% ip. 
crease ceiling imposed by WSR) 
with individual talent, involving op. 
tions by stations, networks, spop. 
sors and producing agencies, 

At the time, however, SSB mage 
plain the ruling was_ temporary 
pending exploration of the whok 
talent issue. These cases jnvolye 
distinctions between salaried or, jp 
some cases, freelance or contracted 
talent and those working unde 
wage provisions established through 
collective bargaining agreements, 

The three-man salary panel js 
expected to meet sometime in the 
next fortnight and possibly set 
hearings comparable to those held 
by the WSB. 

A similar group has been set up 
to investigate commission earnings 
looking toward the development of 
a board policy. A tri-parte panel 
of industry, labor and public men- 
bers has set hearings for Sent. 18- 
19 in Washington. They will hear 
testimony on suggested methods of 
adjusting wages of salesmen and 
other employes who derive earn- 
ings, either partly or wholly, from 
commissions. 





Coy to Speak 


FCC Chairman Wayne Coy wil 
speak Wednesday at the Bridge 
port luncheon for broadcast engi- 
neers while on an inspection tour 
of the NBC-RCA_ experimental 
UHF station there. Trip is part 
of the eighth RCA television tech- 
nical training program, a five-day 
seminar held chiefly at the RCA- 
Victor plant in Camden, for broad- 
cast engineers from all parts of the 
country [BROADCASTING ®@ TELE 
CASTING, Sept. 3]. 


UHF Symposium 


INSTITUTE of Radio Engineers, 
professional group on_ broadcast 
transmission systems, is sponsor 
ing a UHF symposium to be held 
Sept. 17 at Franklin Institute m 
Philadelphia. Opening at 10 am 
with a greeting by Lewis Winner, 
group chairman, the program will 
include addresses by George H 
Brown, of RCA Labs, William 
Sayer Jr. and Elliott Mehrbach of 
Allen B. DuMont Labs; R. A. 5 
dermand and F. D. Lewis, General 
Radio Co.; L. O. Krause, General 
Electric Co.; W. B. Whalley, Sy 
vania Physics Labs; Raymond Guy, 
of NBC; J. M. DeBell Jr., DuMont, 
and Frederick W. Smith, NBC. 
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smen and In Northern California | 


MORE PEOPLE LISTEN — more often —to KNBC 


olly, from 
than to any other radio station 





Coy will 

2 Bridge 

-ast engi- ee eee : : : j 
tion tour KNBC’s 50,000 watt Non-Directional transmitter 
erimental reaches all the markets of Northern California... 
ip is part 

sion tech- KNBC has the biggest and most loyal audience in 

&§ : 


. the San Francisco-Oakland Metropolitan Market — the 


cor broad- seventh largest, fastest-growing major market in America. PLUS-Market Case History 
arts of the 
© TEL And as a plus, KNBC penetrates all the rich, fast-growing markets 
throughout Northern California. PLUS MARKETS like Stockton- © Population—288,938, an increase of 65.2% 
_ Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, from 1940-1950 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. © Effective Buying Income* — $415,346,000, 
an increase of 166.4% 


Engineers ONLY KNBC ean reach all these markets — in one, big © Retail Sales* — $302,670,000, up 206.2% 


broadcast , -NIDC . 
, sponsor: economical package. KNBC sales reps will show you how i tniit nadia titi tiies dad adie 


to be held nine-tenths (89%) of the radio families 
stitute in KNBC delivers MORE PEOPLE (in one pack- listen regularly to KNBC 

at 10 am. age!)—at LESS COST per thousand —than any 

Ss “— other advertising medium in Northern California. *Sales Management's 1951 Survey of Buying Power 
gram W 
yeorge 
William 
shrbach of 
R. A. So 
's, General 
e, General 
alley, Syl- 
mond Guy, 
., DuMont, 
ith, NBC. 


San Jose-Santa Clara 


Northern California’s NO. 1 Advertising Medium I 


50,000 Watts — 680 K.C. San Francisco Represented by NBC Spot Sales 
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ANA Lobs Rock 


(Continued from page 24) 


centage to run from 5% of the 
WSM Nashville audience to 69% 
of the audience of WBAL Balti- 
more; the CBS list shows a range 
for TV homes from 11% of the ra- 
dio homes reached by WWL New 
Orleans to 71% of those reached by 
WEEI Boston. 

Mr. Ryan issued the following 
statement: 


In the interests of sound advertising 
and fair evaluation of media, BAB op- 
poses any attempt to influence either 
the buyers or sellers of advertising by 
means of incomplete or _ superficial 
BAB con- 


study of media problems. 


sistently and publicly has offered its 
facilities, resources and technical as- 
sistance to any group with a sincere 
interest in true evaluation of the radio 
medium and radio’s relationship with 
the other complementary major media. 
This new report by the ANA cannot, 
by itself, seriously affect advertising 
decisions. It is significant mainly be- 
cause, with its two predecessor reports, 
it is part of the ANA’s organized effort 
to assist its members in the general 
area of comparative media values that 
so far has been restricted entirely to 
the problem of radio time values. 
This new report is not valid unless 
advertisers using it are willing to rely 
completely on several questionable as- 
sumptions. BAB has started a thor- 
ough study of the report and its pos- 
sible usefulness and will shortly issue 
a formal memorandum describing its 
main technical and other limitations. 






























of feeder systems. 


was first published) — 


sistent broadcast service.” 


FORM. 


principles found therein. 


“THEORY AND DESIGN OF DI- 
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NOW! THE IMPORTANT, PRACTICAL 
BOOK FOR YOU—AT POPULAR PRICE 


Theory and Design 


Directional Antennas 
By CARL E. SMITH, B.S., M.S., E.E. 


117 Pages—8'2 x 11”—Paper Cover 
Punched for 3-ring Binder 


Here is a complete and authoritative disclosure of the theory and practical 
design of the shape and size of directional antenna systems, and the design 


The National Association of Broadcasters, Department of Engineering, states 
in their 1949 edition of the NAB Engineering Handbook (where this material 


“The NAB Department of Engineering presents this material with 
a twofold objective: first, that professional engineers may find in 
their work, with respect to directional antenna systems, a common 
understanding of the basic principles of design; and, second, that 
the broadcast engineer charged with the operation and maintenance 
of a directional antenna system, no matter how complex, will better 
understand its design and operation, which understanding in turn 
will pay high dividends through more efficient, economical and con- 


This book is planned for the professional radio engineer, the broadcast 
engineer, the broadcast technician, and the student of broadcast engineering, 
who desires a practical approach to directional antenna design. 
MATERIAL THEREIN HAS NEVER BEFORE BEEN MADE AVAILABLE IN BOOK 


The treatment of the subject material is both quantitative and qualitative in 
nature; it is of college level, and the professional radio engineer—the techni- 
cally trained broadcast engineer—the technician—the advanced student of 
radio engineering should have no difficulty in grasping and applying the 
The problem examples and the solutions thereof— 
plentifully supplied—offer the practice so much desired. Order Your Copy Today! 





RECTIONAL ANTENNAS” is the Pp | ) 
companion book to Smith's ‘‘DIREC- i 
TIONAL ANTENNAS”, the unprece- ; artia ,) 
dented and now famous work, pub 5 
lished in 1946 by Cleveland Institute able of Contents 4 
of Radio Electronics, which includes 1, Fundamental Properties 4 
238 pages containing more than 15,000 2. General Treatment 4 
systematized patterns, together with a 3. Control of Pattern Shape 4 
theoretical treatment of general design 4. Control of Pattern Size 4 
equations and how these equations are he General design equati 4 
applied to pattern systematization. (A : for power fom intnes aan 
limited quantity of Smith’s ‘‘Direc- method gration } 
tional Antennas’ are still available at b. Mutual Resistance salt? 
$15.00 per copy, postpaid.) of determining pattern sine! 
¢. Driving point impedance } 
CLIP THIS C 1°) UPO N method of determining pat- 
Fee ese ee ee ee eee eg tern size | 4 
Cleveland Institute of Radio Electronics d. Horizontal rms power gain} 
a Desk 9-10 a of a directional antenna 
es -10° . array 
§ 4900 Euclid Ave., Cleveland 3, Ohio i e. Efficiency of directional an- 
a % tennas 
i Enclosed herewith is my remittance of $3.00 é 5. Feeder System Design 
to cover cost, including postage, of Smith’s 
— “Theory and Design of Directional Anten- i APPENDIX A 
. nas.” I understand that if I am not entirely r] Twenty pages of mutual impe- 
satisfied after five days inspection, I may dance curves between vertical an- 
J return the book and you will refund the entire Jj poe pie ge MgB ef ua. 
° 1g 3, spac g oO 
purchase price. PLEASE PRINT. i 600 degrees. Covers most cases 
j encountered in design problems 
i CS eRe ee eee Oe REE a of directional antenna systems. 
i APPENDIX B 
é IED sdcdaccndadindcnnsdundcnnens Geaccsecdcns Ten pages of systematized two- 
1 i tower directional antenna patterns 
for tower spacings out to 1440 
Fl Re a NR. anne ee 1 degrees. Also presents a more 
detailed systemization for tower 
t PLEASE REMIT BY CHECK OR MONEY 1 spacings out to 360 degrees. 


ORDER. DO NOT ENCLOSE CURRENCY. 
ee eee eee eee ee es es 


Carl EB. Smith 


MOST OF THE 





























HENNOCK HEARIN 


THE ABSENCE of Chairman Pat McCarran (D-Nev.) of the Senat: 
Judiciary Committee from the Capitol Hill scene, together with 4, 
possibility of prolonged Japanese peace treaty activities, may conspip 
to further delay hearing on the judgeship nomination of FCC Cop, 


Frieda Hennock. 

That was the unofficial word last 
week from both the committee and 
the Senator’s office on confirmation 
proceedings for which a new date 
still hung in the balance. 

Authorities expressed little hope 
that the hearing before the full 


MACY’S EVENT 
Puts Fair on WOV 








PIAZZA ARALDO—known to 
New Yorkers as Herald Square 
and the site of Macy’s Department 
Store—becomes the scene of an 
Italian fair, featuring over 1,000 
products made in Italy. 

The department store has signed 
with WOV New York, bilingual 
independent, for coverage of open- 
ing festivities from 1-1:30 p.m., 
EDT, today (Monday). Dian Baldi 
and Giorgio Padovani, WOV com- 
mentators, will interview officials, 
guests, and shoppers—both live 
and on tape—for immediate as well 
as future broadcast. The independ- 
ent station, transmitting both Eng- 
lish and Italian languages, is 
beamed at an audience of over 
2,100,000 in the greater New York 
area, station reports. 

Combination sale and exposition 
of merchandise valued in excess of 
$1,000,000 was 18 months in plan- 
ning. Some 30 buyers were sent 
to Italy to obtain Venitian glass, 
modern ceramics, religious articles, 
jewelry, gloves, playing cards, 
leather goods, clothing, foods and 
wines, linens and toys. The fair, 
called “Italy in Macy’s U. S. A.,” 
will last until Sept. 22 and will 
feature sales personnel in Italian 
costume as well as four Italian 
craftsmen demonstrating their 
skills. 


TAX PROPOSALS 


May Aid Industry Growth 
THE SENATE Finance Committee 
last week cut a wide swath in the 
maze of tax proposals confronting 
it, but early Friday had not cleared 
the major hurdle of excess profit 
levies. - 

It was learned, however, that 
committee members were consid- 
ering write-in provisions designed 
to soften the blow on television and 
other so-called “growth” companies 
which have suffered hardships under 
the present law. 

The fate of broadcasters had 
not been determined by the com- 
mittee late Thursday, though it 
was speculated that some relief 
would be granted them as recom- 
mended by industry authorities in 
hearings before the Senate Fi- 
nance Committee [BROADCASTING ® 
TELECASTING, July 30]. That re- 
portedly was the unofficial con- 
sensus of some committeemen. 
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McCarran Absen; 
Date Unset 





* a 
committee could be held bef, 
Sept. 14 at the earliest—if ,, 
later—because of Chairman y, 
Carran’s presence at the pey 
treaty conference. 

The Senator is not expected ba 
in his office before mid-week, aft, 
which details would have to be ». 
ranged for the session and advan. 
notice given to parties expressiyy 
an interest in the hearing. 

In any event, two factors sto 
out in bold relief last week: (| 
the committee may have to proces 
with reasonable speed to meet th: 
Oct. 1 target date set for Congres. 
sional adjournment; (2) prolongy. 
tion of the Japanese treaty obsery. 
ances conceivably could delay th 
hearing date even longer, shoul 
Chairman McCarran decide to yp. 
main on the West Coast. 

Committee spokesmen reported; 
considerable flow of inquiries frop 
individuals and groups asking that 
they be notified in advance of the 
hearing date. Some have expressej 
interest in testifying personally 
before the committee, though their 
identities were not divulged. 

FCC Chairman Wayne Coy ani 
Comr. Paul A. Walker are expected 
to testify from the Commission 
[CLOSED CIRCUIT, Sept. 3]. 

There also was an inkling that 
the hearing not only may be ée. 
layed but protracted beyond one 
morning or afternoon session on 
the basis of the wide open proce. 
dure the committee had indicated 
it will follow. 


PINZA-NBC PACT 


Signed for Three Year 


BASSO Ezio Pinza and NBC were 
reported last week to have come to 
agreement for a long-term co 
tract assuring the network of the 
artist’s exclusive radio and tele 
vision services. Contract would le 
firm for three years, with a two 
year option provided to the broai- 
casting company. 

Terms assured the singer of 3 
$5,000 fee for his television 4p- 
pearances and $2,500 for each 
guest show he might make 
radio. Mr. Pinza was slated to 
serve as master of ceremonies 
Saturday when the All Star Revw 
returned to the air from 8-9 pm, 
EDT, over NBC-TV. 

The contract remained unsignet 
at week’s end. 





Fry Nuptials 

NANCY FRY, daughter of it 
and Mrs. Kenneth Fry, was ‘0 le 
married last Saturday (Sept. ° 
to Joseph William Moran at thé 
Church of the Transfiguratio! 
(“Little Church Around the Cor: 
ner”) in New York City. Mr. Fry 
is radio-TV director of the Dem? 
cratic National Committee. 
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KELP, KBMX 


Station Sales Are Reported 
SALE OF KELP El! Paso, Tex., 
to Barton and Gordon McLendon, 
majority owners of the Liberty 
Broadcasting System, was an- 
nounced last week. Also reported 
was the sale of KBMX Coalinga, 
Calif. 

The McLendons are leasing the 
equipment and studios of the 1-kw 
daytimer KELP (920 ke) for five 
years at a rental of $497 per 
month. Lease also includes an 
option at the end of that term to 
extend rental for another three 
years or purchase of the equipment 
and studios for $3,000. 

They also agree to underwrite 
the losses of KELP while the trans- 
fer application is being considered 
by the FCC. Upon FCC approval, 
they agree to assume all obliga- 
tions up to $6,000. 

KELP licensee is Broad- 


Paso 


Mr. Gordon Gray, vice president 


Continuing to represent WJR Detroit and WGAR Cleveland... 


casting Co., of which Raymond T. 
Richey is president. Purchase is 
being made in the name of Trinity 
Broadcasting Corp., licensee of 
KLIF Oak Cliff, Tex., suburb of 
Dallas. This 5-kw station on 1190 
ke is wholly owned by the McLen- 
dons. The McLendons and Hous- 
ton oilman H. R. Cullen own LBS, 
founded in 1948 and now embrac- 
ing more than 430 affiliates 
[BROADCASTING ®@ TELECASTING, 
Aug. 13]. 

With price of $22,000, KBMX 
was sold by Benjamin M. Bowman 
and family to John H. Thatcher, 
Crescent City, Calif., subject to 
FCC approval. Sale of the 500-w 
daytime station on 1470 ke was 
negotiated by Blackburn-Hamilton 
Co., station broker. Mr. Thatcher 
is now co-owner of a plywood mill 
in Port Angeles, Wash., and was at 
one time financially interested in 
KSEM Moses Lake and KPUG 
Bellingham, Wash. 


N. Y. AD CLUB 
Radio-TV Clinic Slated 


RALPH WEIL, general manager, 
WOV New York, will serve as direc- 
tor of the radio and television 
clinic following the conclusion of 
the series of 27 lectures which ini- 
tiates the 28th annual advertising 
and selling course of the Advertis- 
ing Club of New York. 

Course, which will start Oct. 15, 
will include lecturers on “Broad- 
casting—Present and Future” by 
Louis Hausman, CBS Radio Div. 
administrative vice president; on 
“Television as an Advertising Me- 
dium” by Glenn Gundell, director of 
advertising, National Dairy Prod- 
ucts Corp., and on “Qualifications 
for Salesmanship” by Edgar Kobak, 
business consultant. 

Radio and television clinic, start- 
ing in February concurrently with 
other clinics on sales promotion, 
better selling copy, advertising 
production and research, will in- 
clude sessions on “Audience Meas- 


@ To serve you better, The 
Goodwill Stations ...WJR Detroit, 
WGAR Cleveland and KMPC 

Los Angeles .. . have opened an 
Eastern Office with Gordon Gray, 
vice president, in charge. We 
welcome the opportunity to be of 
greater service to our advertisers. 


Edward Petry & Company; 


KMPC Los Angeles... H. R. Representatives, Inc. 


THE GOODWILL STATIONS 


WJR WGAR KMPC 


DETROIT 
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ee 
Mr. 5,000,000 


FIVE - MILLIONTH visitor 
has been clocked into the 
RCA _ Exhibition Hall jp 
Rockefeller Center, Ney 
York. One of the most popu. 
lar features for persons tour. 
ing the Hall is the closeg- 
circuit system that enables 
visitors to see themselves on 
TV. The five-millionth yigj- 
tor, Donald Swanks, of Ad. 
rian, Mich., was presented 
with a 19-inch console tele. 
vision set and 45 rpm record 
player by Frank M. Folsom, 
president of RCA. 


ara aera 


urement” conducted by Dr. Sydney 
Roslow, director, The Pulse Ine: 
“Radio and TV Programming” }y 
Rodney Erickson, manager, radi 
and TV department, Young & Rubi. 
cam; “Time Buying” by C, £ 
Midgley Jr., director of radio ang 
television media, Ted Bates (o: 
“Commercial Radio and TV Writ. 
ing” by Joseph A. Moran, Young 
& Rubicam vice president and as. 
sociate director of radio and teleyj. 
sion; ‘Audience Promotion and 
Merchandising” by John Cowden, 
operations director of advertising 
and sales promotion, CBS Televi- 
sion Division; “Television Prodve. 
tion Problems”, by Nicholas Kees. 
ely, vice president in charge of 
radio and television, Lennen & 
Mitchell. 

Course of 27 lectures and six 
clinic sessions will be held Monday 
and Thursday, 6:15-7:15 p.m. at 
29 W. 39th St., New York. Fee 
for the full course is $25. 





SAFETY OATHS 


WTCN-AM-TV Sets Coverage 


STATEWIDE induction of some 
20,000 youths comprising a school 
safety patrol will be given cere- 
monious coverage Sept. 18 in a 
half-hour radio-TV broadcast by 
WTCN-AM-TV Minneapolis-St. 
Paul from the Minnesota State 
Fair Grounds grandstand. 

The WTCN radio program wil 
be fed to a statewide network of 
22 stations, most of them men- 
bers of the Upper Midwest Broai- 
casting System, beginning at 1:3! 
p.m. The American Legion wil 
install radio loudspeakers and, in 
some instances, TV sets in schools 
within the Twin Cities area, with 
about 6,700 Twin Cities youngsters 
among those to be sworn in by 
Governor -encumbent C._ Elmer 
Anderson. 

Members of Upper Midwest plat- 
ning to carry the program are: 
KBMW Breckinridge, KNUJ New 
Ulm, KLER Rochester, KXRA Alex 
andra, KAUS Austin, KBUN Bemidji, 
KLIZ Brainerd KROX Crookstol, 
WDSM Duluth, WEVE Eveleth, KSUM 
Fairmont, KDHL Faribault, KT0E 
Mankato, KMHL Marshall, KV0% 
Moorehead, KFAM St. Cloud, KWL 
Willmar, and KWNO Winona. Others 
include KWAD Wadena, KWOA 
Worthington and KBZY Grand Re 
pids, all Minnesota. 
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17 stations crowd the Washington area. The latest Pulse 
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KNUJI New = 7 = . , . ’ . . 
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RANIO-TV GO00DS Steel, Aluminum Quotas Up 


PRODUCTION of radio-TV ap- 
pliances and other semi-essential 
consumer durable goods will re- 
main at substantially the same 
level during the fourth quarter of 
1951 (October through December), 
government officials indicated last 
week. 

Available steel and aluminum— 
two key materials under the gov- 
ernment’s Controlled Materials 
Plan—for radio-television sets and 
phonographs will be somewhat 
larger for the remaining months 
under plans outlined last week. 

The copper situation will remain 
acute, dependent upon the outcome 
of the strike which has paralyzed 
about 95% of the nation’s pro- 
ducers and related manufacturers 
[BROADCASTING © TELECASTING, 
Sept. 3]. 

In a held 


news’ conference 
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Wednesday by Manly _ Fleisch- 
mann, administrator of the De- 
fense Production Administration 
an2 National Production Authority, 
fourth-quarter allotments for steel, 
copper and aluminum were mapped. 


Mr. Fleischmann said: 


Allotments, plus raw materials still 
in the hands of manufacturers and 
suppliers of finished products .. . 
will be adequate to meet normal de- 
mands during this period and so pro- 
vide reasonable employment for those 
who are dependent upon the continued 
production and distribution of con- 
sumer durable goods. The highest 
allotments were made to those in- 
dustries which have a heavy share of 
military orders or which are produc- 
ing goods essential to defense in- 
dustries. Other products must be 
supported . .. because they are im- 
portant to public welfare, health or 
safety. 


18 of the 20 top-rated 
programs are on CBS 
... and in Buffalo 


CBS is WGR 


RAND BUILDING, BUFFALS 3, N. Y. 
National Representatives: Free & Peters, Inc. 


leo J. (Fitz’’) Fitzpatrick 
1. R. (“Ike”) Lounsberry 
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Radio-TV appliances were not 
included in an _ essentiality list 
issued by the NPA’s Consumer 
Goods Division, but were tabled in 
requirements compiled by the 
agency’s claimant group, the Elec- 
tronics Products Division. 

Electronic durables fared better 
than the average for “essential 
consumer durable goods,” which 
were cut to 58% of the base period 
for steel, 54% for copper and about 
46% for aluminum. Home radio, TV 
and record-player sets as distin- 
guished from commercial equip- 
ment, such as transmitters, will re- 
ceive about 65%, 54% and 48%, 
respectively. 

The fourth-quarter breakdown 
shows the following data: 


Steel—79,804 tons, compared to 72,550 
for the third quarter; copper—33,385,000 
pounds compared to 31,965,000 for the 
present period; aluminum—16,700,000 


BROADCASTING ® 


Truman’s Train 


SPECIAL communications 
railroad car with all the 
latest devices for two-way 
transmission will be ready 
this fall for President Try. 
man’s train travels. The 
White House said the car 
was built under an Army 
Signal Corps contract with a 
St. Louis firm. It has been 
sent to an electronics manv- 
facturer for installation of 
equipment. Joseph Short, 
press secretary, said it may 
be a couple of months be. 
fore the car is ready for use, 
The car will replace an old 
converted baggage car used 
since 1942 for communica. 
tions. 


pounds as against 15,750,000 for the 
present three months ending Oct, 1, 


The increase for steel anq 
aluminum was made, according tp 
NPA authorities, to bring radio. 
TV up to the same level as that 
for other consumer hard goods, 

Previous metal percentages for 
these civilian items during the 
third quarter had a range cut. 
backs from 70% for iron and steel 
through 60% for copper to an 
even 50% for aluminum—compris. 
ing consumer products only re 
cently placed under CMP. 

More significantly, on the basis 
of allotments compiled by NPA’: 
Consumer Goods Division, elec 
tronics tops the copper and alumni- 
num categories for all other 
civilian goods during the the fourth 
quarter and is_ second only to 
“household refrigerators” in the 
matter of steel tonnage. 


Specific Allocations 


There were some specific alloca- 
tions of structural steel during the 
forthcoming period. Firms receiv- 
ing allotments for defense (Army, 
Navy, Air Force) expansion pro- 
grams included the Magnavox Co, 
Webster Electric Co., Amprex 
Electronic Corp., Westinghouse 
Electric Corp., the Baldwin (o, 
General Precision Lab., and others. 

Reviewing the materials prob- 
lem, Mr. Fleischmann said that 
steel (used in radio-TV towers and 
transmitter construction) will con- 
tinue scarce during the first four 
months of 1952. Demand is ex 
pected to remain far ahead (about 
200%) of available supply. 

The copper strike dominated the 
news conference. Mr. Fleischmann 
termed the situation “terribly 
acute”—primarily because of the 
copper strike. His agency has 
notified producers to give priority 
to “essential needs.” If the strike 
continues, he added, fourth quar- 
ter allotments already set will have 
to be drastically curtailed. ; 

The government has found it 
difficult to maintain the flow of 
metals to consumer goods because 
of the walkout, he said. 

In the case of structural steel 
for commercial construction and 
other purposes, Mr. Fleischman 


(Continued on page 44) 
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Radio-T V Goods 


(Continued page 42) 
made plain that “projects not ap- 
proved are not being permanently 
denied,” but only “deferred.” 
Broadcasters who contemplate new 
building or major alterations fail 
under this category, as previously 
outlined [BROADCASTING ® TELE- 
CASTING, Sept. 3]. Only 11% of 
requested allotments have _ been 
granted in terms of steel tonnage, 
NPA said. 

The copper situation became 
more acute with each passing day. 
President Truman asked Atty. Gen. 
J. Howard McGrath on Tuesday to 
apply for an injunction in a move 
to curtail the national strike. The 
injunction was sought against the 
International Union of Mine, Mill 
& Smelter Workers and affiliated 
AFL unions “in the interest of the 
public health and safety.” 

At the same time the govern- 
ment announced a program for 
conserving structural steel and 


from 


ni 


other materials used in building 
construction. 


DPA standards 
conserva- 
builders who 
delay.” The 
backed by Defense 
Mobilizer Charles Wilson and 17 
government agencies participat- 
ing in the mobilization effort. 


SET SALES DRIVE 


Omaha Campaign Underway 
NEBRASKA - IOWA Electrical 
Council in late August began spon- 
sorship of a saturation spot cam- 
paign on radio stations to stimulate 
television set sales. 


suggested a 
guide of recommended 
tion practices for 
“want to minimize 
program is 


Spread over 42 days, the cam- 
paign will use over 800 spot an- 
nouncements. More than half of 
the spots are reported scheduled 
on WOW Omaha, with the re- 
mainder slated for KFAB KOIL 
KBON KOWH Omaha. 


SAG APPEALS 


Two Appear at Senate Hearing 


ASSERTING that its members 
were being deprived of jobs under 
the Taft-Hartley Act, the Screen 
Actors Guild sent two representa- 
tives to Washington Aug. 27-28 to 
seek modification of union member- 
ship requirements. The representa- 
tives, actor Richard Carlson, and 
John Dales Jr., executive secretary 
of the guild, appeared before a 
subeommittee of the Senate Labor 
Committee, headed by Sen. Hubert 
Humphrey (D-Minn.). 

The actors’ union maintains that 
the law, since it permits an indi- 
vidual to work 30 days before 
having to apply for union member- 
ship, allows “thousands of casu- 
als” who have no serious intention 
of becoming professional actors to 
take a great number of one- to 
three-day jobs away from the small 
bit players in Hollywood. The guild 
wants the 30-day clause to be 


radio in Salt Lake City 


and iS alone in giving 


complete coverage of 
the entire Salt Lake 
wholesale market / 
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: ‘ S ——— 
National Nielsen Ratings Top 
Radio Programs 


(Total U. S. Area, Including Small-Town, Farm 
and Urban Homes—and including Telephone 
and Non-Telephone Homes) 


EXTRA-WEEK July 28-August 4, 195] 
EVENING, ONCE-A-WEEK 
NIELSEN-RATING* 
CURRENT RATING 


CURRENT HOMES 


RANK PROGRAM 


Big Story (NBC) 

Romance (CBS) 

Screen Directors Playhouse (NBC) 
Mr. District Attorney (ABC) 
Dragnet (NBC 

Broadway Is My Beat (CBS) 

Mr. and Mrs. North (CBS) 
Private Files of Rex Saunders (NBC) 
Voice of Firestone (NBC) 

10 Counter-Spy (NBC) t 
NOTE: Number of homes is obtained by ap. 
plying the ‘‘NIELSEN-RATING” (%) to 4j. 
903,000—the 1951 estimate of Total United 
States Radio Homes. 

(*) Homes reached during all or any part of 
the program, except for homes listening only 
1 to 5 minutes. 

Copyright 1951 by A. C. Nielsen Co, 


dropped or at least reduced to q 
few days. 

SAG will begin collective bar. 
gaining negotiations with motion 
picture producers Sept. 17 [Broap. 
CASTING ® TELECASTING, Sept. 3], 
and to protect small bit players 
will demand an employment prefer. 
ence clause as part of its new basic 
work contract. 


MEXICO TOPS 
In L. A. Radio-TV Progress 

GREATEST radio and TV devel- 
opment among Latin American na- 
tions has occurred in Mexico, Judge 
Justin Miller, NARTB board chair- 
man and general counsel, reported 
Friday after an inspection trip 
that took him to nine countries. 

Judge Miller made the tour as 
representative of the Office of In- 
ternational Information, Dept. of 
State, and as a member of the U.S. 
Advisory Commission. on Informa- 
tion. He said radio in Colombia is 
under government censorship and 
Brazil demands a daily hour of 
government news popularly known 
as the “Hour of Silence.” Argen- 
tina operates all radio stations in 
the country and is planning gov- 
ernment TV outlets, he said. 

In Uruguay broadcasters are 
planning a cooperatively owned 
television outlet, Judge Miller con- 
tinued. He said two TV stations 
are operating in Mexico, one in 
Cuba and two in Rio de Janeiro. 

Latin broadcasters appreciate 
United States participation in In- 
ter-American Assn. of Broadcast- 
ers, he added. 


HOGAN FACSIMILE 


Jap Press Gets License 


JIJI Press in Japan has been 
granted an exclusive license for 
use of Hogan facsimile equipment 
in Japan, Korea, Formosa, and 
Okinawa, according to John V. L. 
Hogan, president, Faximile Ince. 
The Japanese agency, which 
specializes in economic news, Wil 
use facsimile to distribute 1 
information to subscribing news 
papers over telegraph circuits. 
Individual subscribers will receive 
service either by wire or FM. 
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The Southwest is a great and growing market. WOAI covers this market 
tise with its 50,000 watt clear-channel voice better, far better, than any 
other advertising medium. BMB shows 395,350 families listen to WOAI 

daytime - 740,700 families listen evenings - latest Hooper shows WOAI 

License leading day and night! Daytime, WOAI leads in 34 of 40 rated 4 hr. 
nes ton periods! Dollar for dollar, there’s not a better advertising buy! 
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NINE-MAN STAFF 


HOW does a 1,000-w daytime AM 
station operate with a total staff 
of nine? 

The story was told in detail by 
Edmond H. Smith Jr., general 
manager of WIRC Hickory, N. C., 
during the NARTB District 4 meet- 
ing at Roanoke, Va. [BROADCASTING 
@ TELECASTING, Aug. 27]. 

Speaking during a panel discus- 
sion, Mr. Smith said the staff is 
closely knit and versatile, sharing 
overflows of work among depart- 
ments. There is little overtime, he 
said, and normal working hours 
prevail for all but the general man- 
ager and women’s editor, who is 
Margaret A. Smith. These two are 
principal owners. 

During the summer WIRC needs 
no temporary or parttime help as 
staff members assume relief duties. 
Major work load is centered in 
programming and selling. The 


programming formula calls for five 
special talent programs daily, plus 
local news coverage in a five-county 
area seven days a week. The gen- 
eral manager and women’s editor 
handle most news coverage, aside 
from a parttime string correspond- 
ent who phones news every day. 

Sales activity in the competitive 
market involves much personal con- 
tact, Mr. Smith said, with national 
spot a secondary, extra effort of 
the general manager. 

Here is his detailed story of the 
nine staff jobs: 


BUSINESS DEPARTMENT 


(a) General Manager—In addi- 
tion to routine business manage- 
ment, he apportions his time mostly 
to active selling of local advertis- 
ing, servicing of important ac- 
counts, writing spot area news and 
writing occasional commercial copy. 


Want Results ? 


Then take a tip from what one top 
advertising agency has to say... 


WIRC Explains at Roanoke 


He also handles station promotion, 
public relations and _ supervises 
programming. News contacts and 
public relations involve attendance 
at all major civic or governmental 
meetings. The overnight spot local 
newscast each weekday morning is 
presented by staff announcers. But 
it requires the General Manager to 
assemble and write most of the 
copy between 7-7:45 a.m, He is now 
well accustomed to early rising for 
this chore. Chief engineer, de- 
signated as assistant manager, 
pinch hits in the manager’s absence 
on most of the above activities. 
He also prepares all FCC technical 
reports and handles equipment 
purchases. 

(b) Bookkeeper - Receptionist— 
Does all accounting except the an- 
nual audit. She supplies monthly 
statements, handles all commercial 
billing, shares telephone answering 


“For our florabunda offer, which ran on WGN 
for a cost of $746.50, WGN sold 1706 orders, 
bringing the order cost to an all time low of 
only 44 cents. 


On the climbing roses, for an expenditure of 
$1119.00, WGN sold 2630 orders, making the 
order cost here 43 cents. 


This is one more reason why our agency and 
any advertiser represented by us will always wish 
to use the facilities of WGN.” 


WGN ... still reaching more homes per week 
than any other Chicago station... 1949 BMB 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Fl 


Chicago 11 
Illinois 
50,000 Watts 


720 
On Your Dial 


Chicago office for 
Minneapolis-St. Paul, Detroit, Cincinnati and Milwaukee 
Eastern Sales Office: 
220 E. 42nd Street, New York 17, N. Y. for New York City, 
Philadelphia and Boston 


BAB’S headquarters crew at Roanoke 
NARTB district meeting consisted of 
(I to r) Lee Hart, head of Chicago 
office; Edgar Kobak, board chairman, 
and William B. Ryan, president. 


with the program personnel and 
conducts over the counter visitor 
business. The bookkeeper also 
types most traffic orders, but does 
not take dictation for correspond. 
ence. WIRC staff members mostly 
write their own business letters, 


PROGRAM DEPARTMENT 


(a) Women’s Editor—Devotes 
about half her work day to her 
three air shows—Woman’s World, 
Make Believe Time and Stork Club, 
The first is the society-women’s 
news commentary, the second is a 
children’s story record program 
and the third is news of births 
from three counties. The other half 
of Margaret Smith’s day is ab- 
sorbed mostly by writing spot news 
for the 12:30 p.m. midday news 
and for the late afternoon Home 
Final; also by copy writing, script 
writing and general program de 
partment details. She represents 
WIRC in the leading women’s or- 
ganizations by active membership 
and attendance. 

(b) Traffic-Program Manager— 
Types the program schedule on 
the transmitter logs in advance, 
making several carbon copies for 
studio use. She also files complete 
announcer books for every air shift, 
maintaining the files of all formats, 
commercial copy and _ library 
scripts. Mrs. Padgett does her 
scheduling from traffic orders, but 
is so skilled at keeping competitive 
advertising apart that the sales 
department often leaves it to her 
to select the best availabilities for 
short-notice spot schedules. She 
also keeps the talent mail count, 
helps answer the telephone ani 
does her own feminine hillbilly dise 
jockey half-hour show each after- 
noon, Monday through Friday. Her 
work week is 40 hours. 

(c) Staff announcers—The two 
staff announcers are employed ™ 
a basis of a 40- to 50-hour work 
week, including oVertime as neces 
sary. They actually average about 
41 hours weekly. The relief a 








Representatives: Geo. P. Hollingbery Co. 
Los Angeles — 411 W. 5th Street Atlanta — 223 Peach Street 
New York — 500 5th Avenue Chicago — 307 N. Michigan Avenue 
San Francisco — 400 Montgomery Street 
Advertising Solicitors for All Other Cities 


nouncer-salesman is paid a basi¢ 
salary in the program department 
for these principal duties: two full 
relief shifts each week-end and 
copy writing. Otherwise, he is on 
his own time as an outside com 
(Continued on page 74) 
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in West Virginia... 


your dollar goes 
farther with 


“oersonality”’ 


More than a million 

West Virginians, (with 

a half-billion dollars to 

spend annually) can hear your 
sales story when you put this 
potent pair of “Personality” 
Stations to work for 

you. And WKNA and 

WJLS are yours at a 
combination rate that is 
about the same as you 
would pay for any single 
comparable station in 

either locality..Make us 
prove it! 


WKNA 


WKNA-FM 
CHARLESTON 


950 KC—ABC 


5009 W DAY © 1000 W NIGHT 


WJLS 


WJLS-FM 
BECKLEY 
560 KC—CBS 


1000 W DAY @ 500 W NIGHT 


suowimo tyynuogaf ey 


Joe L. Smith, Jr., Incorporated 
Represented nationally by WEED & CO. 
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REGULATION 


Federal Reserve Plan; 
To Curb Abuses 


A MODIFICATION of Regulation W was under study by th: Federg| 
Reserve Board last week, looking toward move literal compliance With 
down payment provisions on installment purchases. 

Action is being taken on the basis of complaints that some dealer; 


have used the newer, less severe 
credit terms to competitive price 
advantage in terms of advertising 
and selling practices. 

The charge also was pointed up 
by the National Appliance & Radio 
Dealers Assn., which called on 
manufacturers to help “clean this 
situation up” lest the “many, clean, 
legitimate retailers” suffer for the 
abuses of a few. Mort Farr, 
NARDA president, also urged Con- 
gress and the reserve board to 
take appropriate action. 

Many dealers “advertised no 
down payment, exaggerated the 
meaning of the new credit terms, 
encouraged customers to make pur- 
chases without getting cash equity 
in the merchandise,” Mr. Farr 
stated in his letter to manufac- 
turers. 

Specifically, complaints received 
by FRB and Congress, allege that 
trade-ins have little actual value 
and that they are, in effect, con- 
cealed discounts. The FRB is not 
eoncerned with the discount phase 
but is known to be skeptical over 
ad practices which tend to de- 
valuate trade-ins under terms of 
Regulation W. An “over-allow- 
ance” applied to down payments 
would violate the spirit of the 
regulation, it was stressed. 


Past Relaxations 


The board last month amended 
the regulation to provide for a 15% 
down payment on radio-TV sets 
and a maturity date of 18 months, 
with provision that trade-ins could 
be applied as down payment. The 
government had relaxed restric- 
tions requiring 25% down pay- 
ments and 15 months’ maturity 
date after protests from the manu- 
facturing industry and_ other 
groups. 

With respect to the imminent 
clarification, board spokesmen noted 
that it would be impracticable to 
develop an interpretation which 
would require an evaluation of 
trade-ins at the time of purchases. 

What does pend, however, is a 
modification spelling out in broad 
terms that so-called “over-allow- 
ances” applied as down payments 
would violate the intent of Regula- 
tion W—the objective of restrain- 
ing credit purchases. What lan- 
guage the amendment would take 
was not known last week. 

FRB decided to take action after 
conferring with members of the 
Senate Banking & Currency Com- 
mittee the past fortnight, it was 
learned. Board officials had sought 
to determine whether the trade-in 
provision represented the clear in- 
tent of the committee before Con- 
gress adopted the less stringent 
credit rules. 

The committee advised the board 
it would take no further action 





+ 
pending revision of eeukitdl W 
by FRB itself. At the same tin, 
it also was pointed out that any 
formal complaints involving aj. 
vertising abuses would fall Within 
the jurisdiction of the Feder) 
Trade Commission. FTC had 
official comment last week. 

Mr. Farr asked manufacture 
to carefully monitor all dealer a4. 
vertising and deny  cooperatiye 
funds for “advertising that dis. 
credits our industry.” Set-maker; 
should seek out “exaggerations ani 
misinterpretations” of new credit 
terms, he added. He also sent copie; 
to the board and Senate Finan 
Committee, which passed them op 
to the Senate Banking group, 


SCBA SERIES 


National Promotion Slated 
SOUTHERN California radio, with 
millions of automobile sets, sky. 
rocketing population, growing in- 
home and _ out-of-home listening 
and low rates, is “different.” 

Just how different will be told 
to the agencies and advertisers jp 
New York, Chicago, Cincinnati ani 
Minneapolis in a series of presenta 
tions by the Southern California 
Broadcasters Assn. starting Sept. 
24 and continuing through Oct. 12. 

Presentations will be delivered 
by Robert J. McAndrews, SCBA 
managing director, with several 
sales representatives of Southern 
California stations participating 
in each meeting. Station repre. 
sentatives are working in commit 
tees to schedule several meetings 
daily. 

Broadcast Advertising Bureau, 
New York, is hosting a new recep- 
tion in New York on Sept. 24 at 
which the representation will be 
previewed. Personnel of station 
representatives organizations will 
hold a luncheon meeting that same 
day for similar purposes. 

Planned by SCBA sales promo- 
tion committee under chairmanship 
of Kevin Sweeney, sales manager 
KFI, Los Angeles, this is believed 
to be the first time that a regional 
group of competitive stations have 
banded together for a major (0 
operative sales campaign in key 
spot buying centers. 








Lansing Council Tribute 


CITY COUNCIL of Lansing, Mich, 
at a weekly meeting Aug. 27, paid 
tribute to WILS Lansing. The 
council congratulated WILS for 
receiving a daytime power from 
1 kw to 5 kw. A resolution ar 
by the council stated, in part, . 
“this council express its apprecit 
tion to WILS for the public serv- 
ice that this station has given t 
the public and wish them success 
for the future.” W. A. Pomeroy 's 
station general manager. 
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“| Morton Levinstein, A.W.L. Advertising Agency, Balto., 
congratulates Richard Eaton on gratifying results! 
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From left to right, Morton Levinstein, A.W.L. Advertising 
Agency; Albert Lanphear, General Manager of WSID ™ 


and Richard Eaton, President. 
as e ¢ WOOK ._. Serving WASHINGTON Area 
ae ee C2 WANT... RICHMOND, Va. 


United Broadcasting Company WARK... HAGERSTOWN, Md. : 
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NARND SUPPORT 


Offered In La. Incident 


NEWSMEN in all media must 
“unite and work together to keep 
all freedoms intact in America,” 
Ben Chatfield, president of the Na- 
tional Assn. of Radio News Direc- 
tors, has advised newspapermen in 
the wake of separate incidents in- 
volving news suppression. 

Mr. Chatfield offered the asso- 
ciation’s assistance to five Lake 
Charles, La., newspapermen in- 
dicted by a grand jury on charges 
of defaming three alleged gamblers 
and some public officials, and to two 
other editors barred by the mayor 
of Elkton, Md., from town council 
meetings. 

In letters to the mayor and fore- 
man of the grand jury, the NARND 
president said the reports he had 
received of the incidents indicated 
“very serious threats to freedom 
of information.” He added that 


the incidents are being probed by 
NARND’s Freedom of Information 
Committee under the chairmanship 
of William Ray, NBC Central Di- 
vision. Mr. Chatfield also asked 
the newspapermen their versions. 
“It is high time for newsmen in 
all media to unite and work to- 
gether to keep all freedoms intact 
in America,” the NARND prexy 
wrote. “News is news, whether 
it comes off a press or from a radio 
or television speaker, and _ that 
freedom can’t be held without the 
absolute cooperation of every hon- 
est journalist in the entire world.” 
He asked the foreman of the 
Lake Charles grand jury to “see 
that that freedom is protected,” 
noting that the First Amendment 
of the Constitution provides for 
freedom of the press. 
Broadcasters have been directly 
concerned in two similar incidents, 
one involving a prohibition against 
a recording of a public hearing and 
the other censorship over coverage 


Voicing broadcast of Radio Free 
Asia is Lian Light (seated), with 
Richard Bertrandias, RFA _  pro- 

gram director, directing. > 
of a sports event, both in Iowa. 
Complaints filed with the governor 
flayed the action of the State Board 
of Appeals and the Iowa High 
School Athletic Assn. 


Whether it’s lambs or sales that have gone astray, 
WIBW can quickly pull them back into the fold. Out 
here in Kansas, WIBW is the station most listened to 
by farm and small town families.* These are the folks 
who have the money . . . do the bulk of the buying.** 


These “bread and butter” 


customers of yours leave 


their dials set to WIBW from sunrise to midnight be- 
cause we’re programmed to give them the entertain- 
ment, services and features that both interest and serve 


them. 


So, to hold old customers and build new ones, 


* Kansas Radio Audience 1951 
** Ask our Research Dept. 
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“THE MAGIC CIRCLE” 


Rep.: Capper Pubijications, Inc. - BEN LUDY, Gen. Mgr. WIBW> KCKN. 


use the most powerful mass selling force in Kan- 
sas—WIBW. 


TOPEKA, 
KANSAS 
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RADIO TO ASIA 


RFA Project Starte 


FIRST privately operated Project 
designed to pierce communisnm’s 
Iron Curtain in Asia was put int) 
action last Tuesday as a 114-hoy 
program of news and comment wa; 
beamed to the Chinese mainland 
by Radio Free Asia. 

Seven-day-a-week 
broadeasts is being 
from San Francisco 
shortwave to Manila and _ the 
shortwaved on 6110 ke to Ching 
Broadcasts start at 10:30 pm 
Manila and China time. 

Brayton Wilbur is chairman of 
Committee for a Free Asia In. 
Radio Free Asia is an operating 
branch of the committee and jis dj. 
rected by John W. Elwood, forme 
manager of KNBC San Francisco, 

News and comment are divide 
into three sections — Mandarin, 
Cantonese and English. Program. 
ming will be expanded later both in 
length and type, eventually inelud. 
ing programs on agriculture, health 
and other topics designed to aid 
people in various parts of Asia and 
to help them resist communism. 


schedule gf 
transmitted 
over RCA 


Suppression in Asia 

All media of public communica- 
tion in the major part of Asia are 
controlled, Mr. Elwood said. RFA 
will concentrate on Asian news for 
Asians “with the aim of letting the 
Asians know what actually is go- 
ing on in their own areas.” All 
broadcasts are live from San Fran- 
cisco, conducted in native language 
by refugees or exiles. Later the 
committee plans to build and oper- 
ate its own transmitting stations 
as near the target areas as possible. 





AAW °92 MEET 


Feltis Named Chairman 


HUGH M. FELTIS, formerly presi- 
dent of Broadcast Measurement 
Bureau and now an _ independent 
radio - television consultant — in 
Seattle, has been named chairman 
of the 1952 Advertising Assn. of 
the West convention, scheduled to 
be held in Seattle June 22-27, 1952. 
Mr. Feltis was selected by the 
Past Presidents’ Council of the 
Advertising and Sales Club of 
Seattle, host to the convention. 

The AAW convention is expected 
to draw 1,000 delegates from elevel 
Western states, Canada and 
Hawaii, as well as representatives 
from eastern and national advertis- 
ing organizations. The Ad Club 
has also announced that all com- 
mittees for the AAW convention 
will be headed by past presidents 
of the Seattle ad group. Preset 
president is Roger Rice, sales 
manager for KING Seattle. 

Until last spring, when le 
resigned to establish his own COM 
sultation service, Mr. Feltis was 
general manager of KING-AM- 
FM-TV Seattle. 


Telecasting 
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FREE SPEECH 
KING-AM- REPRESENTED BY H-R REPRESENTATIVES, INC. MIKE 


50,000 watts daytime * 10,000 watts nighttime | 
AFFILIATED, LIBERTY BROADCASTING SYSTEM RADIO — AMERICA’S GREATEST ADVERTISING MEDIUM Ag 


in its primary listening area. 
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Psi 


COVEIPAGE 


To get in the swim of things in the Atlanta 
market you need WGST. The coverage 
we've got, but it takes more to sell your 
goods. You need the station Atlanta listen- 
ers and advertisers like; you need WGST’s 
top drawer merchandising support; you need 
the high rated local shows and ABC pro- 
grams. Don’t flounder and call for help too 


late—save those sales by jumping aboard 


WGST. 


9 WAT TS 
NATIONAL REP. 
JOHN BLAIR 
IN SOUTH EAST 
CHAS C. COLEMAN 


ATLANTA 


Page 52 © September 10, 1951 


Strictly Business 
(Continued from page 14) 


of their request lists. Since then 
the products, which are produced in 
matching, soft colors, have been 
shown on color television—an idea 
that Mr. Green realized would de- 
monstrate his merchandise as well 
as the advertising possibilities and 
color distinctions that CBS was 
promoting. 

“On television, we can actually 
show how our equipment works,” 
he observes, “and on color screens, 
we can put over one of our major 
sales points—our products match 
each other.” The result is that 
Detecto is currently looking for its 
own program, preferably on tele- 
vision, for fall sponsorship. 

Mr. Green, a native New Yorker 
who was born April 19, 1922, on 
the anniversary of Paul Revere’s 
ride, has kept up his own pace by 
combining college with career. He 
received his final degree only last 
year. After attending New York 
high schools, he enrolled at the 
City College of New York, but 
transferred to Maine’s Quoddy 
School of Engineering in 1942. He 
became managing editor and colum- 
nist for the weekly paper at Quoddy 
and sold advertisements on the 
side, thus getting his introduction 
to advertising techniques. 

Enlists in 1942 

In August 1942, he enlisted in the 
Army Air Corps and was assigned, 
for more engineering study, to the 
U. of Chicago. He was shipped 
abroad to participate in the inva- 
sion of the Philippines and Okin- 
awa. He continued, from his Far 
East location, to do the freelance 
writing he had started in college 
and also served on the Mid-Pacific 
edition of Yank magazine. 

One of his poems about Combat 
Engineers was shown by his mother 
to a fellow office worker who, after 
the remote and impersonal intro- 
duction, ultimately became Mrs. 
Green. Mr. Green and his wife, a 
professional singer when not work- 
ing in a wartime office, are now 
grooming their two-year-old daugh- 
ter for a future singing career. 

Back in New York after the war, 
Mr. Green returned to CCNY, 
working part time for Stewart- 
Dougall & Associates Inc. (then 
Stewart-Brown) as_ advertising 
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WCKY PRODUCES RESULTS | 
=> See Centerspread This Issue << 
ON THE AIR EVERYWHERE 24 HOURS A DAY | 


30.000 WATTS 


SELLING POWER 


manager. In 1947, he and two fe}. 
low students, all of whom were op 
the Lexicon, the CCNY yearbook 
started their own advertising agen. 
cy, Lexicon Associates. Although 
all of them left their agency fo, 
bigger and better jobs, Mr. Green 
still holds a few of his origina} 
accounts. Mr. Green’s next stop 
was with a trade publication anq 
from there he went to Detecto two 
years ago, winning his job over 
a field of 49 applicants. 

His schooling, concurrant with 
his working, earned him a BBA 
in advertising in 1947. Then he 
transferred to Columbia Teachers 
College as a night student to work 
on his Masters in business educa. 
tion and public affairs, receiving his 
degree in 1950. 

Last year, he was somewhat spr. 
prised to find his evenings—usually 
spent in class or at study—were 
relatively free. The result: he has 
scripted several different program 
series for adult education on tele. 
vision. Columbia’s Lyman Bryson 
started Mr. Green on the project 
and now CBS, NBC and the Ford 
Foundation are considering his 
ideas. Regarding educational tele. 
vision, Mr. Green says, “If it’s 
educational, people won’t look, and 
if it’s interesting enough to hold 
their attention, it’s probably not 
too educational.” So his series aim 
for the middle mark. “You have to 
be subtle,” he observes. 

An inveterate pipe-smoker (he 
bought a car to drive to work, thus 
avoiding subway no-smoking rules), 
Mr. Green’s preoccupation with 
commercial television during busi- 
ness hours and educational tele. 
vision during his spare time, now 
consumes his day. It’s just about 
all he can do to get an occasional 
chess game into his crowded 
schedule. 





Anthony C. Thornton 


REQUIEM MASS for Anthony C. 
Thornton, 41, manager of WCVA 
Culpeper, Va., who died Aug. 19, 
was offered Aug. 21. Native of 
Memphis, Tenn., Mr. Thornton 
joined Culpeper Broadcasting Corp. 
in May, 1950. Mr. Thornton suf- 
fered a heart attack two months 
previously. Surviving is his widow, 
the former Dorothy Louise Jones, 
of Viroqua, Wis. 
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= OIL NEWSLETTER 


riginal 
t stop 
on and PREPARED BY THE CIL iN QUSTRY INFORMATION COMMITTEE NUMBER OF A SERIES 
‘to two 
b Over 





t with 
a FOR YOUR INFORMATION: 
eachers 


"ela It's a rare day when a technical report on laboratory research 


ring his gets past the editor and into print. The reason: it's not news. 
But often as not you will find the results of that research on Page 








at sur. One. The reason: they are news. 
usually = otsz 
‘tee A case in point is the story of the advances made in aviation 
rogram design. American manufacturers are building airplane engines with 
poten double the horsepower of our best World War II models. What does that 
project mean to newspaper readers? It means that our commercial aircraft can ] 
he Ford carry heavier payloads at higher speeds and without a comparable increase i 
+ Fe in engine weight. It means that our fighter and bomber pilots can knife 
“If it’s deeper into enemy territory, strike with greater force, and come home 
page again. That gets into print. That's news. 
0 ho t 
rile. What makes this progress possible? For one thing, a little army 
have to of men and women, working at oil company laboratories in every section 

of the country, developing the fuels that make these engines possible. 
a They work with hydrocarbons. They ask -- then answer -- questions about 
¢ rules), gravity and viscosity and flash point and molecular structure. To most 
yn with newspapermen, that's not news. 
ng busi- eisai’ 
ole Thus, when the American public opens its papers it reads the 
st about effect, not the cause. But behind these tremendous industrial achieve-= 
ecasional ments are such interesting facts as these: 
crowded 

-.-during the past five years oil scientists have patented 8,179 

new inventions -= an average of more than six every working day. 
wok eeesome of these have helped make possible today's record oil 
> WCVA output -- 25 per cent greater than during the peak year of World War II. 
Aug. 19, 
ative of ~e-others have made possible today's high standard of oil product 
shee quality -- two gallons of gasoline now do the work that three gallons 
rele did in 1925. 
» months 
is widow, e-eresearch work is going on at the greatest pitch in history. 
se Jones, U. S. oil companies today employ more than 15,000 scientists and 


technicians, spend more than 100 million dollars a year to create new 
products, make old ones better. 


If you'd like further information == on any phase of this 
remarkable story of research or any other part of the oil industry == 
please write to me. 


H. B. Miller, Executive Director 

Oil Industry Information Committee 
American Petroleum Institute 

50 West 50th Street, New York 20, Ne Ye 
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This advertisement ran in this publication last April. It is repeated 
with corrections which reflect increases of the past four months. 


His Sponsors Alone 
Make a Sizable Audience 


370 
Fulton Lewis, Jr. is sponsored locally on more than@40-7 
Mutual stations by(672)advertisers. The roster of busi- 


nesses represented is too long to detail here, but this brief 
summary shows their scope: 


/O/ 93 automotive agencies 

Z! 49 auto supply and repair companies 
6 bakers 

55 5+ banks and savings institutions 

3! 26-brewers and bottlers 

6/ 58 building materials firms 

31 29 coal, ice and oil companies 

19 4+ dairies 

36 30-department stores 

26 23 drug stores 
16 food companies 

47 43 furniture or appliance stores 

Z/ +% hardware stores 

/6 +4 jewelers 

(7 +4 laundries 

Z9 25 real estate and insurance agencies 

90 94 miscellaneous 


His program is the original news co-op. It offers local 
advertisers network prestige, a ready-made and faithful 
audience, a nationally known commentator—all at local 
time cost with pro-rated talent cost. Since there are more 
than 500 MBS stations, there may be an opening in your 
locality. Check your Mutual outlet—or the Cooperative 
Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago, 11). 


Page 54 © September 10, 1951 


623 


Audience Study 
(Continued from page 27) 


rather precise basis would be set 
up for estimating effect of TV on 
radio. This would provide a bench- 
mark or base figure for extension 
of these estimates into the future 
as new TV stations take the air. 


National and regional sponsors, 
after experience with the two BMB 
studies, now recognize uniformity 
in measurement of station audi- 
ence and coverage as a “must” in 
buying time, he added. More than 
400 top buyers regularly use the 
BMB reports and this experience 
has created among them “a strong 
desire” for such a basic type of 
audience measurement, he ex- 
plained. 


An advantage of the BMB type 
of circulation measurement is 
found in the opportunity for com- 
parisons with data supplied by 
printed media, according to Dr. 
Baker. He said radio long has 
been at a competitive disadvantage 
because it is bought exclusively 
on a program-rating basis whereas 
printed media are judged on a basis 
of gross circulation. 


Radio’s Yardstick 


Recalling the oft-heard adage 
that radio is measured by a mi- 
crometer and printed media by a 
yardstick, he said the projected 
new study will provide a radio 
yardstick. 

A number of important changes 
have occurred in the broadcasting 
industry since field work was done 
for BMB Study No. 2 in the spring 
of 1949, he declared. Programs 
have shifted from one network to 
another and also among stations, 
he continued, and some 400. new 
stations are on the air. In addition 
he observed that over 200 stations 
have increased power or changed 
frequency, or both. On top of 
these factors a fifth network, Lib- 
erty Broadcasting System, has de- 
veloped and all these changes have 
created “uncertainties in the mind 
of the buyer which can be detri- 
mental to radio’s interest,” accord- 
ing to Dr. Baker. 


An “important improvement” is 
planned by Dr. Baker in the new 
study. Audiences will be reported 
for morning, afternoon and evening 
periods instead of just the day and 
night separation previously re- 
ported, he said. 

Stations buying the report will 
automatically receive information 
concerning the audience of com- 
peting stations although such data 
will not be in a form that can be 
used by non-purchasers. 

Price of the new study will be 
based on estimated audience of the 
station involved, or number of bal- 
lot-mentions, instead of on station 
income, Dr. Baker said. He called 
the relating of cost to station in- 
come “unrealistic, working to the 
disadvantage of many stations.” 

Letters are being mailed all 
broadcast stations, explaining the 
new study and providing contract 
forms. The new company asked 
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for signatures by Oct. 15 to permit 
commitments for personnel, print 
ing, ballots, premiums, tabulating 
etc. by Nov. 1. It is understood g 
higher fee will be levied afte 
Oct. 15. 

A NARTB-inspired  ageney 
Broadcast Audience Measuremey 
Inc., has been conducting a study 
of the whole coverage picture for 
more than a year. It was set w 
to analyze the situation and repo, 
to NARTB. Under current NARTP 
board policy the association jg yo 
permitted to participate as such jy 
coverage projects. 

Dr. Baker was called into BMp’ 
second study two years ago whe 
the project became _ involved in 
intra-industry bickering. He was 
named acting president of BMB, » 
leave from NARTB, and has bee, 
credited with saving the study ani 
carrying it through to successfy 
conclusion. 

The whole BMB matter was 
aired at the opening NARTB di. 
trict meeting, held Aug. 23-24 
Roanoke, Va. At that District 4 
session NARTB President Harolj 
Fellows, answering questions, cite 
history of BMB and the salvaging 
job performed by Dr. Baker, 

NARTB has not yet announce 
a successor to Dr. Baker as r. 
search director. Department work 
will be carried on by Frederica 
Clough, his assistant, and the staf, 


FAITH IN RADIO 
KLZ Sponsor States Belief 


RE RINE OSE 
FRED DAVIS, dean of Denver 
furniture dealers, has a philosoph- 
ical approach to advertising. 

“Advertising is much like reli- 
gion,” says Mr. Davis. “You've 
got to believe in it to get results.” 

No better testimonial of Mr, 
Davis’ faith could be desired than 
the fact that he has just signed 
his yearly renewal for KLZ Den 
ver’s Voice of the News, thereby 
marking the start of his 17th con 
secutive year as a KLZ newscast 
sponsor. 

The newscast is aired seven days 
weekly, from 7:45-8 a.m. (Con- 
sistent use of radio has been in- 
strumental in bringing new cus 
tomers into the store, says Mr. 
Davis, who on Oct. 7 celebrates his 
51st business birthday. 

Materials for the commercial it- 
clude suggestions on home furnish- 
ings, new trends, new merchandise 
and style information. 


a 

Mr. Davis (1), Denver’s oldest col 

secutive newscast sponsor, who 

began his 17th year of KLZ news 

cast sponsorship Sept. 1, discusses 

the program with Harker Spensley; 
KLZ account executive. 
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aiauh What It Is: Intensive Coverage of the heart of the rich 
‘lie reli “WBZ Feature Drugs” is the new radio advertising- W ew ene. ioe 
“You've plus-merchandising-plus-promotion idea that’s ready A Full-time Staff of five under the personal 
; results.” to hypo your drugstore sales throughout the heart direction of Betty Ready, merchandising co- 
; : = of the rich WBZ-land market. ordinator of “WBZ Feature Drugs.” 
sired than 
st signed How It Works: Who Makes It Work: | 
— Participating advertisers on “WBZ Feature Drugs” At the microphone is Bob rissling, one of New Eng- 
7th com get the day-after-day benefit of: land’s great radio personalities. Bob continues his 
saweii Bia a : = friendly chit-chat.. his singing of the songs your 
500 Co-operating Drugstores—each identified customers want to hear.. and adds special drug- 
seven days by a “WBZ Feature Drugs” decalcomania. slanted stunts such as recorded interviews with lead- 
-m. —Con- 500 Continuing Displays—one in each of ing druggists. 
a these high traffic independent stores. When It’s Heard: 
Fe Regular iaeenbesheand Promotions. “WBZ Feature Drugs” is on the job for its adver- 
) Alert, Aggressive Field Staff—providing re- tisers twice a day. . 1:00-1:30 PM, and 7:00-7:15 
mercial in- ports to advertisers on 200 storechecks each PM, Mon. thru Fri. each week. The show is new! 
e furnish- month. This staff acts as a valuable on-the-spot The format is tested. Success is assured! For details 
erchandise extension of your own sales staff! and availabilities, check WBZ Sales or Free & Peters. 


B 0 S T 0 N synchronized with WEZA 


50,000 WATTS SPRINGFIELD 
NGC AFFILIATE 

Westinghouse Radic Stations Inc\ Serving 25 Million 
WBZ * WBZA * KDKA * WOWO * KEX * KYW + WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 
RADIO — AMERICA’S GREAT ADVERTISING MEDIUM 
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THE LATEST WOKY STORY 


ONE ANNOUNCEMENT 
ON WCKY 


SELLS OVER 200 SUITS! 


Stein’s Clothing, who buy three announcements weekly at 7:05 am, received 
a copy change Friday July 20th reducing the price of their summer suits to 
$15.95. This price change arrived after the Friday morning announcement, 
and since there would have been no additional announcement until Monday, 
WCKY made a short announcement at 10:45 am Friday morning, saying that 


the price on the 7:05 am announcement should have been $15.95. 


Friday and Saturday, on this ONE announcement only, Stein’s sold over 200 
suits and did not have enough suits to advertise them again Monday morning. 
Mr. Gregory of the Stein organization, who is from New York, and isn’t used to 


the pulling power of WCKY, was overwhelmed with the results. 
















THE LATEST WOKY STORY 





WCKY SELLS SEARS ROEBUCK 
OUT OF LAWN FERTILIZER 


During the annual “Sears Days” sale, the Cincinnati Sears Roebuck store 


used announcements exclusively on WCKY to sell Lawn Fertilizers. 


By the third day of the sale, WCKY had sold the entire supply. Sears had 
to immediately call in the stocks from the stores in Covington, Ky. and Dayton, 


Ohio to meet the demand. 


FOR RESULTS IN CINCINNATI 
INVEST YOUR AD DOLLAR 


WCKY’S-LY 


CALL COLLECT OR WRITE: 


Tom Welstead 

Eastern Sales Manager 

53 E. 51st St., New York City 
Phone: Eldorado 5-1127 
TWX: NY 1-1688 


or 


C. H. “Top” Topmiller 
WCKY Cincinnati 
Phone: Cherry 6565 
TWX: Ci. 281 


WCKY 


















editorial 
One-Shot Skelton 


THERE IS something new under the radio 
sun. The CBS Radio one-time sponsorship plan, 
offered initially for the Red Skelton show, is 
an innovation in nighttime network radio that 
could open a new vista of network selling. 

There should be many opportunities to sell 
one-shot accounts — accounts with limited 
budgets and with special merchandising jobs. 
By using name talent, in long-established time- 
slots, the advertiser is assured a loyal audience. 

The Skelton plan competes with consumer 
magazines, both as to cost and deadline. 

The Skelton format, in our view the fore- 
runner of a new mode of radio-selling, is an 
example of ingenuity stemming from neces- 
sity. It is the first sales thrust made by How- 
ard S. Meighan since his appointment as presi- 
dent of the CBS Radio Division. From where 
we sit, it’s an auspicious beginning. 


Bye Bye, Bill of Rights 


SEN. WILLIAM BENTON has a veteran copy- 
writer’s knack for making things seem nicer 
than they are. 

He set out, in his testimony before a Senate 
subcommittee hearing on his proposed legisla- 
tion to create a National Citizens Advisory 
Board for Radio and Television, to prove that 
such a board would influence broadcasting but 
would not in any way act as a censor. 

No ordinary intellect would try to reconcile 
that inconsistency, but the Senator has indeed 
an unusual mind. 

The Senator began by quoting from some 
editorials from BROADCASTING ® TELECASTING. 
He said he wanted to deny our statements that 
his board would exercise censorship powers. 

Well, asked Sen. McFarland, the subcom- 
mittee chairman, how much effect on broad- 
casting would the Benton board have unless it 
did exercise “some degree of censorship?” 

Senator Benton’s answered in part: “I have 
a great faith in the desire of the industry to 
respond to the kind of constructive report that 
would come from the type of men that would 
be on the board.” 

To get a realistic grasp of what Sen. Benton 
has in mind, we herewith rephrase that answer. 
What he really means is that a high-powered 
board, established by Congress, appointed by 
the President and attached to the FCC like a 
permanent mustard plaster, would command 
enough political authority to make stations do 
as it pleased. Another case of regulation by 
the lifted eyebrow, a term we used to use in 
describing the infamous Blue Book. 

Well, Sen. McFarland wondered, what if 
stations did not conform to the recommenda- 
tions of the board? Would the FCC be ex- 
pected to conform to them? 

“Tt would and could on occasions where you 
have a flagrant failure of a licensee to live 
up to his promises,” said Senator Benton. 

Right there, the Senator undid the fancy 
argument he has been using to make his pro- 
posed board appear nicer than it would be. 

No matter how you say it, the Board would 
be established for no other purpose than to 
monitor the air, judge programs on the basis 
of the board’s own sympathies, and issue 
recommendations which, if ignored by the li- 
censees, would be taken as directives by the 
FCC in granting or renewing licenses. 

It would constitute not only censorship, but 
censorship with a loaded gun in its hand. 
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Come In, San Francisco 


WE SAW the first coast-to-coast television 
program last week in a company of only aver- 
age sophistication, and it struck us as note- 
worthy that not a person in the room at any 
time marveled at the technical phenomenon of 
sitting in Washington, D. C., and watching 
people 3,000 miles away in San Francisco. 

Everyone apparently accepted this electronic 
trick as entirely predictable and indeed -ex- 
pected. Technical progress has occurred with 
such jading speed that we doubt the first take- 
off to the moon will draw more than a few 
of the most curious. 

Well, we’re still naive enough to be at least 
slightly astonished when, without moving from 
cur living room, we can watch and hear the 
President deliver an address in San Francisco’s 
Municipal Auditorium. We don’t think the 
event should pass without acknowledgment to 
the engineers of the A.T.&T. who not only 
built $40 million relay system but put it into 
operation a month ahead of schedule to tele- 
cast the peace conference. 

These engineers have been passing miracles 
in such abundance that we are apt to forget 
that it has only been 36 years since coast-to- 
coast telephoning was made possible and 24 
years since the first transcontinental radio 
network was hooked together. 

Coast-to-coast TV starts with a bigger audi- 
ence than coast-to-coast radio did. There are 
twice as many television homes today than 
there were radio homes when NBC began net- 
working with the Rose Bowl broadcast of 
January 1, 1927. 

The engineers have completed the biggest 
part of their transcontinental TV work, and 
they have already been forgotten in the rising 
comment and debate of the program and com- 
mercial men who are now figuring out how to 
use the equipment the engineers have built. 

We have no doubt the system will be put to 
good use. Meanwhile, as coast-to-coast trans- 
missions become routine, we expect the engi- 
neers will be continuing their work. Unlike 
some of our unfazed companions, we’re saving 
a little reservoir of astonishment for the next 
big technical jump in television, perhaps for 
a reassuring day when we can recline on our 
sofa and see what’s going on in London, or 
even Moscow. 


Fire Both Barrels 


SOME ADVICE from A. C. Nielsen was re- 
ported in this publication last week, and we 
think it bears repeating. 

Mr. Nielsen said: “It is very important to 
recognize that TV and radio are usually more 
complementary than competitive, i.e., they 
reach largely different markets . . . The most 
profitable procedure [for advertisers], as we 
see it, is to blend these two media in the most 
skillful manner. Here is a place where big 
profits will be made from now on.” - 

In a footnote to his remarks, printed in 
the regularly-issued Nielsen Researcher, the 
research expert added: “It follows that, in 
cases Where the cost of TV cannot be defrayed 
by an additional appropriation, TV should be 
viewed as a replacement for magazines, news- 
papers, outdoor and other types of promotion 
to at least the same extent as it is viewed as 
a substitute for radio.” 

What Mr. Nielsen says makes a lot of sense 
to us and should make sense to advertisers. 

Radio spreads through all kinds of markets— 
cities, suburbs, farms. TV at present is 
concentrated in urban areas—only 63 of them. 

No prudent advertiser who hopes to distrib- 
ute his product nationally can disregard radio 
—the only saturation medium. 


our respects to: 


JOHN CARL JEFFREY 


HAT happens to child prodigies? The 
answer sometimes would be that they 
become broadcasters. This is true ip 
the case of John Carl Jeffrey, vice president 
and general manager of WIOU Kokomo, Ind. 

Mr. Jeffrey maintains that if his mother hag 
not had a burning desire to give him a fine 
musical education, he might never have become 
involved in a radio career and its subsequent 
adventures. 

Born in 1903 in Indianapolis, Mr. Jef. 
frey at an early age showed promise of be. 
coming an accomplished pianist. At his moth- 
er’s insistence his education centered around 
music. Her faith in his ability was justified, 

The door to a radio career opened when he 
played accompaniment for his sister who was 
singing over the old WKBF Indianapolis. This 
was the beginning of an interest in radio 
which has taken Mr. Jeffrey from coast-to- 
coast during the past 25 years. 

From the beginning, Mr. Jeffrey’s philosophy 
of radio has been the premise upon which 
WIOU operates today. 

“We believe,” says Mr. Jeffrey, “that every 
staffer should make the most of every oppor- 
tunity to give and be of more public service 
to the citizens of North Central Indiana. 

“If we do this job for which we were licensed, 
our sales picture will take care of itself.” 

Most of Mr. Jeffrey’s quarter century in 
radio has been spent at WLBC Muncie, Ind, 
WCVS Springfield, Ill., and WCCO and WTCN 
Minneapolis. 

In 1941, Mr. Jeffrey became manager of 
WKMO Kokomo. He resigned this position six 
years later and began formulating plans fora 
new outlet there. 

The construction permit was granted for 
WIOU on January 19, 1948, for 1 kw on 1350 
ke. The first program went on the air July 16 
of that year. 

Public service has been a forte of WIOU. 
Mr. Jeffrey has thrown his weight behind 
every public welfare cause since he has beti 
at WIOU. 

When asked what he considers the high spot 
of his career at WIOU, Mr. Jeffrey points t0 
a black-bound book on his desk: 

“The day I received this book was the hap- 
piest. It was presented to me by the Womens 
Civie Council and, believe me, it was the first 
time I have ever been completely overcome. 
I was speechless.” ; 

Prepared by 15 civic and fraternal orgatl 
zations which took advantage of the 296 free 
quarter-hours made available each month by 


(Continued on page 64) 
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Mr. Je. Italian traffic signs* are a realistic recognition of the fact that the Italian language is 
sma more commonplace on the streets of New York than any other except English. More than 
—— 2,000,000 Americans of Italian origin live in the New York area. Their buying power 
Ww vas 

lis Ts exceeds $2,300,000,000 a year. 
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. a By showmanship, service, facilities and tradition, WOV long ago became the unrivalled 
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KIRBY NAMED 
Becomes WLAW Sales Head 


NONA KIRBY, for the past six 


years regional sales manager in 
the Boston area for WLAW Law- 
rence, Mass., has been named gen- 
eral sales man- 
ager. The = ap- 
pointment, an- 
nounced last 
week, was effec- 
tive Sept. 1. 

William A. 
Riple, _ station 
manager, said 
also that since 
WLAW has be- 
come the Boston 
outlet for ABC, 
the sales organization will be 
greatly expanded, bringing’ to 
advertisers a complete sales serv- 
ice. 
Miss Kirby has been active in 
radio since 1935, joining the indus- 
try after a successful career in 
show business. 

Miss Kirby was a leading figure 
in organizing the Radio Executive 
Club of Boston and is a co-ordina- 
tor of communications for civil de- 
fense. 


Miss Kirby 


NATIONAL radio broadcast from Hol- 
lywood Sept. 24 with leading stars 
enacting scenes from coming pictures 
will help inaugurate year-long, nation- 
wide advertising and publicity cam- 
paign of motion picture industry, 
keyed to 50th annversary of the na- 
tion’s first movie theatre. 


KING-AM-TV CHANGES 


Four Given New Posts 


FOUR executive changes at KING- 
AM-TV were announced last week 
by Otto Brandt, vice president 
and general manager. 

Grant Merrill, KING program 
director, has been promoted to pro- 
duction manager. Hal Davis, for- 
merly freelance announcer and ad- 
vertising agency executive, has 
been named program director of 
the AM outlet. 

Mel Anderson, freelance public- 
ity man, has been appointed direc- 
tor of publicity and promotion for 
both KING and KING-TV. Eliza- 
beth Wright Evans has been as- 
signed as director of public service. 


CHURCH RADIO 


Father Broderick Named 


THE REV. Edwin B. Broderick 
of St. Patrick’s Cathedral in New 
York was appointed archdiocesan 
director of television and radio last 
week by Francis Cardinal Spellman. 


The newly created department 
was originated, Father Broderick 
said, “to establish a central clear- 
ing house for Catholic speakers, 
films and programs” and to act as 
“clearance board” for negotiations 
between radio and TV stations and 
the Catholic Church, in the Arch- 
diocese of New York. 

Offices of the new church de- 


partment are located at 453 Madi- 
son Ave., New York. 





DBI FOR ROANOKE AND 
SOUTHWEST VIRGINIA 


The million people in WDBJ’s coverage 


area will earn nearly a billion dollars 
this year. Here’s WDBJ’s family cover- 
age, according to the 1949 BMB: 


Day — 110,590 families in 36 counties 
Night — 85,830 families in 31 counties 
and 3 to7 days weekly 


Day — 90,320 families 


Night — 66,230 families 


For further information: 
Write WDBJ or Ask FREE & PETERS! 


WDBJ 


Established 1924 
CBS Since 1929 
AM—5000 WATTS —960 


Ke. 


FM— 41,000 WATTS—9$4.9 Mc. 
SOUTHWEST VIRGINIA’S concer RADIO STATION 
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Francisco sales manager, Columbia Pacific Network. He replaces 
HENRY L. BUCCELLO, resigned to join Bank of America, 93 
assistant to vice president and general manager. 


B= REITZEL, account executive, KCBS San Francisco, named San 


ROBERT F. HYLAND, local sales staff WBBM Chicago, appointed q. 
sistant to the general manager KMOX St. Louis. 





OWEN SADDLER, general manager, and HOWARD O. PETERS0y, 
sales manager May Broadcasting Co. 
(KMA Shenandoah, Iowa, and KMTV y > 
(TV) Omaha, Neb.), appointed execu- ‘ 
tive vice president and vice president >| 
in charge of sales, respectively 
[BROADCASTING ® TELECASTING, Sept. — » 
3]. rN 
\ 
Mr. Peterson 


ERNEST F. OLIVER, general sales 

manager WESB Bradford, Pa., ap- 

pointed station manager WDOS 
Mr. Saddler = Oneonta, N. Y. 
RALPH R. BRUNTON, former president and general manager KQW 
and KJBS San Francisco, announces opening of Bruntons Inc., electronic 
engineering, Redwood City, Calif. 


H. F. (Herb) SAXTON, BERNIE SIMON and JACK STOOPS appointed 
to sales staff KRIZ Phoenix. Mr. Simon was with KCNA Tucson. 


HOMER (Rusty) GILL, new to radio, named to sales and promotion 
department KSWI and KFMI (FM) Council Bluffs, Iowa. He replaces 
DICK GURNEY, now with KBON Omaha, Neb. 


JOSEPH HERSHEY McGILLVRA Inc., N. Y., appointed national sales 
representative for WKBS Oyster Bay, N. Y. 


JAMES F. OWENS, account manager in sales department DuMont TV 
network, named account executive on sales staff. Mr. Owens was 
managing editor, Television Magazine, and associate editor, Radio Daily. 


BILL L. MERRITT, director of several west coast TV programs, named 
account manager for sales department WABD (TV) New York, and the 
DuMont TV Network. 


HOWARD N. JOHANSEN, sales staff WENE Endicott, N. Y., appointed 
to local sales staff WEEI Boston. 


Personals eee 


BOB JAWER, commercial representative WPTZ (TV) Philadelphia, fa- 
ther of boy. Mrs. Jawer is former LYNNE BARRETT, TV actress.... 
BERRY SMITH, account executive WIRE Indianapolis, father of boy, 
Martin Joseph. .. . JAMES W. BLACKBURN, Blackburn-Hamilton (o., 
radio station brokers, and Mrs. Blackburn parents of third boy, born 
Sept. 5, George Washington Hospital, Washington. 


EDWARD H. (Bud) HAWKINS, business staff WGAR Cleveland, and 
Helen Paulus, married. ...R. A. JOLLEY, president and general manager 
WMRC Greenville, S. C., appointed to national OPS advisory com- 
mittee. .. .TED BERGMANN, director of sales, DuMont TV network, 
father of boy, David L., Aug. 29. 

i eS i a 


a, 6 > entir <LW 
DETROIT AM cs iat aes = ol 
CKLW Sales Up 25% 


that radio is still the greatest mass 
— medium, through adaptations % 
HEALTHY state of AM radio is 49> slogan, ‘Wherever you 2 
emphasized in report of sales for there’s radio.’ We feel confident 
—s by nya — that this effort will result in con 
ocal and national business is up antlv increasing sales efforts” 
25% for the first eight months of © 
1951 over a comparable period in 
1950, according to station presi- 
dent, J. E. (Ted) Campeau. 
One of the most enthusiastic 
supporters of “The Detroit Plan” 
for selling radio, Mr. Campeau 





CJON St. John’s, Newfoundland, new 
5 kw station, went on the air late? 
August, with Jeff Sterling as manager 
Station is represented by All-Canade 
Radio Facilities, Toronto. 
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en fo meet your 

appointed Broadcasting Requirements — 

— AM — FM — TV — MICROWAVE 
Le replaces 


Truscon possesses seventeen years of 
engineering knowledge and experience in the 
steel radio tower field. Since 1934, 

Truscon has designed, built and supervised the 


tional sales 


JuMont TV 


io Da. erection of a large number of steel radio 
ms, named towers in America and many foreign countries. 
a The recognition of responsibility 
_ ... in every detail of steel tower engineering 
and manufacture . .. has always been 
a Truscon obligation. 
Truscon facilities for the complete production 
delphia, fa- of steel radio towers . . . from drawing 
vee board to final installation of the 
milton Co, beacon light . . . are the most modern and 
1 boy, born 


efficient in the industry. 


Your phone call or letter to any convenient 


veland, and 3 . . 
Truscon district office, or to our home office in 


ral manager 


Y natwah Youngstown, will bring you prompt, 

| capable engineering assistance on 

—_ your tower problems. Call or write today. 
tire CKLW 

. emphasize 


reatest mass 
ptations of 


cigs TRUSCON 
el confident 

sult in com STEEL COMPANY 
s efforts. 


Subsidiary of Republic Steel Corporation 


Youngstown 1, Ohio 
MARK OF MERIT 


PRODUCTS 


undland, new 
ne air late 10 


r ag manager 
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ZENITH STORY 


‘Post’ Traces Phonevision 


FCC approval of Zenith Radio 
Corp.’s Phonevision system could 
establish President Eugene F. Mc- 
Donald Jr. as the most powerful 
individual in the entertainment 
field by requiring the movies and 
television industry to cooperate 
with him on subscription TV. 

That conviction is expressed by 
Victor Ullman in a byline piece 
appearing in Aug. 25 issue of the 
Saturday Evening Post. Title of 
the article is “What About Pay- 
As-You-Look TV?” 

Mr. Ullman traces the history 
of the McDonald concept that the 
future of TV lies in telephone 
wires and that advertising will not 
adequately support all video en- 
tertainment. Millions of dollars 


and 16 years of research laid the 
groundwork for Zenith’s current 
claim to world patent and licensing 
rights to Phonevision, Mr. Ullman 
recounts. 

The article notes that Comdr. 
McDonald and his engineers have 
the “advantage” of a system that 
is “acceptable to the public” on 
the basis of 90-day tests conducted 
in the Chicago area. The experi- 
ment proved, according to the 
author, that “pay-as-you-go” gadg- 
ets are not a substitute for the 
movies, sports events or TV, but 
merely a supplementary form of 
entertainment. 





ABC-TV’s daytime programming will 
be extended to 11:30 a.m. (EDT) be- 
ginning Sept. 24, when network starts 
Okay Mother, audience participation 
show starring Dennis James. Program 
will be seen 11:30-12 noon, Mon.-Fri. 


To the life insurance 


policyholder who 


joins the armed 


forces, loved ones at 


homearemore precious 


than ever. Their protec- _ 


tion becomes an imme- 


diate concern. 


Miller Buys Game 
MILLER Brewing Co. of Mil- 
waukee, Wis. (Miller Hi-Life beer), 
purchased sponsorship of the Cleve- 
land Browns-Chicago Bears foot- 
ball game, from Chicago over 17 
stations of the DuMont Network 
at 2:30 p.m. yesterday, Sept. 9. 
Proceeds of the charity game will 
be split among Army Emergency 
Relief, Navy Relief Society, and 
Air Force Aid Society. Agency: 
Mathisson and Associates Inc., Mil- 
waukee. 





TWENTY-FIVE Time for Beany 
items have been licensed in six months 
since first offering of merchandising 
tie-ups with Bob Clampett’s television 
program, George T. Shupert, vice pres- 
ident of Paramount Television Pro- 
ductions Inc., N. Y., announced last 
week. All negotiations were handled 
through John F. Howell of PTP. 


Realizing this, we alerted each of our policyholders-in-uniform to 


the rights and privileges he has for keeping his life insurance in force. 


If making premium payments directly to the Company is incon- 


venient, the policyholder can authorize the government to deduct and 


remit them from service pay. Or he can make advance payments, at a 


discount. Another alternative is for the government to advance the 


premium payments under the Soldiers’ and Sailors’ Civil Relief Act. 


Thanks to the help of the press and radio, this timely information 


has been brought to the public at large through the news columns. We" 


are anxious to help ail policyholders in the armed forces to continue 


their life insurance plans. . . for, after all, family security is one of the 


most important things they are fighting for. 


| 
WEATHER ~—*- STAR ATOP OUR HOME OFFICE — FLASHES OFFICIAL WEATHER FORECASTS 


THE MUTUAL LIFE 


INSURANCE COMPANY of NEW YORK 


2 
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1740 BROADWAY AT 55TH STREET 


NEW YORK 19, N.¥ 
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milestones 


BSRBesaaseeaseeseasuuuaaa, 
. 


& WSTC Stamford, Conn., Sept, 1 
began a month-long programming 
series of special events in obsepy. 
ance of its 10th anniversary 
WSTC started broadcasting Sey 
1, 1941. The station will presen 
many sporting, educational apj 
public service events during the ep. 
tire month, celebrating the event 
> GRAEME ZIMMER, manage 
of WCAV Norfolk, Va., Sept. | 
celebrated his 10th year in radio, 
m> Edythe Fern Melrose of Wxyz. 
AM-TV Detroit, is observing he 
10th anniversary with a cake bak. 
ing contest open to all her listeners 
and viewers. Finals will be hel 
at a theatre where anniversary 
celebration will be staged. : 
> Irving Miller starts his third 
year as musical conductor of CBS 
Bob Hawk Show. He also is cop. 
ductor of CBS Meet Millie. 


co 


WILLIAM H. REUMAN, | founder 
president of WWRL New York, which 
marked its 25th anniversary last 
month [BROADCASTING ® TELECASTING, 
Aug. 27], slices the birthday cake 
during the party when the station 
staff presented him the sterling 
loving cup memento atop the cake. 


BAB Canhest . 


WITH ENTRIES from almost % 
stations received in the last week 
alone, BAB’s first “Radio Gets Re- 
sults” contest will pull entries from 
at least two out of three member 
stations by the contest’s end om 
Oct. 1, BAB President William 3. 
Ryan estimated last week. Success 
stories in approximately 200 mer 
chandising categories provided by 
the contest have made it one of the 
most profitable things BAB has 
yet undertaken, he said. “It 3 
building up an arsenal of priceless 
case studies and success stories, 
every one of which proves radi 
superior ability to create stor 
traffic and move merchandise.” 


ATTEMPTING to answer frequently 
asked questions and clear up miscol- 
ceptions about the CBS color televi- 
sion system, KTSL (TV) Los Angeles 
sales promotion department has sent 
pamphlet entitled Questions and At- 
swers on Color Television to 1700 com 
munity leaders in Los Angeles. 
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How fo solve your tower problems 


Specify Blaw-Knox ue caer ae 


is» Sept, 1 
sramming 
in obsery. 
niversary, , saci 
‘ing Sep, | You can be sure of maximum radiating 
yah “st | diciency and tower strength when you 
| anc ° 

ng the en. | specify guyed or self-supporting Blaw- 
the event, Knox towers... for AM, FM or TV. 

Manager : 

» Sept. 1 | Blaw-Knox engineers and Graybar 
= we familiar with your tower require- 


of WXYz. 
aa ns ments... whether they are problems 


cake bak. presented by extreme wind velocities, 
r listeners ‘ ; 
il be hey qeavy ice and snow loads or difficult 
iniversary terrain. They’ve solved them in hun- 
~ jreds of tower installations—they can 
is third 
or of CRs lve yours. 
lso is con- 
lie. 














Take advantage of 
Graybar service 


Blaw-Knox towers—in fact, all of your 
oadcast equipment needs—are avail- 
le through your near-by Graybar 


Discuss your requirements with a 
Graybar Broadcast Equipment Repre- 
fentative. You'll find him well qualified 
assist you in every phase of station 
ontruction, of transmitter and studio 
apansion or modernization. 





|, founder. 
York, which 
ersary last 
[ ELECASTING, 
thday cake 
the station 


Remember, too, that Graybar dis- 
mbutes everything you need in wir- 
, ventilating, si ing, and lighti 
mp ventuating, signaling and ighting Four self-supporting Blaw-Knox towers beam clear, strong signals 


quipment ... maintains a nation-wide the year round to Station WERE’s audience in the Cleveland area— 
he sterling Trarehouse system to help you get de- _— 9 typical Graybar job. _— 
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p the cake. | , . 
ote weries on schedule. Graybar Electric <a 
to, Inc.: Executive offices: Graybar e 
almost % building, New York 17, N. Y. 110-19 yu 
- last week Distributor of Wesfern Electric products oil pone 9 
io Gets Re- 1 ¢ 
ntries from ay 
- ae EVERYTHING ELECTRICAL TO KEEP YOU ON THE AIR 
t’s en 
William B. \ 
k. Success ar Brings You Broadcasting’s Best... Manufactured By « « « 
y 200 met- Binplifiers (1,23) a = Lansing 
-ovided by fittenna Equipment (23 nat 
‘ aa of the ont) = 3 —— Graybar’s network of more than 100 offices and warehouses in MINNEAPOLIS 
BAB has tobinets (15) (5) Communication Products principal cities throughout the nation assures you of convenient W. G. Pree, Geneva 1621 
id. “Its lonsoles (23) 3} ——e service wherever you are. The 19 Graybar Broadcast Equipment NEW YORK 
of pricelss Wdspeakers and Accessories (1,23,25) (8) Daven Representatives are located in the following key cities: J. J. Connolly, Stillwell 6-5858 
. : 9) Fairchil 
ess stories, eee: Seeds and Accessories ci} or Cable ATLANTA DETROIT PHILADELPHIA | 
ves radi’ i, an 3,25) (uy) } Smee oe E. W. Stone, Cypress 1751 P. L. Gundy, Temple 1-5500 G. |. Jones, Walnut 2-5405 
enera adio | 
reate st0l® B korders and Accessories (2,9,19,22) oo oe — HOUSTON gy Allegh 1-4100 
andise.” J beech Input Equipment (23) (15) Kore Metal J. P. Lynch, Kenmore 6-4567  R. T. Asbury, Atwood 4571 ihm sera a 
et tt Equipment (1,8,12,24) (16) Machlett CHICAGO eusoenns espe nied 
r frequently bwers (Vertical Radiat ) (3) (17) Meletron E. H. Taylor, Canal 6-4100 JA a E. C. Toms, Richmond 7-3491 i| 
- up miscot I wer Lighting Equipment oe ee CINCINNATI pba ey SAN FRANCISCO | 
set Lighting Equipment (7,11) Products 7 Jacksonville 6-7611 2 | 
color tele I tansmission Line and Accessories (5) (19) Presto W. H. Hansher, Main 0600 K. G. Morrison, Market 1-5131 
Los Angtlt } lenmitters, AM and TV (6,20,23) ao te CLEVELAND KANSAS CITY, MO. SEATTLE 
nt ey : nite riangle . * i 
nt a ga fa 11,16,23) (22) Webster Electric W. S. Rockwell, Cherry 1-1360 8. 8. Uhrig, Baltimore 1644 D. I. Craig, Mutual 0123 
me ee — Reproducers, and Accessories (9,19,23) + hae DALLAS LOS ANGELES ST. LOUIS 
geles. "9 Supplies and Devices (4,10,11,13,18,21,25) (25) Whitney Blake C. C. Ross, Randolph 6454 R. B. Thompson, Angelus 3-7283 J. P. Lenkerd, Newstead 4700 
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VOA NAME CHANGE 


Already Being Used—Lemmon 


CONGRESSIONAL resolution that 
the Voice of America be changed 
to the Voice of Freedom, introduced 
by Rep. W. J. Bryan Dorn (D-S 
C.), has provoked a statement from 
Walter S. Lemmon, president of 
the World Wide Broadcasting 
Corp., licensee of WRUL Boston. 

“Use of the words ‘Voice of 
Freedom’ to identify our station 
is copyrighted and has long been 
recognized in the radio industry as 
belonging to station WRUL,” he 
said. The privately owned station 
has beamed commercial broadcasts 
to Europe and the Middle East as 
well as Central and South Amer- 
ica since it first went on the air 
with educational programs in 1935. 
“It is interesting to note,” Mr. 
Lemmon added, “that we had at one 
time used the identification ‘Voice 
of America’ long before the govern- 
ment entered the _ broadcasting 
field.” 

“Tf Congressman Dorn’s resolu- 
tion is passed,” Mr. Lemmon pro- 
mised, “we of course will be glad 
to fully cooperate in every way 
with the desires of the Congress.” 





WNJR Newark and Broadway stars, 
Molly Picon and Joey Adams, combined 
to raise telephoned pledges totaling 
$8,000 during station’s three hour 
Stars for Bonds broadcast of a New- 
ark, N. J., “Bonds for Israel” rally 
last month. 


Not just 
ASPIRIN .. 
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EORGE MacMULLEN, sports di- 
rector and salesman WPCF 
Panama City, Fla., appointed 
traffic manager and program director. 
He will continue duties of sports di- 
rector. JACK HOWELL, west coast 
disc jockey, appointed music director. 


JAMES BLAIR, TV director Lamb & 
Keen Adv., Phila., appointed execu- 
tive producer WPTZ (TV) Philadel- 
phia. 

BOB BACH, assistant producer of 
What’s My Line?, and JESS KIMMEL, 
assistant to producer of Your Show of 
Shows, named CBS color TV producers. 
Mr. Bach for past two years has been 
associated with Goodson-Todman Pro- 
ductions, and with CBS-TV as writer. 
Previously he wrote for New York 
stations. Mr. Kimmel previously was 
assistant to producer of Olsen & John- 
son show. 

GUY DeANGELIS appointed con- 
tinuity director KRIZ Phoenix. He 
was with several advertising agencies 
handling commercial copy and con- 
tinuity. 

BILL HOBIN, director 
At-Large show on NBC Chicago, 
transfers to NBC New York, where 
he will direct Show of Shows. Mr. 
Hobin also handled the Wayne King 
Show. 


JOHN R. HURLEY, program manager 


of Garroway- 


any aspirin—BAYER 
. and the makers of 


this famous product have fol- 


lowed 


” 


not just 


through by 
any 


selecting 
station’’—but 


KFYR for over ten years of 


continuous 


advertising. Ask 


any John Blair man for the 
complete KFYR success story. 


AFYR 


550 K. C. 


~ [ 550 K.C. @ N.B.C. AFFILIATE © 5000 WATTS ) AFFILIATE e@ 5000 [ 550 K.C. @ N.B.C. AFFILIATE © 5000 WATTS ) 


BISMARCK, N. DAK. 
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Don Lee Broadcasting System, Holly- 
wood, resigns to become executive 
assistant to EDWARD W. MEHREN, 
publisher, TV Time, Los Angeles fan 
publication. 


DAVE SNOW, graduate Don Martin 
School of Radio & Television Arts & 
Sciences, Hollywood, to KNAK Salt 
Lake City. SAM TURNER, graduate, 
to KPMO Pomona, Calif. JOHN 
SUROVIK, graduate, to KDLK Del 
Rio, Texas. 


LOU DORFSMAN appointed director 
of art division of sales promotion and 
advertising department CBS Radio 
Network. IRVING MILLER named 
director of art service for CBS-owned 
radio stations. Both have been mem- 
bers of CBS’s art department. 


F. C. (Mike) STRAWN, 
promotion and_ publicity KCMO 
Kansas City, Mo., elected president 
of Kansas City Industrial Editors for 
1951-52 term. 

EDWARD TRUMAN, organist-pianist, 
to music staff ABC Hollywood. 

BOB McVAY, KSRV Ontario, Ore., 
to KFJI Klamath Falls, Ore., as staff 
announcer. 

GENE WEBSTER named 
Columbia Pacific Summer 
gram. 

JOAN BROWN, research staff Quiz 
Kids radio program, to CBS Bob Hawk 
Show, in similar capacity. 

ALLAN J. PHAUP Jr., program direc- 
tor WMBG Richmond, recalled to ac- 
tive duty with Air Force as captain. 
He will train recruits at Sampson 
Air Force Base, Geneva, N. Y. 
IMOGENE MILLER named secretary 
for sales department KWK St. 


DONALD W. McGUINN, traffic de- 
partment WOR New York, father of 
girl, Mary Elizabeth, Aug. 24. 
ALBERT McCLERRY, 
ducer NBC, 
married. 


director of 


writer of 
Cruise pro- 


Louis. 


television pro- 
and Sanny Sue Bailey, 


News eee 


TOM CARNEGIE, sports editor WIRE 
Indianapolis, awarded citation by Na- 
tional Sports Committee for United 
Cerebral Palsy in recognition of his 
cooperation in 1951 campaign. 


ROBERT McCORMICK, Washington 
manager TV News and Special Events 
NBC-TV, appointed European televi- 
sion news representative with head- 
quarters in Paris, effective Sept. 15. 
Mr. McCormick will head NBC-TV’s 
European, African and Middle Eastern 
news coverage. Succeeding Mr. Mc- 
Cormick in Washington will be 
JULIAN GOODMAN, NBC Washing- 
ton radio news chief. 

MATT WEINSTOCK, Los Angeles 
columnist, starts weekly 15 minute 
commentary on KECA Los Angeles. 
HANK WEAVER and CHET HUNT- 
LEY, newscaster and commentator 
ABC Hollywood, and TOM HANLON, 
announcer-night manager KNX same 
city, signed for feature roles in 20th 
Century-Fox film The Pride of St. 
Louis. 

LEWIS SHOLLENBERGER, CBS di- 
rector of special events in Washing- 
ton, appointed Admiral in Nebraska 
Navy by Gov. Val Peterson. 


BROADCASTING 


Respects 
(Continued from pag 58) 


WIOU, the presentation reads, in 
part: “. this book is a toke, 
of the esteem we all have for Mr. 
John Carl Jeffrey and the ¢om, 
petent, efficient and courteous staff 
of WIOU.” 

Although music and the demang. 
ing profession of being a broad. 
caster have absorbed much of My 
Jeffrey’s energy, he would not be 
a true Hoosier unless he was , 
basketball enthusiast. 

Mr. Jeffrey played four year 
on the varsity basketball team of 
Arsenal Technical High Schoo] ; in 
Indianapolis and even today jg gy 
avid basketball follower. 

He does not, however, have a; 
much time as he would like fo 
basketball. His devotion to civ 
affairs absorbs most of his “fg. 
sure” moments. 

Mr. Jeffrey is a past 
of the Kokomo Lions 
Civic Music Center 
munity Chest; 


president 
Club, the 
and the Com. 
a past director of 
the Kokomo Chamber of (Com. 
merce, present director of the 
Community Chest and a member of 
the Masonic order. Last year he 
was district governor of 25-D in 
Lions International. He is proud 
of his 10-year perfect attendance 
record in the Kokomo Lions Club. 

Another source of pride is his 
family. He is a companion to his 
son, Jimmy, 17, and a worshipping 
father to his daughter, Jenelle, 


18 months. 
If he has any time left over, he 
tries to improve his golf. 


FAUST SPEAKS 


On Advertising Honesty 


COMMERCIALISM was held forth 
as the real reason for American 
progress by Holman Faust, Chi- 
cago advertising consultant, ina 
speech before the Advertising Club 
of Chicago Sept. 4. 

Mr. Faust, radio-TV consultant 
for the Bisberne Adv. Agency, was 
to talk on “Honesty in Advertis- 
ing.” He dwelt on that topic only 
a few minutes, however, because, 
he said, as a business became suc- 
cessful through advertising, the 
honest in advertising took care of 
itself. 

The morals and ethics of the 
advertising, Mr. Faust added, 
clears itself because of the econom- 
ical standpoint. 

Mr. Faust went on to another 
subject, “Happiness Toward At 
vertising.” He stated that adver 
tising was the most important 
factor in the development of this 
COBREET::.. ss 

He concluded that the real rea- 
son for the American progress lies 
in its commercialism. Mr. Faust 
said he didn’t believe that a perso 
could become over-commercial in 
anything he did. 





PLATTER program, M.J. B. Show, has 
been made into a syndicated package 
for 25 stations in mid-west and west. 
Handled by Frankel & Price, St. Louis, 
show is conducted by Myron J. Bet 
nett. 
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is proud i iL: 250 WATT TRANSMITTER 
attendance ' os 
ra | ! ' Immediate Delivery in Limited Quantities 
is 
ion to his 
shippi ‘ , Rien 
Sea : : ~ The sensationally modern Collins 300] 250 watt AM trans- 
; mitter is a product of the latest engineering techniques. 
t over, he 
olf. 


It is completely contained in a full size, beautifully styled 
. a cabinet, finished in attractive high gloss two-tone grey en- 


amel, and streamlined with polished chrome trim. 


Honesty 


held forth Great simplification has been achieved in the circuits 
American 2 
aust, Chi- ' : ; : 
tant, in a Je through the use of high gain, long life tetrodes. The em- 
rising Club 


associated with the modulator and power amplifier stages, 


ployment of these highly efficient tubes also permits the use 
consultant of low drain receiver-type tubes in the driver stages. Only 
gency, was 16 tubes, of but 7 types, are used in the entire transmitter. 
Advertis- q 
topic only 
r, because, ote : 
ecame Sut — cated on the front. Tubes, components and terminals are 
tising, the ; 
ok care of 


The tuning and operating controls are conveniently lo- 


quickly, easily accessible from the rear. 


. f the This handsome, modern, full size transmitter is immedi- 
ics 0 


ist added, ately available in limited quantities. If you are planning a 


he econom- new or modernized 250 watt station, we urge you to get in 


to another touch with your nearest Collins office without delay. 
yward Ad- 
that adver- 
important 
ent of this 


e real ret 
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COLLINS RADIO COMPANY, Cedar Rapids, lowa 


2. Show, has 
ited package 


st and west. 11 West 42nd Street 2700 West Olive Avenue 1937 Irving Boulevard Dogwood Road, Fountain City 
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KGW FM BID 


Would Resume Service 


APPLICATION for the resump- 
tion of FM has been filed with the 
FCC by Portland Oregonian-KGW- 
Newhouse interests. 

This is the first time that the 
holder of an FM permit which had 
shut down the station has recon- 
sidered and asked for authority to 
resume FM broadcasting, as far as 
it is known. 

The Portland Oregonian station 
was granted in 1946—one of the 
first in the state—and was sur- 
rendered in 1950. 

Theodore Newhouse, vice presi- 
dent of Pioneer Broadcasters Inc., 
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allied arts 
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AUL WEXLER, national sales 

manager Columbia Records Inc., 

CBS subsidiary, appointed vice 
president. Mr. Wexler joined record- 
ing firm as a junior field man in 1941, 
returning as assistant district man- 
ager for New England after military 
service as captain in Air Force. In 
November 1946 he was made district 
manager of upstate New York and 
western New England and in July 
1947 district manager for mid-Atlantic 


territory. In Oct. 1950 Mr. Wexler 
was appointed national sales manager. 


MAX W. BURRELL, general sales 
manager Collins 
Radio Co., Cedar 
Rapids, Iowa, ap- 
pointed director of 
procurement for 
new procurement 
division. 


JOEY SASSO, pro- 


motion manager 


licensee of NBC-affiliated KGW, 
said that the reason for filing the 
application for the FM station is: 
“We believe that there is a de- 
finite future for FM operation and 
because there are thousands of FM 
receiving sets now owned by resi- 
dents in the KGW srvice area that 
are entitled to rceive such srvice.” 
The Newhouse interests, which 
bought Portland Oregonian and 
KGW last December [BROADCAST- 
ING ® TELECASTING, Dec. 18, 1950], Exclusive Records, 
also own ee in appointed director 
Syracuse, N. Y. ‘ 
Present application asks for Mr. Burrell res age Slit 
same facilities as previously held  pavid 0. Alber Assoc. Inc., N. Y. 
by KGW-FM: Channel 262 (100.3 er ak 
mc), 57 kw, antenna 957 ft. There MRS. H. C. MALONEY, advertising 
will be no construction cost since eS Co., Chicago and 


the equipment of KGW-FM is still 
available. WILLIAM ASHER, director Williams 








$1050.00 
AWARD 


KFMJ, in Tulsa, Oklahoma, 

the Fred Jones station, has 
announced an award of $1050.00 
if, and when, it does not out- 
sell ANY other medium in Tulsa 
on a mutually approved promo- 
tion. Results to be measured 
by ARBI for 3 days, and 
advertising to run simultan- 
eously on same merchandise, 
with an expenditure of $150 

or more. 


KFMJ is one of America’s 
top independents in share 
of audience. Are you using it in Tulsa? 


Call Indie Sales, New York. 


LAWSON TAYLOR 
Manager 
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Productions, L. A. (TV film  pro- 
ducer), and Dani Sue Nolan, actress, 
married. 


EG uijament eee 


JOHNNY PARSONS, sales promotion 
manager Hoffman Radio Corp., L. A., 
resigns and returns to San Fran- 
cisco. Future plans not announced. 


ROBERT R. W. LACY, commercial 
engineer tube department’s eastern 
sales region, General Electric, Schen- 
ectady, appointed commercial engi- 
neer for western sales region of 
department. 


JOHN M. BRUSH, project engineer, 
Television Transmitter Div., Allen B. 
DuMont Labs., Clifton, N. J., to speak 
on “Video Switching Problems” be- 
fore fall general meeting of American 
Institute of Electrical Engineers, 
Oct. 22-26, Hotel Cleveland, Cleveland. 


CONCORD RADIO Corp., Chicago, 
issues 1952 catalog on TV, radio and 
industrial electronic parts and equip- 
ment. Catalog 95 said to be complete 
buying guide for industry, radio-TV 
stations, schools, servicemen, radio 
amateurs, government export buyers, 
experimenters and builders. 


GENERAL ELECTRIC, Schenectady, 
announces new d-c magnetic testing 
desk containing all components and 
auxiliary equipment for making rou- 
tine d-c magnetization and hysteresis 
tests and simple flux measurements. 
M. J. YAHR, theatre sales representa- 
tive in Chicago region for RCA En- 
gineering Products Dept., appointed 
manager RCA Sound Products Sales 
Group. 


Technical . « « 


DON FOSTER, CBS engineering staff, 
appointed assistant to RICHARD 
MAHLER, director of licensing and 
contracts for CBS Labs Div. He will 
assist manufacturers who plan to put 
color TV sets into production and 
be of general aid to those seeking 
technical data on CBS color TV. 

BILL YOUNG, WORL Boston, named 
chief engineer WOTW Nashua, N. H. 





New Light Developed 


A NEW TYPE of TV studio light, 
a bluish lamp combining some of 
the best qualities of all previously 


employed light sources, has been 
developed by DuMont in coopera- 
tion with Luxor Lighting Products 
Co., according to Rodney D. Chipp, 
director of engineering for the 
DuMont TV Network. Two years 
of research, he said, have pro- 
duced a type of studio lighting 
which will allow the home viewer 
to see finer skin textures and a 
better gray scale, doing away with 
the chalky pale-faced performers 
of the past. 


PUBLICITY Club of New York on 
Sept. 18 will start its third annual 10- 
week survey course, “Fundamentals of 
Publicity,” Tuesday evenings, 7-9 p.m. 
at Hotel Shelton, New York. Cost of 
course is $15. 


BROADCASTING 


FREEDOM DRIVE 


Gets Radio 


THE 1951 Crusade for Freaf 
campaign, a national drive with 
double goal of 25 million mem 
and $3.5 million, was opened y 
a special radio broadcast 
Day. 

Messages were read by 
Lucius D. Clay, national chaj 
and Harold E. Stassen, chairma, 
Gen. Dwight Eisenhower, 
Ernest Reuter of West Berlin, ang 
Walter S. Gifford, American an. 
bassador to England, also spike 
on behalf of the freedom cam 

Sounds of Big Ben in Lo 
the bell in Notre Dame of Pg 
the Freedom Bell of West Bertin, 
and the Chong-No bell in Kony 
were also incorporated into th 
program, taped for broadcast oy, 
CBS at 5:30 p.m. (EDT), 

Funds from this year’s campa} 
will be used to provide two mop 
transmitters for Radio Free fh. 
rope, Gen. Clay explained. Granty 
also will be made to Radio Fre 
Asia, sponsored by the Committe 
for a Free Asia, which started 
newscasts to the Chinese mainland 
last week (see story this issue) 
[BROADCASTING @ TELECASTING, 
Sept. 3, July 23]. 

Gen. Clay also announced the ap. 
pointment of Gen. David Sarnoff 
RCA board chairman, as New York 
City’s drive chairman. 

CBS analyst Edward R. Murow 
narrated the broadcast which wil 
be translated into six languages for 
use over Radio Free Europe in the 
propaganda war against comm- 
nism. 


Chicago Ad Exec. Club 


FREDERICK A. NILES, producer 
for Kling Studios, will talk about 
TV commercials and how they are 
produced at the Advertising Ex-§ 
ecutives Club of Chicago’s first 
meeting of the year today (Mon-§ 
day). Mr. Niles has worked at 
KVFD Fort Dodge, Iowa; KGLO 
Mason City, Iowa, and WAAFE 
Chicago. He joined Kling Studios§ 
after serving with a propaganda 
unit of the Army during World 
War II. 


HARTFORD 4 CONNECTIC 
— W DRC -—F cm 


®@ Telecastia 





RIVE 


odio Bom 
or Freeads 
rive with 
1i0On Member 
opened 


deast 


ad by 
al chai 
n, Chairmay 
wer, Ma 
{ Berlin, a 
merican gp. 
, also spel 
™ campaign 
| In London, 
me of Pay 
West Berlin, 
oll in Korea 
ed into the 
‘oadcast over 
DT). 
r’s campaign 
de two mor 
io Free Ru. 
ned. Grants 
Radio Free 
ie Committee 
started daily 
ese mainland 
this issue) 


TELECASTING Am 


unced the ap 
avid Sarnoff, 
as New York® 


d R. Murrow 


st which wil 


anguages forie 


Durope in thee 
Inst comm. 


ec. Club 


ES, producer 


ll talk about 
how they are é 


ertising Ex- 


today (Mon-§ 
s worked at 
[owa; KGLOF 
and WAAF 
Kling Studios 
propaganda 
uring World 


RI 


s AM-FM-TV-Short Wave 


S or 2-Way Communication 
ey / 
% 

charger engineers. You’ll 


t 


0 


dio TOWERS 


ENGINEERING 
SERVICE 


problems are all within 


the expert scope of Win 


get experience - seasoned 


Badvice on every phase of 


DO # 
m design, requirements, in+ 


 stallation and maintén- 


LX . 
m ance. Write for free’ new 


m 
x] 


booklet describing all 


ers in detail. 


» 


WRITE 
WIRE 
PHONE 


agape ss 3 


‘ 
? % 


j 
; 
i 


: 


1 types of Wincharger Tow;, 
¥ 


%& BROADCASTING ANTENNAS 
> ara TP Wamee) tiie wile). 
¥%& TV-FM SUPPORT TOWERS 


Xe MICROWAVE RELAY TOWERS 


You have to be 
to be the LEADER 


Well over 1,000 successful antenna tower installa- 
tions from coast to coast testify to Wincharger’s 
“know how” in radio tower design and construc- 
tion. Many of the first directional antennas were 
pioneered on Wincharger drafting boards. The 
slender uniform cross section permits highly effi- 
cient radiation combined with surprisingly low 
initial and maintenance costs. A sleeker, stream- 
lined tower with adequate high safety factor. 


Directional arrays of Wincharger Towers are effi- 


. ciently serving many stations where strict adher- 


ence to a critical and complicated broadcasting 


pattern is most. essential. 
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30 NEW 
CONTRACTS 


30 DAYS 


(July 20 — August 19) 


Join the ever-growing 
list of National, Re- 
gional and Local Ac- 
counts who advertise 


on K-NUZ. 


K-NUZ not only offers 
more listeners per dol- 
lar invested, but also 
a number of the top 
Hoopers in the Hous- 
ton Market. 


Results speak much 
louder than words... 


Ask about these cam- 
paigns: 
Ebony Magazine 
U. S. Green Stamps 
Bendix T. V. 
R. C. Cola 
Capehart T. V. 
Hunt Mattress Co. 
Jet Dog Food 


Their Success Stories 
are Proof of K-NUZ’ 
Sales Ability. 


For information call 
FORJOE 

National Representative 
or DAVE MORRIS 
General Manager 

at KEystone 2581 


“RADIO RANCH” 
P. O. Box 2135 a 


~ 





Page 68 © September 10, 1951 


J. M. NASSAU 


Pa. Radio Pioneer Dies 


JOSEPH M. NASSAU, 48, pres- 
ident and general manager of 
WAEB Allentown, Pa., died Sept. 2 
after a heart attack. 

Burial was Wednesday morning 
from St. Luke’s Catholic church. 

One of the pioneers of radio, Mr. 
Nassau taught wireless engineer- 
ing in the Philadelphia Marconi 
School during World War I. His 
commercial radio career began 
with the John Wanamaker station, 
WOO Philadelphia, as an engineer. 
He later became known as an 
announcer and tenor vocalist, final- 
ly becoming manager of the station. 
Later he joined WLIT Philadel- 
phia and in 1930 started WHAT, 
which he operated until its sale to 
the Philadelphia Public Ledger. 
WHAT is now licensed to Inde- 
pendence Broadcasting Co. 

Mr. Nassau was general man- 
ager of WLIT from 1932 to 1935, 
when it merged with WFI to be- 
come WFIL. In 1935 he formed 
Seaboard Broadcasting Corp., 
which bought and operated WIBG 
Glenside. He was a radio manage- 
ment consultant for a few years 
after the sale of WIBG [now 

hiladelphia], but started WMRF 
Lewistown, Pa., in 1941. During 
World War II he was consultant 
on Air Force radio equipment 
purchases and later was radio di- 
rector in Pennsylvania for war 
bonds. 

Mr. Nassau became vice presi- 
dent and general manager of 
WEEU Reading in 1944, but sold 
his interests and returned to radio 
management consultation. In 1948 
he formed WAEB Allentown. 

He is survived by his widow, the 
former Marian Hodgson. 





Erland Echlin 


ERLAND ECHLIN, executive of 
McConnell Eastman & Co., Tor- 
onto, died at Toronto Aug. 31 of 
coronary occlusion. A former 
foreign correspondent for British, 
Canadian and American news- 
papers and magazines, he was 
newscaster from London for CBS 
from 1938 to 1941. Born at Flam- 
boro, near Hamilton, Ont., he 
served overseas during World War 
I, was foreign correspondent in 
London and western Europe from 
1936-1941, was newscaster with 
CKNX Wingham, Ont., for a period 
after returning to Canada from 
Europe after World War II. He 
leaves his wife and two daughters. 





Sol N. Lasky 


SOL. N. LASKY, 65, owner of the 
Lasky Advertising Service, died 
Monday at his home in Chicago. 
Chicago Lodge No. 4 of the Benevo- 
lent & Protective Order of Elks, 
of which Mr. Lasky was an active 
member, conducted funeral services 
Wednesday. Burial was in Rose- 
mont Cemetery. Surviving are his 
widow, Mrs. Rosalind Lasky; a son, 
Martin, and a brother, Joseph. 


Baseball’s Female Fans 


WNEB Worcester, Mass., has 
long suspected that its broad- 
easts of Boston Red Sox 
games attracted a growing 
number of women listeners. 
The station feels that a just- 
completed contest proves it. 
WNEB offered six pairs of 
game tickets, plus transpor- 
tation to the six persons 
writing in with the nearest 
answers to the question: How 
many baseballs did the Red 
Sox use in their official 1950 


home games? The station 
reported that 34% of the 
entries were from female 
fans who _ indicated that 
they’d be lost without the 
baseballeasts. 


NEW VOA SHOW 


Beamed to Japan 
ALMOST concurrent with the 
Japanese peace treaty, conference, 
the State Dept. last week launched 
a series of daily Voice of America 
broadcasts to Japan in both Nip- 
ponese and English. Initial broad- 
cast included statements by Vice 
President Alben Barkley, Secre- 
tary of State Dean Acheson, and 
other U. S. officials. 

The special programs will touch 
on special events, news commen- 
taries, features and music and 
emanate from New York with relay 
by West Coast transmitters and 
those in Honolulu and Manila. 
Anthony J. Kaye, deputy chief of 
the Army Civil Information Sec- 
tion’s Radio Branch, will head the 
new Japanese desk for the Voice 
of America. Addition steps up the 
Voice output to 50 daily program 
hours in 46 languages. 


Mrs. Ralph H. Booth 


MRS. RALPH HARMAN BOOTH, 
72, mother of John Lord Booth, sta- 
tion owner-publisher, died Sept. 4 
at her Grosse Pointe home, near 
Detroit. Mrs. Booth was the widow 
of the Michigan publisher and for- 
mer Minister to Denmark. My. 
Booth is owner of Booth Radio Sta- 
tions Inc., and a director of Booth 
Newspapers Inc. Booth stations 
are WJLB-AM-FM Detroit, WBBC 
Flint, and WSGW Saginaw, Mich. 
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PEACE TREATY 
KIKI Denied VOA Rey, 


KIKI Honolulu was denied Perms 
sion to rebroadcast Voice of Amer! 
ica accounts of the Japanese Peas 
Treaty signing in San Frangg, 
and has complained ti Secretary os 
State Dean Acheson. er 

Royal V. Howard, KIKT own. 
president, on Aug. 24 Wrote the 
State Dept.’s International Broad. 
cast Div. in New York to Telease 
VOA broadcasts for local covers, 
in Hawaii. @ 

On Aug. 27 a wire answered his 
query, saying that VOA authority 
extended only to broadcasts abjogj 
and therefore permission could yo} 
be granted for rebroadcast Within 
U. S. possessions. ; 

Mr. Howard wrote Secretary 
Acheson: “It seems silly to deny 
KIKI this opportunity to perform 
a great public service in Hawajj” 
when countries’ throughout the 
world, including those behind the 
Iron Curtain, would receive the 
VOA broadcasts. 

It seemed “silly” also to My. 
Howard that Hawaiians could pick 
up the VOA transmissions on g 
shortwave set, yet be prohibited 
from hearing the broadcasts on g 
regular set. 

Copies of the letter to the Seere. 
tary were sent to Sen. Joseph (; 
O’Mahoney (D-Wyo.), Sen. Edwir 
C. Johnson (D-Col.), Joseph R. 
Farrington, Delegate from Hawaii; 
and to FCC. 





Ernest Cram 


ERNEST R. CRAM, 70, Brooklyn 
radio engineer, died Sept. 4. Bor 
in Boston and educated at Har- 
vard, Mr. Cram was a founde 
of the Society of Wireless Tele 
graph Engineers, which has sincd 
become a part of the Institute oj 
Radio Engineers. 














WDGY Minneapolis awarded nationa 
citation by American Legion for “edu 
cation, entertainment and _ inspiration 
of the community.” According to Le 
gion officials, it was first time such 
an award made in station’s area fot 
recognition of service by any radi 
station. 
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ae “Nice thing to serve a guy after a hard 
sts abroad day’s work! 
Could not “Why ... that’s the kind of food they 
ASt within eat on the other side of the iron curtain. 
Sec “Then I caught on to why Mabel did it. 
a I'd complained we'd had baked ham 
y % deny twice that week. So this black bread 
: perfor business was her way of teaching me a 
Por ” lesson in thankfulness. And I admit I 
eee f needed it. 
ehind the | RR 
ceive 7 th ee \ “Here I am living in a democratic 
thr \ ( Wee America. And we've got plenty else 
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en. Edwi have with Republic, turning out the 
Joseph R. steel this country needs. We can put our 


m Hawaii! hard-earned bucks into a bank account, 
stocks and bonds, or a weekend fishing 
trip. Freedoms like these are all old 


stuff to us. 











“Trouble with us is we take it for 
granted that we'll. always have these 
Freedoms. But, come to think of it, many 
of those oppressed people used to have 
Freedoms, too. They got careless, though, 
and let a lot of power-hungry dictators 
‘plan’ their Freedom right out from 
under their noses. 
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“By the way ... did you ever eat a meal 
of just dry, hard black bread? Ugh!” 


REPUBLIC STEEL Ses 


Republic Building, Cleveland 1, Ohio 


“he 


Republic BECAME strong in a strong 
and free America. Republic can 
REMAIN strong only in an America 
that remains strong and free ...an 
America looking to the Steel Industry for 
strength both in times of peace and in times of 
war. In today’s national emergency, Republic 
is doing all it can to help meet the huge require- 
ments of steel for National Defense. At the 
same time, Republic is making every effort to 
provide Industry and Business, too, with quality 
steel to meet civilian needs as fully as possible. 
* * * 


(i message is one of a@ series appearing in national 


wi 


AY 


eee Ft z 


|| magazines, and in newspapers in communities where 
os mills, mines and offices are located. For a 
full color reprint, or permission to broadcast or tele- 
cast, write Dept. M, Republic Steel, Cleveland 1, Obio. 
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CRU ELECTS THREE 


Terry Speaks at U. of Ill. 


THREE new educator members 
have been elected to the Council on 
Radio Journalism, which jointly 
represents the broadcasting indus- 
try and schools of journalism, it 
was announced last week. 

The new members, elected Aug. 29 
at the national convention of the 
Assn. for Education in Journalism, 
are Baskette Mosse, chairman, division 
of radio, Northwestern U. School of 
Journalism; Professor Paul Wagner, 
school of journalism, Ohio State U., 
and Professor Donald E. Brown, 
school of journalism and communica- 
tions, U. of Illinois, Urbana. 

Three additional members to the 
council are to be appointed later 
this year to represent the broad- 
casting industry. These appoint- 
ments are to be made by Harold E. 
Fellows, NARTB president. 

The council met in connection 
with the AEJ convention, held on 
the U. of Illinois campus. 

Hugh B. Terry, vice president 
and general manager, KLZ Denver, 
spoke on “Responsibility of the 
Radio Station Manager in Broad- 
casting News and Public Events.” 

Mr. Terry warned, “It is vital 
that radio management protect its 
newsroom from pressure of any 
form. This goes for spOnsors... 
prominent persons in the com- 
munity ... and within the station 
from the various departments. 

“The factual, unbiased reporting 
of news is basic to any radio sta- 


OCR LN he 





FLOYD BASKETTE, chairman, 
Council on Radio Journalism, ex- 
tends a welcoming hand to Ben 
Chatfield, news director of WMAZ 
Macon, Ga. Mr. Chatfield, president 
of the National Assn. of Radio 
News Directors, became a member 
of the Council following a change 
in the by-laws which provides that 
NARND shall be officially repre- 
sented on the group. 

* * a 
tion if it is to build a reputation 
for integrity among its listen- 
ers,” said Mr. Terry. 

He concluded by reminding his 
audience that “management should 
protect its newscasts.” This may 
be done, he added, by seeing that 
“newscasts are programmed in 
good time periods, care is taken in 
the type of sponsorship and pro- 
duct association, and news periods 
are protected against encroach- 
ment and shifting around for other 
programs.” 
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NARND AWARDS 


Opens Station Competition 


NATIONAL Assn. of Radio News 
Directors is now accepting nomina- 
tions for outstanding news pre- 
sentations by radio and television, 
between Sept. 1, 1950 and Aug. 31, 
1951, Ben Chatfield, NARND presi- 
dent and news director of WMAZ 
Macon, has announced. 

Competing stations will be 
judged on reports of special cover- 
age of one or more major news 
events, plus reports of special 
coverage of community activities 
or problems. Facilities of station 
and size of news staff should be 
reported, as judges will take these 
factors into consideration. En- 
tries should include recordings of 
radio shows and kinescopes of TV 
shows where possible, and be sent 
to Baskette Mosse, Medill School 
of Journalism, Northwestern U., 
Evanston, IIl., by midnight, Oct. 
15. Awards will be presented at 
the 1951 NARND convention, to 
be held late this fall in Chicago. 
Winners in 1950 were WOW 
Omaha for radio and WHAS-TV 
Louisville for television. 


AFTER 23 YEARS 


Circus Buddies Meet Again 








IN THE SPRING of 1925 two men 
met while working for the Hagen- 


_ beck & Wallace Circus at its win- 


ter quarters in Peru, Ind. One of 
the men was an aerialist and acro- 
bat, the other a wild animal 
trainer. They became inseparable 
buddies for the next three years, 
but then, like most show people do, 
separated and went with different 
circuses. 

A fortnight ago the two men met 
for the first time in 23 years. They 
were united in the studios of 
WSGW Saginaw, Mich. 

The former aerialist, Vince Pi- 
card, is now a WSGW salesman. 
The wild animal trainer now owns 
a circus. His name is Clyde Beatty. 

After meeting Mr. Beatty again, 
Mr. Picard said, “Clyde is reported 
to be a millionaire and is a na- 
tionally known star, but he hasn’t 
changed one bit from the Clyde 
Beatty I first met 26 years ago.” 


* * * 
























































CANADIAN MEET 


Strikes at Set License f, 


STRESSING radio __regulatio,, 
now in force in Canada hinderin 
freedom of information, the Wy, 
ern Assn. of Broadcasters has gi, 
on record urging repeal of the 
annual radio receiving license fe 
and the establishment of an inj, 
pendent regulatory body. 


Annual meeting of the Canadian 
group was held at Banff Springs 
Hotel, Banff, Aug. 30-Sept. 1, ~ 

E. A. Rawlinson, CKBI Prince 
Albert, was re-elected President 
and Saskatchewan representatiy, 
F. H. Elphicke, CKWX Vancouver 
was re-elected British Columj, 
representative and vice president. 
Gordon Love, CFCN Calgary, wa; 
elected Alberta representative, anj 
W. A. Speers, CKRC Winnipeg, 
Manitoba representative. Ninety. 
seven persons registered at the 
convention representing 42 western 
Canadian stations. 


At a closed meeting the final 
day of convention a resolution was 
passed urging the Canadian Assn, 
of Broadcasters “to take such steps 
as they see fit to request Paria 
ment to abolish the present radi 
receiver license” because “the law 
presently requires the payment o 
a license and registration in 0t 
tawa before Canadians can legally 
listen to radio broadcasts thus con 
stituting an abridgement of ; 
fundamental freedom of ever 
Canadian.” 



















No Longer Excuse 

J. T. Allard, general manager o 
CAB, pointed out to the conventio 
that “the need for regulation [of 
radio] arising from frequency al 
locations and related technical mat 
ters should not be_ permitted ta 
serve any longer as an excuse fo 
control” of freedom of informa 
tion. 

He stated radio should have the 
same rights and privileges «x 
tended to other forms of communi 
cation. 


“The broadcast segment of the 
press should not alone be singled 
out for control,” he said. 

He stated an independent regu 
latory board is best for the broad 
cast industry. Mr. Allard als¢ 
said definite plans for handing 
emergency broadcasting in civilia 
defense had been drawn up. 

In view of the successful agi 
neering clinic of western statio 
personnel last year, WAB decided 
to hold clinics on radio program 
ming soon. These are planne(t 
be two-day meets, to be held 4 
various western Canadian cetler 
with program directors and staid! 
managers discussing and studying 
programming, music and incorp? 
rated services. 

Meeting place for 1952 was de 
cided to be Jasper Park Lode 


MAJOR STATION IN THIS MARKET 
Guardian Bldg. e 


Adam J. Young, Jr., Inc. + 
National Rep. 









Jasper, Alberta, Sept. 10-14. i 
Rawlinson was chairman of 
vention and R. G. Lewis, Canait 
Broadcaster, Toronto, was gv 
speaker at the annual dinner. 
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Detroit 26, 


J. E. Campeau 
President 


Clyde Beatty (l) and Vince Picard, 

former circus buddies, meet in 

WSGW studio after almost a quar- 
ter-century separation. 
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My My 


“We are adding 
thousands 


upon thousands...” 


FRANK M. FOLSOM 


President, Radio Corporation of America 


“By a simple person-to-person canvass, we are adding thousands upon thou- 
sands of serious savers to our Payroll Savings Plan. Our employees are 
eager to contribute to the strengthening of America’s defenses while they 
build their own security. They know that individual saving initiative means 
a blow at ruinous inflation. They know that is the line on which all of us at 


home can make our strongest fight.” 


“Thirty days has September.” And every one of these 
September days is a D Day. In newspapers... maga- 
zines... over the radio... from the television screen 
...on billboards ... contributed advertising will urge 
every American to “Make today your D Day. Buy U.S. 
Defense Bonds.” 

September days are “D” Days for management, too 
— Decision Days. 

If you have a Payroll Savings Plan and your em- 
ployee participation is less than 50% ... or if you have 
not made a person-to-person canvass recently —con- 
sider this your “D” Day. 

Phone, wire or write to Savings Bond Division, U. S. 
Treasury Department, Suite 700, Washington Building, 


Washington, D. C. Your State Director will show you 
how easy it is to increase your employee participation 
to 70%, 80% —even 90%-—by a simple person-to-person 
canvass that places an application blank in the hands 
of every employee. He will furnish you with applica- 
tion blanks, promotional material, practical sugges- 
tions and all the personal assistance you may desire. 


Your employees, like those of the Radio Corporation 
of America and many other companies will join by 
the hundreds or thousands because they, too, are eager 
to contribute to the strengthening of America’s de- 
fenses while they build their own security. Make it 
very easy for them—through the automatic Payroll 
Savings Plan. 


The U. S. Government does not pay for this advertising. The Treasury De- 


partment thanks, for their patriotic donation, the Advertising Council and 
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A SUGGESTED “code of proce- 
dure” governing commercial prac- 
tices to be followed by radio-TV 
networks and stations in coverage 
of Congressional hearings was laid 
down by the Senate Crime Inves- 
tigating Committee prior to its 
expiration Sept. 1 

In a report designed for adoption 
by other committees on Capitol 
Hill, the crime-probers held that 
committees should not discriminate 
“unjustly” among media. The pub- 
lic, it affirmed, has a right to free 
access to news involving actions of 
Congress [BROADCASTING ® TELE- 
CASTING, Sept. 3]. 

The 
that: 

@ Sponsorship of a public pro- 
ceeding be permitted only with 
prior committee approval. 

@ Commercial announcements 
originate outside the hearing 
rooms. 

@ Station identifications be 
limited to 10 seconds duration. 

@ Interruption of hearings for 
commercial or other comments, 
particularly by local stations for 
local or spot announcements, be 
prohibited. 

Additionally, networks would be 
required, at the beginning or end 
of such proceeding, to include the 
announcement that “these hear- 
ings are brought to you as a public 
service by in cooperation 
with the... . television network.” 


committee recommended 


To Save Time 


Offering the suggested code as a 
means of saving time and expedit- 
ing hearings, the committee also 
tendered “wholehearted approval” 
to the Kefauver proposal (S Con 
Res 44) now pending before the 
Senate Rules & Administration 
Committee. Sen Estes Kefauver 
(D-Tenn.) and a dozen other Sena- 
tors urged a “code of conduct” for 
hearings, with provision for full 
coverage by radio, TV and other 
media save in cases where the wit- 
ness proves to the committee chair- 
man that such devices “annoy” 
him [BROADCASTING ® TELECAST- 
ING, Aug. 27]. It was drafted be- 
cause of the “advent of new meth- 
ods of rapid communication.” 

Both Senate and House approval 
is necessary before the code be- 
comes practice. The rules group 
may take up the resolution at its 
executive meeting next Wednesday. 
The crime committee’s report was 


submitted in connection with S 
Res 202 (as amended) which 
authorized its crime exploration 
activities. 

The Kefauver resolution provides 
that: 


(Sec. 12.) Subject to the physical 
limitations of the hearing room and 
consideration of the physical comfort 
of witnesses, equal access for cover- 
age of the hearings shall be provided 
to . . . newspapers, magazines, radio, 
newsreels and television. It shall be 
the responsbility of the committee 
chairman to see that the various com- 


HILL COVERAGE 


munication devices and instruments 
do not unduly distract or frighten 
the witness and interfere with his 
presentation. 

In its report, the crimeprobers, 
headed by Sen. Herbert R. O’Conor 
(D-Md.), note the issue of the 
advisability of permitting TV 
coverage “does not relate to tele- 
vision as such,” since the latter 
is merly “another improved meth- 
od of public communication.” 

The report continued: 

No. serious objection has’ been 
raised to the use of flash-bulb photo- 
graphs for newspaper publication and 
the use of radio to broadcast public 
hearings has been a common practice. 
Newsreel cameras present the most 
difficult problem because of their bulk 
and the brilliance of the lights re- 
quired for their use. ... / Adding tele- 
vision merely has the effect of in- 
creasing the number of people who 
can actually see the proceedings. 
Television cameras are quiet and 
unobtrusive and they require con- 
siderably less light than newsreel 
cameras. ... 

“It is the degree of public in- 
terest, not the desires of the com- 
mittee, which governs the number 
of new representatives and the 
amount of equipment that the com- 
mittee will be asked to allow in 
the hearing room,” the _ report 
added. 


Cites Pool Operation 


The committee also observed that 
TV networks have operated on a 
pool basis, reducing the amount 
of equipment. It also cited in- 
stances showing varying degrees 
of bans imposed on media. 

The probers also scored another 
popular conception: “. .. the error 
of placing Congressional hearings 
in the same category as trials in 
court.” A court trial, it noted, is 
“entirely different” and for numer- 
ous reasons, radio broadcasting of 
court proceedings are expressly 
forbidden. The function of the 
Congressional committee is to ob- 
tain information, while a jury 
must weigh evidence without dis- 
traction in a “calm and judicial 
atmosphere.” 

Turning to commercial spon- 
sorship, the committee explained: 

Unlike most public interest pro- 
grams, a Congressional hearing if 
fully broadcast, occupies long periods 
of time, often extending over several 
days. During this period, a radio or 
television station or network, in or- 
der to carry the hearings, is required 
to cancel all of its regular commercial 
programs. This involves not only loss 
of revenue but also, in some cases, 
the payment of cancellation penalties. 
Seldom can a station or network af- 
ford to bear this enormous financial 
burden. 


The code for commercial radio- 
TV _ sponsorship, the committee 


added, was drafted after exten- 
sive study with its staff and 
consultation with industry repre- 


sentatives in an effort to reach an 
understanding. The Senate Crime 
Investigating Committee had to act 
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Recommendations !ssued 





without benefit of precedent When 
it received requests to televise the 
crime hearings, it was Stressed, 
Following is the set of standard 
proposed for sponsorship: 


1. No television network or station 
shall use for the hearings a comme, 
cial sponsor not specifically approved 
in writing by the committee or its 
designated representative, and no 
sponsor shall be charged by a ng, 
work or station more than such Teg. 
sonable amount as may be Consistent 
with the usual charges for other Dro. 


grams emanating from a_ publ 
source. 
2. No commercial 


announcement 
shall be broadcast from the hearing 
room. 

3. Breaks for station identification 
during the hearings shall be limited 
to 10 seconds. 

4. No network or station shall make 
any comment or commercial ap 
nouncement during the testimony of 
a witness, or interrupt the broad. 
casting of the testimony of a witness 
for the purpose of making any such 
comment or announcement. 

5. During each pause or intermis. 
sion in the hearings, the network 
may make a commercial announce. 
ment lasting not more than 1 minute 
and, except in the case of a news- 
paper, magazine, or other publication 
of general circulation referring to 
reports of the hearings to appear in 
its columns, such commercial shall 
be institutional in character and shal] 
make no reference to the hearings, 

6. No local station shall interrupt 
any portion of the broadcasting of 
the hearings as received from a né- 
work for the purpose of making any 
spot or other commercial announce 
ment. 

7. A network or situation may, at 
any time, make a _ complete break 
from the broadcasting of the hearings 
for the purpose of broadcasting other 
programs. 

8. At the beginning and end of the 
broadcasting of the hearings for any 
day, the network carrying the hear- 
ings shall make the following a- 
nouncement or its equivalent: 

These hearings are brought to you as 
a public service by the X Company in | 


cooperation with the Y Television Net- 
work. 


TRANSMITTERS 
WANTED 


used, in good operating 
condition and appearance 





@ TV TRANSMITTERS 


Studio equipment, cameras 


@ AM BROADCAST 
TRANSMITTERS 


and studio equipment 


@ SHORT WAVE 
TRANSMITTERS 


For immediate or future delivery. 
Substantial cash binder available. 
Negotiations strictly confidential. 
Write Box 170 
Cromwell Advertising Agency, Ine. 
175 Fifth Ave., New York 10 











blication 
rring to 
ppear in 


= the new PRESTO portable tape recorder” 


The new streamlined PT-920 (the designation for the group consisting of the RC-7 mechanism 
— and the A-920 amplifier) will take the place of the famous PT-900, 


may, at one of the most widely used tape recorders in the world. 
te break 
hearings 


The tape transport RC-7 has a 3-motor drive which eliminates the 
ing other 


friction take-up clutch and tension adjustments. It also has fast forward and rewind speeds 
and instant switching to eliminate danger of tape breakage. 


The A-920 amplifier is a compact unit with single microphone 

input, and a power output of 10 watts. An A/B switch provides 

monitoring either from the recording amplifier or directly 

from the tape. Connection with the RC-7 is easily made with only two 

plugs. The original A1-900 amplifier, with three microphone input, 
*Model PT-920 is still available, however, for use with the RC-7 if desired. 


Due to mechanical improvements and streamlining, the 
PT-920 actually costs less than the PT-900. For complete 
information write direct or contact the PRESTO 

distributor in your community today! 





Nine-Man Staff 


(Continued from page 46) 


mission advertising salesman. All 
three men earn talent fees paid 
only by advertisers. WIRC pays 
no talent, but encourages adver- 
tisers to pay it for special shows. 
Occasionally a staff announcer is 
alowed a 10% sales commission 
for personally selling an assigned 
account which the regular sales- 
men have repeatedly failed to sell. 
Thus, all program department per- 
sonnel, including the _ traffic-pro- 
gram manager, have inducements 
in the form of talent fees or com- 
missions for extra initiative. 

(d) Morning shifi—The morn- 
ing man works his announcing 
shift from sign-on at 6 a.m. 
until 12:45 p.m., Monday through 
Saturday. He gets a half-hour 
break from 8-8:30 a.m. while 
salesman-relief announcer presents 
Swap Shop talent program person- 
ally from the control board. Thus 
the morning man has 1% days off 
each week—all day Sunday and a 
half-day Saturday. One relief shift 
is Sunday morning, the other Satur- 
day afternoon. 

(e) Afternoon shift—The after- 
noon announcer starts on duty at 
12 noon. This provides two-voice 
air work from noon through the 
midday local news, a 15-minute 
newscast 12:30-12:45 p.m. After- 
noon shift varies greatly during 
the year because of the changing 


PANEL for BAB discussion period at NARTB Roanoke meeting included 

(I to r): J. W. Hicks, WCOS Columbia, S. C.; E. S. Whitlock, WRNL Rich- 

mond; R. W. Youngsteadt, WPTF Raleigh; Harry B. Shaw, WSJS Winston- 

Salem; James A. Hagan, WWNC Asheville; Harold Essex, WSJS, District 4 
director. 





sign-off time, based on an average 
of local sunset. In summer, his 
shift lasts from noon until 7:45 
p.m., but he gets breaks from 4- 
4:30 p.m. and 6-6:30 p.m. 

The first break is provided by 
the traffic manager’s half-hour 
hillbilly disc jockey show, during 
which she operates the control 
board herself. The late afternoon 
break is provided by relief an- 
nouncer, who also supplies a two- 
voice share in the home final news, 
5:45-6 p.m. In the winter months, 
when sign-off is as early as 5:15 
p.m., he makes up working hours 
by helping with copy writing and 
other programming work each 
morning before lunch. The after- 
noon announcer’s time off duty is 
all day Saturday and a half-day 


KCMC and KCMC-FM 


TEXARKANA, TEXAS 
ABC-TSN 


In Texarkana more 
people listen to 
KCMC, 


nighttime, 


daytime or 
than all 
other stations com- 
bined! Put KCMC’'s 
programming 
know-how be- 
hind your sales 
message — where 
dollars flow from 
oil, agriculture, 
manufacturing, live- 
stock. Dollars to buy 


your products! 


239,330 PEOPLE 


Represented by 


O.L. TAYLOR CO. 


Frank O 
Myers, Mgr. 
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Sunday morning. 
ENGINEERING DEPARTMENT 


(a) Personnel—The WIRC en- 
gineering department consists of 
only two men, both licensed first- 
class operators. The only person 
performing other’ engineering 
duties is a part-time remote op- 
erator (unlicensed), who origi- 
nates all Sunday church remotes. 

(b) Operation—The two licensed 
engineers stand the complete 
transmitter watch. They make all 
necessary. repairs both to trans- 
mitting and studio technical equip- 
ment, cut all disc recordings, pre- 
pare all engineering reports for 
the station, and—in the interest 
of economy—they perform the 
yearly proof-of-performance _re- 
quired by the FCC. The small 
number of engineering personnel 


TWO NEW PI OFFERS 


has fostered friendly attitude of 
cooperation between the engines 
and the other departments, 
Since the WIRC transmitter jy 
some 2% miles from the Studiog 
and separate operation is therefor 
utilized, the engineers nor 
do no announcing. During they 
regular transmitter watch, the e 
gineers also maintain the station 
program log. As we are a Joga 
station, we feel the engineer has 
more time at his disposal to do this 
than the announcer, who alg 
doubles as control operator, Keep. 
ing the log is made as easy as pog 
sible for the engineers by the pr 
gram department. All informatig, 
which can be pre-entered on the 
log is typed in advance at the 
studios. Actually, this requires po 
extra work for the program de 
partment, as the pre-entered 
tion of the log is merely the “orig. 
inal” of the several copies of the 
daily operation schedule ppm 
pared for the announcers. The 
work week of each engineer jg 
the hourly equivalent of one-half 
of the station’s operating hours 
for that week. After considerable 
experimentation, a _ staggered 
schedule of working hours has 
been worked out. This affords the 
engineers sufficient days off for 
recreation. When one engineer jg 
off, the other works the entire 
broadcast day without a break 
Contrary to first impression, this 
has placed no burden on the engi- 
neers. Each engineer has two week 
days and alternate Sundays off, 


This Time They’re Vitamins, Christmas Cards 


INJECTION of some zip into the 
sale of Vip has been undertaken 
by the law offices of Saul W. Gold- 
berg, Berger Bldg., Pittsburgh, 
according to a per-inquiry offer 
sent stations by Attorney Gold- 
berg. Also brightening the pre- 
autumn market is a Christmas 
card per-inquiry offer. 

Per-inquiry techniques have been 
adopted—only for radio—by the 
law firm on behalf of the distrib- 
utors of Vip, described as a new 
vitamin capsule containing Vitamin 
B-12, plus assorted other vitamins 
and minerals. A _ sample label 
specifies Drug Packaging  Inc., 
Pittsburgh, as distributor. 

Attorney Goldberg informs sta- 
tions that Vip’s distributors are 
beginning a new advertising cam- 
paign which features the sale of 
an introductory one-week supply 
of this vitamin capsule for $1. 
“This quantity,” he says, “per- 
mits the public to determine 
whether or not the vitamin is bene- 
ficial, without being forced to in- 
vest large amounts as is required 
in the purchase of most other 
vitamin capsules.” He continued: 


The distributors are starting an area 
by area campaign to acquaint the pub- 
lic with their product. For the radio 
portion of their advertising they are 
proceeding strictly on a _ per-inquiry 
basis. They are prepared to pay 30% 
of the sale price to the station securing 
the orders. C. O. D.’s will not be ac- 
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cepted. Full payment must accompany 
each order. 


Submitting the Christmas card 
offer is Radio Advertising Corp. of 
America, Jersey City, on behalf of 
Welcome Greeting Card Co. Wé- 
come is advertising “for people who 
wish to earn money in spare time 
by taking orders for Christmas 
cards that ‘sell on sight’.” 

For each bona-fide lead mailed 
in or phoned to the station, We- 
come will pay $1, the offer specifies, 
adding, “Our client’s 16 years’ & 
perience has shown this to be a very 
fair price to pay for leads. We pay 
$1 a lead net to you, and we wory 
about the percentage of closures 
and how many boxes they sell.” 

Brightening the offer is a @ 
that the client plans another cal 
paign starting in January and rull- 
ning through June, after which 
it will switch to Christmas cats 
again. 





Why buy 2 or more... | 
do 1 big sales jo! | 


on “RADIO BALTIMOF 
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TELECASTING 


ALL FORECAST... 


... good shows 
followed by 
heavy audiences 


on DU MONT! 


PROFESSIONAL FOOTBALL Sunday Afternoon 
CAVALCADE OF STARS Friday 10-11 pm 
DOWN YOU GO Friday 9-9:30 pm 
ADVENTURES OF ELLERY QUEEN Thursday 9-9:30 pm 
BIGELOW-SANFORD THEATRE Thursday 10-10:30 pm 
COSMOPOLITAN THEATRE Tuesday 9-10:00 pm 
KIDS & COMPANY Saturday 11-11:30 am 


These are just a 


few of the many 


fine audience attracting 


shows that will comprise 


the Fall lineup of the 


MU MONT 


TELEVISION NETWORK 
62 AFFILIATED STATIONS 


A DIVISION OF ALLEN B. DUMONT LABORATORIES, INC. * 515 MADISON AVENUE, NEW YORK 22 * MU 8-2600 





A pattern of lights on the chart 
gives this maintenance technician a 
complete report on the 


condition of coaxial cable circuits. 
Chart is shown below. 


HE CAN SEE HUNDREDS OF MILES! 


SoMEWHERE along a coaxial cable route—it may 
be a state or two away—a fault threatens tele- 
vision transmission. A warning light flashes 
in a central control room. The maintenance 
technician places a record sheet over a glass 
screen. Within seconds a pattern of lights 
shows exactly what’s wrong. 

Many times the fault can be corrected by 
automatic apparatus operated from the con- 
trol center. Or the maintenance chief can send 
crews directly to the spot. In most cases the 
trouble will be fixed without interference with 
the program. 


This and other automatic equipment keep 
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transmission flowing freely along more than 
19,000 miles of television channels—both 
coaxial and radio relay. To the Bell System, 
maintenance of network television service is 
just as important as providing channels. 


The coaxial cable, radio relay systems and 
associated equipment used by the Bell System 


for television purposes are valued at nearly 
$85,000,000. : 


The cost for your use of this equipment? 
Bell’s total network facility charges average 
about 10 cents a mile for a half hour of pro- 
gram time, including both video and audio 
channels. 


SE 
B Tem (mY 
ELL TELEPHONE SYSTE (B) 


PROVIDING NETWORK TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW 
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FALL OUTLOOK BRIGHT 


iT is hard to think of an adjective 
slowing enough to describe the 
wutlook for network television this 
oming fall. The four TV _ net- 
yorks last week, in listing business 
iready signed, reported a total 
if 226 commercial programs, ac- 
eunting for 125 hours and 28 
ninutes a week of network air 
time. 
This represents an increase of 
8% over last August’s advance 
ales in number of sponsored TV 
vtwork shows—158 at that time 
-and an increase of 30.7% in vol- 
me of commercial TV network 
ime, which a year ago stood at 
% hours and 59 minutes. 
Nor are these figures a true in- 
ication of the upswing in TV net- 
york commercial revenue for this 
fll compared to last, as they do 
wt reflect the numerous rate in- 
weases that have been put into 
fect in the last 12 months. For 
te first seven months of this year, 
goss time sales of the video net- 
wrks, as reported by Publishers 
hformation Bureau, topped those 
fr the like period of 1950 by a 
fur-to-one ratio, with the month 
i July showing a five-to-one lead 
wer July of 1950 [BROADCASTING 
'TELECASTING, Aug. 27]. 
Tabulated by networks, with the 
wmber of sponsored shows and 
he volume of commercial time per 
wek already sold for this fall 
wmpared with the amount of busi- 
ess signed at this time last year, 
le programs listed in the adjoin- 
tg column are summarized in the 
illowing figures: 

Amount of 











No. of Commercial 

; Commercial TV Network 
\twork TV Programs Time Per Week 

1950 1951 1950 1951 

‘BC 31 53 14:20 21:10 

(BS 55 70 31:04 39:33 

DuMont 13 17 11:45 19:45 

‘BC 59 86 38:50 45:00 

TAL 158 226 95:59 125:28 


Individual networks showed the 
illowing percentage increases in 
te number of commercial TV pro- 
fams booked for this fall over 
he total signed at this time a year 
#0: ABC up 71%, CBS up 27.3%, 
hiMont up 30.8%, NBC up 45.8%. 
Preentage increases in number of 
Sonsored hours each week are: 
ABC up 47.7%, CBS up 27.4%, 
ThMont up 68.1%, NBC up 15.9%. 
Fred M. Thrower, ABC vice pres- 
ent for television sales, made this 
| Satement to BROADCASTING @ TELE- 
) STING on the fall outlook: 

The two key words in television 


id 
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today are growth and diversifica- 
tion. 

“As many advertisers know, the 
size of television is greater than 
that reflected in set sales. True, 
the 15 million set mark will be 
reached before the end of the year. 
But even now, by the middle of 
1951, Nielsen shows that in every 
evening of the week there are 
periods when television viewing 
homes outnumber radio listening 


BROADCASTING e TELECASTING = 
$7 annually, 25c weekly 





















































































































































































































































































































































Increased Network Signings 


homes, including non-TV areas. 
“And, as television grows, with 
more and more proof of better than 
pay-out results, so grows our list 
of leading advertisers who benefit 
by this dynamic medium of ‘in 
person’ salesmanship. Today, 
nearly half a hundred advertisers 
have contracted for ABC network 
television, and the list is steadily 
increasing. The fact that users of 
network television outnumber those 





TV Network Clients for Fall 1951 





ABC-TV 
Hours 
per 
Sponsor Program Week Agency 
Admiral Corp. Stop The Music 15 Erwin, Wasey & Co. 
American Bakeries Lone Ranger 1, Tucker, Wayne & Co. 
Anthracite Institute Better Home Show % J. Walter Thompson 


Babbitt, B. T., Co. 

Smith 

Bendix Home Appliances 
Inc. 


Bona-Fide Mills Versatile 
Varieties 
Bristol-Myers Co. Mr. 


Chance of a Lifetime % 


Two Girls Named 


15 Wm. H. Weintraub & Co. 
Tatham-Laird Inc. 


¥% EOW* Gibralter Agency 


District At- 


torney 6 EOW* Young & Rubicam 
Foodini The Great % Doherty, Clifford & 
Shenfield 


Brown Shoe Co. 


* EOW—every other week. 


Say It With Acting 14 


Leo Burnett Co. 


(Continued on page 98) 


on network radio is the clue to 
their great diversification. Our 
advertisers come from all sections 
of America and represent almost 
as many product categories as 
their number. We regard this as 
a healthy indication that television 
can be a positive value for all.” 

David V. Sutton, CBS Television 
Division vice president in charge 
of network sales, offered this com- 
ment: 

“Prospects for fall business on 
CBS Television look excellent. 
Nighttime is practically sold out, 
with the Frank Sinatra Show oppo- 
site Berle and the 6 to 6:30 
p.m. Sunday period the best bets 
for new business. Quite a few ad- 
vertisers have expressed interest 
in sending their shows live to the 
West Coast, and others want to 
originate on the West Coast. 

“The daytime picture for this 
fall has far surpassed what we 
anticipated. Of the 110 quarter 
hours between 11:30 a.m. and 5 
p.m. (Monday through Friday), 
CBS-TV already has orders for 47 
quarter-hours — more than any 
other network has announced. Sev- 
eral additional daytime striv sales 
are pending. With Strike It Rich 
attracting increasingly large audi- 

(Continued on page 97) 





NARTB BOARD MEET 


By J. FRANK BEATTY 
THE NARTB Television Board, 
convinced that telecasters and 
broadcasters alike face one of the 
gravest threats in the history of 
electronic media, came up last 
week with a fighting program de- 
signed to meet the crisis head-on. 


Dominating much of the discus- 
sion at the board’s Thursday-Fri- 
day meetings, held at the Cavalier 
Hotel, Virginia Beach, Va., was 
the Benton legislation (S_ 1579, 
S J Res 76). 

Around the conference table and 
at private discussions the directors 
weighed all the angles of this un- 
precedented legislation. All through 
the conversations a single note 
prevailed—‘let’s fight this thing 
through.” 

The discussion culminated Fri- 
day morning in a double-barrelled 
attack by the Board. 


@ Adoption of explosive resolu- 
tion condemning the Benton meas- 
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ures and calling them threats to 
freedom of speech. 

@ Signing by all directors of a 
strong statement to be submitted 
to the Senate Interstate and For- 
eign Commerce Committee. 

The resolution called the legis- 
lation “a direct step toward out- 
right governmental censorship of 
radio and television programming.” 
It went still farther by warning 
that the radio and television in- 
dustry as well as the general pub- 
lic must be warned that this legis- 
lation imperils “freedom of expres- 
sion in all mass media, including 
newspapers, magazines, books, mo- 
tion pictures, etc.” 

Board Empowered 

The board authorized NARTB 
to take all necessary steps to pro- 
tect the American system of tele- 
vision broadcasting and directed 
that copies of the resolution be 
served on all NARTB members 
at each district meeting. 

Frank M. Russell, NBC, moved 


Benton Plan Attacked 





adoption of the resolution, which 
was seconded by W. D. Rogers Jr., 
KEYL (TV) San Antonio. 

The statement, directed to Sen. 
Ernest W. McFarland (D-Ariz.), 
chairman of the Interstate Com- 
merce Communications Subcom- 
mittee, and Senate majority leader, 
warned the Benton proposals “are 
potentially more dangerous to free 
expression than any legislation 
that has been before Congress in 
the 30 year history of American 
broadcasting. Implicit in it are all 


of the evils of censorship and 
abridgement of free expression 
against which this nation’s free 
citizens have fought for genera- 
tions.” 


The board was “distressed” by 
the fact “that James E. Webb, Act- 
ing Secretary of State, testified on 
behalf of this censorship threat 
at a time when American tele- 
vision, by virtue of private enter- 
prise, has initiated coast-to-coast 

(Continued on page 90) 
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ALLOCATIONS 


MONOPOLY AMONG networks is 
fostered by FCC’s proposed plan 
allocating insufficient VHF chan- 
nels to major markets in the U. S., 
according to CBS Executive Vice 
President Joseph H. Ream. 

In an unusually frank statement 
on CBS’s position as a TV network 
with only two owned and operated 
TV stations (plus 45% interest in 
WTOP-TV Washington and pur- 
chaser for $6 million WBKB (TV) 
Chicago, if and when the United 
Paramount-ABC merger goes 
through), Mr. Ream delved into 
the economics of television in sup- 
port of his network’s proposals for 
additional VHF allocations to Bos- 
ton, Chicago and San Francisco. 

The CBS presentation was one 
of 128 filed last week with the FCC, 
covering the New England and 
Middle Atlantic states. 

In a sense Mr. Ream’s position 
was similar to that taken by Du- 
Mont in its filing three weeks ago— 
first in the city-by-city “paper” 
hearings to determine TV _ al- 
locations throughout the U. S. 
[BROADCASTING © TELECASTING, 
Aug. 20]. 

But whereas DuMont’ protested 
the lack of sufficient VHF channels 
in major markets on the grounds 
that less than four meant discrimi- 
nation against one or more TV net- 
works, CBS took a different view. 


CBS Claims Injury 


CBS claimed lack of owned-and- 
operated stations in key cities hits 
where it hurts—in the pocketbook. 

Also that such lack means in- 
security on (1) clearances and (2) 
originations. 

As in radio, owned-and-operated 
stations will be the money makers 
for a TV network, Mr. Ream stated. 
This is more true in TV because 
of the higher costs of programming 
and operation, he added. 

“It is a fact of television net- 
work economics and operations,” 
he said, “that a full complement 
of owned stations is a condition 
precedent to successful networking 
on a fully competitive basis. 

“This pattern, it may be noted, 
is not temporary or arising out of 
interim circumstances. It follows 
the radio pattern, in which by far 
the major portion of Columbia’s 
broadcasting profits have been at- 
tributable to our-owned stations. 

“The high cost of television net- 
working, and particularly the cable 
costs which the networks bear, are 
likely to result in the accentuation 
of this phenomenon in the television 
field. 
~ “Therefore, a network which 
owns a permissible quota of sta- 
tions has a definite competitive 
advantage over a network which 
falls short of the quota.” 

It is no secret that CBS dragged 
its feet when it could have had 
what stations it desired. As the 
leading proponent of color TV, it 
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asked the FCC to commercialize 
color in 1946-47. FCC denied that 
request. However, its system was 
chosen by the FCC after the 1949- 
50 hearings. 

Therefore, CBS failed to swing 
onto the TV gravy train when 
others were doing so—obviously in 
the expectation of color TV. 

Bald facts of commercial broad- 
casting were inherent in Mr. Ream’s 
remarks that the lack of owned 
and operated stations in key mar- 


CBS Cites ‘Monopoly’ 


kets stymied the matter of clear- 
ances. 

“Inability to clear in one or two 
key markets, such as the cities in- 
volved in our proposals [Boston, 
Chicago and San Francisco],” Mr. 
Ream said, “may sometimes spell 
the difference between obtaining 
a network advertiser or losing it.” 

As for origination, Mr. Ream 
pointed out that owned-and-oper- 
ated stations in key cities permit 
a network to use talent and facili- 





MOBILE TV caravan was developed for the U. S. Army Signal Corps by RCA 
and shown to officers before being turned over to Fort Monmouth, N. J. Labs. 
RCA officials on hand for showing were Charles M. Odorizzi (c), operating 
vice president, RCA Victor Div., and L. W. Teegarden (r), vice president in 


charge of technical production. 


Inspecting camera unit are (I to r): Lt. Col. 


Lester R. Kleinknight; Major E. L. Weeks; Mr. Odorizzi; Lt. Col. William H. 


Gaeckle, and Mr. Teegarden. 


Station on wheels, developed in conjunction 


with corps’ engineers, is contained in four huge trucks, and includes complete 
transmitting and monitoring equipment, three field cameras, 10 receivers, 


a large-screen TV projector, and radio intercommunication system. 


The 


caravan will be used to explore the feasibility of TV for field instruction, 


and to develop instructional techniques via TV. 


It is contemplated that the 


equipment might have much value in telecasting intricate field exercises 
and “piping” the picture, by microwave radio link and/or coaxial cable, 
to expert observers, maneuver umpires, or to military classrooms. 


SET SALES UP 


LOW PRICES, resulting from huge 
inventories, are moving television 
sets off dealers’ shelves these days. 
But despite mass turnover, profits 
are being pared, too. 

Dealers had in stock at the be- 
ginning of August between 900,000 
and 1,150,000 TV sets, according to 
a Sept. 3 Dun & Bradstreet report 
—the first of its kind. 

Manufacturers, at about the 
same time, had 768,766 TV sets in 
factory warehouses, according to 
the Radio-Television Manufac- 
turers Assn. 

That means there were between 
1.6 and 1.9 million unsold TV sets 
at the beginning of August. 

It is to wipe out that inventory 
—to clear the shelves for the new 
1952 sets that have already been 
introduced [BROADCASTING @ TELE- 
CASTING, Aug. 27, 20, 13, 6]—that 
manufacturers have pared prices. 


Even Philco, a bare three weeks 
after it brought out its new 28- 
model 1952 line, revised its prices, 
cutting them all except low end 
models from $20 to $60. For ex- 
ample, the 20-in. table model was 
cut from $359.95 to $299.95. 

Philco also added a new 17-in. 
table model at $229.95 and three 
20-in. models to the line. 


Other Price Cuts 


Following the lead of RCA Vic- 
tor in cutting old-line prices 
[BROADCASTING @ TELECASTING, 
Aug. 27], GE pared as much as 
$100 from its present line, e.g. 
17-in. table from $269.95 to $249.95. 
Sylvania, a month after it had in- 
troduced its new line, revised its 
prices, cutting from $30 to $90 off 
list prices, e.g. 17-in. table from 
$249.95 to $219.95. 

CBS-Columbia announced price 
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ties other than such markets % 
New York and Hollywood, 

As to UHF, Mr. Ream said: 

“For a considerable period, Der 
haps five years, perhaps more, 4 
commercial UHF station canny 
compete on anything like an equal 
basis with a commercial VHP gy 
tion in the same community,” 

CBS also recommended al] edy. 
cational reservations be made 
the UHF band in order to give mop 
VHF stations to commercial brogg 
casters. 

Sees Less ‘Urgency’ 

Its thesis was there is not the 
same urgency for an educations] 
TV station as there is for a com. 
mercial station. 

[For the educator’s side of this 
argument, see story page 84), 

CBS offered three proposals eae) 
for Boston, Chicago and San Frap. 
cisco. All entail adding anothe 
VHF channel to those cities jn aq. 
dition to those proposed by the 
FCC. 

Here are the proposals: 

For Boston—Assign additional VHF 
Channel 9, affecting these cities: 
Providence, R. I.; Manchester, Dur. 
ham, N. H.; Portland, Lewiston, 
Augusta, Orono, Calis, Me.; Albany, 
N. Y.; St. John, Canada. 

For Chicago—Assign additional 
VHF Channel 13 affecting these cities: 
Rockford, Urbana, Bloomington, |]],; 
Indianapolis, Muncie, Connersville, 
Ind.; Piqua, Ohio; Milwaukee, Green 
Bay, Wis. 

For San Francisco, assign adii- 
tional VHF Channels 11 and/or 1}, 
affecting these cities: Stockton, San 
Jose, Madera, Salinas, Calif. 

Of the other filings last week, 
major hassle seems certain over 
Philadelphia groups’ determination 
to keep VHF Channel 12. 

FCC proposes only new UHF 
frequencies for Philadelphia—all 
VHF channels already occupied by 
the three existing TV stations. 0f 
the four UHF frequencies, one 
would be reserved for educational 
broadcasters. 

In original 1945 allocations, FCC 

(Continued on page 109) 


But Prices Are Low 


cuts last week, amounting to about 
25% on its present line (still called 
Air King). Cut put $199.95 price 
on basic 17-in. table model. At the 
same time it introduced a 1. 
metal table model to sell for 
$189.95, a 20-in. metal table model 
at $279.95. These bear the CBS- 
Columbia name, and have been é- 
gineered to easily accept a cil 
panion “slave” color unit. 

RCA Victor, meanwhile, intr- 
duced 10 new sets. All were 17- and 
21-in. models, with stress on thelt 
higher sensitivity. Circuits ae 
engineered so that they can be 
produced with a VHF-UHF tuner 
in them for markets that have both 
types of stations. Basic 17-in. metal 
table model is priced at $279.%. 

At the manufacturer 
optimism for fall-winter prospects 
continues, even though a high vol 

(Continued on page 85) 
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ROSS-COUNTRY microwave re- 
4y notwithstanding, film is ex- 
yeted to represent more than 65% 
{TV’s future program total, with 
follywood as the major supply 
ine. 

That’s the consensus among top 
ivertising agency executives in 
ls Angeles, and many a station 
vrator throughout the country 
wares that thinking. 

Not wanting to set themselves up 
8 oracles and talking “off the 
“ord,” executives of various top 
wencies have told BROADCASTING @ 
RLECASTING that “film is the 
ting” and their clients will be 


ons, FCC 
109) 


———————— 

















Low 


to about 
till called 
).95 price 


Atthe @8ing “more and more of it as ad- 
a tin. P&ttising budgets permit.” 
sell for § Big spenders, they believe, will 
ble model $8 both live and filmed TV enter- 


tinment, with activity slowly in- 
wasing. “Fringe edge” adver- 
ers, who must watch their dol- 
“ts, will stick, however, to film on 
te local level, buying tailor-made 
roducts and/or old theatrical mo- 
Wn pictures available. 
Stations, besides releasing TV 
, can be™ “tWork shows, live and kinescope, 
HF tuner ll continue to produce their own 
have both ‘eal programs, but Hollywood 
-in. metal uilor-made products for video and 
3279.95. tailable theatrical motion pic- 
sy level “ES, will make up an important 
prospetty mrt of daily programming. 
high vl ,Substantiating this thinking is 
35) ne fact that 74% of the program- 
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ming on non-interconnected TV sta- 
tions throughout the country now 
is on film. A checkup reveals that 
some of the shows are kinescoped 
film supplied by the advertiser on 
a delayed basis, plus regular Holly- 
wood-made theatrical film bought 
for either sponsored or sustaining 
programs, it was said. A fair per- 
centage also now includes film pro- 
duced especially for video. 

Belief that TV will become over- 
whelmingly a film medium has been 
expressed by Don McClure, radio- 
television production department 
executive of McCann-Erickson Inc., 
New York. He said that Holly- 
wood will inevitably win out in the 


battle with New York for video 
film honors. 
Executives Lay Plans 


Walter Craig, vice president and 
director of radio-television, Ben- 
ton & Bowles Inc.; Joe Stauffer, 
program director of N. W. Ayer 


& Son, and Arthur Pryor Jr., 
vice president and director of 
radio-television for BBDO, are 


among New York agency execu- 
tives who in recent months have 
been casing Hollywood, consulting 
with motion picture studio heads 
on what cooperation video may ex- 
pect in the way of talent avail- 
ability and space accommodations. 

Advertising agencies should be 
spending well over $40 million of 
their clients’ video money in Holly- 
wood next year, according to Harry 
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IN THE FUTURE 


AS TELEVISION'S HORIZONS EXPAND 


McMahan, owner of Five Star Pro- 
ductions, and pioneer in the mak- 
ing of industrial-advertising and 
video commercial films. 

He told the Society of Motion 
Picture Comptrollers a few weeks 
ago that well over $4.5 million will 
be spent on TV film commercials 
alone this year by agency clients in 
Hollywood. Agencies, he added, 
will naturally control television 
film production. Filmed spots are 
only a part of the overall television 
film expenditure. Current year’s 
expenditures include a $6.5 million 
for sponsored shows and another 
$5.5 million on open end shows 
slated to be sponsored regionally 
and locally, he stated. 


Businesses Expanding 

There are around 300 large and 
small production units across the 
country engaged more or less in 
turning out filmed spots and/or 
programming for television. Ma- 
jority of these are producers of 
industrial and advertising films 
who gradually are swinging into 
the video field. 

At last count there was a mini- 
mum of 75 independent TV produc- 
tion units in Hollywood filming 
programs. They are involved in 
a total of 185 series ranging in 
preparedness from announced ideas 
or plans to finished and sold prod- 
ucts. Some of these production 
units are “one man” companies, 
Others are well staffed and finan- 
cially established. And there is 
a score of TV film production units 
in the Hollywood area who make 
only commercial spots. 


As far as can be ascertained, 25 
of these Hollywood TV film com- 
panies have sold their products for 
the 1951-52 season and are either 
on the air now or will definitely 
start sometime in fall. Others have 
sold their filmed series for winter 
release, and are in process of com- 
pleting production. 

Products involve some 40 sep- 
arate film series, 25 of them con- 
sidered major entries in the pro- 
gramming field, at a total estimated 
production cost of approximately 
$423 million, on a 39 week season 
basis. 

Figure is based on a conserva- 
tive estimate of $14,000 per half 
hour of film, with total seasons’ 
product amounting to around 820 
hours. (Some few shows such as 
audience participations have been 
filmed for as little as $1,500, with 
others in the $20,000 bracket.) 

The theatrical film industry last 
year produced 450 feature films— 
approximately 675 hours, and 550 
short subjects or 100 hours, a total 
of 775 hours of film in all. With 
over 780 hours, already more film 
is being produced annually for TV 
in Hollywood than for theatrical 
exhibition. With production groups 
working at an accelerated speed, 
all figures on Hollywood TV film 
production and sales are subject to 
weekly change. 

Leader in the field currently is 
Jerry Fairbanks Productions, with 
two major weekly series, Bigelow 
Theatre (sponsored by Bigelow- 
Sanford Carpet Co.) and Front 
Page Detective (sponsored by Guild 
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TV NETWORK advertisers showed 
a slight gain of .6% in June, but 
the number 


TABLE | 


TOP TV NETWORK ACCOUNTS BY NUMBER OF STATIONS USED 











of national-regional No. of No. g 
spot and local-retail advertisers Sponsor Program Stations — Sponsor Program Staton, 
fell off 2.7% 1 6.9% rx —_ _ 
os 9 alo Ont -J'/o YESPEC- DeSoto : Ralston-Purina Co. 
tively. The figures were released . Me a Your Life’ 61 . Py bys — a 
. ae 3 unt Foods . T. Babbitt Co. 

_ the late st Rorabaugh Report on “Kate Smith Show’ 61 “Two Girls Named Smith” ‘ 
Television Advertising. Manhattan Soap Co. Maiden Form Brassiere Co. 
In general, advertisers using TV “One Man's Family” 61 “Faith Baldwin Theatre’ 59 
™ ee : Texas Co. McKesson & Robbins 
dropped 5.8% in June from the Teanee Stor Siesta’ 61 “AK Date With Judy” , 
May total of 5,478. The June total Swift & Co. a General Mills i“ 
was 5,160, made up of 1,064 na- Show of Shows — 61 Stu Irwin Show sie 54 
tional-regional spot accounts, 3,937 _R. J. Reynolds Tobacco Co. — ee 
local-retail and 159 network. ‘ “Garry — Show” 56 “Cavalcade of Bands” " 
. Sines arnation Co. G 1 Foods Corp. 
The 159 network advertisers ‘meee & Alen Show" 55 "Captain Video" ‘ 
sponsored 210 programs on four Nash-Kelvinator Corp. Drug Store TV Products 
networks. Of the programs spon- Morton Downey Show 55 “Cavalcade of Stars” n 
‘ed, NBC led with 87, CBS fol- Philip Morris & Co. DuMont Labs 
sored, Nd ed wit ’ ol- “Horace Heidt Show” 53 “DuMont Royal Theatre’ ” 
lowed with 67, ABC had 44 and onaee 5 Sate Kaiser-Frazer Corp. 

6 * ‘First ears’”’ “Ell Q r 

DuMont had 12. Table I lists top “Gassy Meese Show” 53 om. ee ” 
(Continued on page 98) ABC “Plainclothesman’’ 7 
TABLE II TABLE Ill 
NUMBER OF ADVERTISERS BY PRODUCT GROUPS LEADING CITIES BY TOTAL TV ACCcounrts 4 
Network Spot Total : National- Local- Total 
Rs SN me IN QUIN 5a 5 nicccnciecctccineccsens 47 356 403 City Regional Spot Retail Accounts 
2. sed DIN alow sexe caaicee ccicsmanics a vueusceck sa senders 8 139 147 1. Los Angeles 225 176 
I 6.65, hiprdd 6 6-45, Arrbih 2 Wb 10k f-0,0h:0v3 916 6,6 Biel Dia Oe 33 108 141 2.N York 248 1 
ne a alan SRA ERROR ant 23 88 -— saa or po m 
ae a Geen haa seb sekangaen baw eeRiey 13 76 89 4 — , 0 
6. Laundry Soaps, Cleaners, Polishes ...................-.. 22 65 87 4. San Francisco 160 121 v1) 
- gerald airs cwiaratanie sis hb km wie Aiite eb e SAE OmC EA be = 4 5. Miami 60 214 mm 
I en ia aca ROR ts corse Miewieie GaGa eS oh kee.obie Sie 8 
9. Tobacco, Cigarettes & Accessories .............2+eeee0ee 24 29 53 6. Philadelphia 185 85 m 
10. Dairy & Margarine Products ...............00eseeeeees 6 44 50 ©=7. «Erie 56 203 
ee I EN, hac i'n ec .cb::04.0. 610s aescne ssiceeaesie a = 43 8. Cleveland 159 91 250 
12. Automotive (cars, tires, accessories) ...............0-005 4 41 , Iti 
en x socccdavsencxhacantns 6 33 . oe pod y a” 
14. Agricultural & Pet Foods 3 31 34 De senies 4 4 
15. Jewelry & Accessories, Cameras, etc. 10 22 32. ~=—-11. Washington 109 9 8M 
16. Gasoline & GOille .....0. .ccccccccsces gece e cece cee eeeees 5 27 32 =: 12. Dallas n 100 7) 
17. Radios, TV Sets, Phonographs, Accessories ............-- 10 13 2 6-36. Mileeins 94 95 1" 
18. Transportation .... 22. cece ee cece eee eeeccecescceccees ae 19 19 3 
ee A RMa Nm aaanime UCM eenhecmeehe- wee 1 12 13 14. Pittsburgh 68 114 1 
os agca6s0.<:0 0 big eed da aneeo ene henialndre-coee-s 2 7 9 15. Minneapolis- 4 
a nn... Le cene bubeeeseeheseneseaeeeneakseees ss 7 7 St. Paul 104 73 Hd 
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Weekly Television SUMMAry—sertember 10, 1951—TeLEcasTING SuRvEY 
ALAXBVVAVANVABBAASBBVAABABBBWBBABBBABSBBABBBBBVBSBBWBBWBWBWRBwRBBWVWsBW BW BW BBW BQ BBQ BBeBBeBBBBB BBE E EERE’ 
City Outlets On Air Sets in Area City Outlets On Air Sets in Area 
Albuquerque KOB-TV 9,450 Leuisville WAVE-TV, WHAS-TV 100,502 
Ames WOI-TV 61,544 Memphis WMCT 0160 
Atlanta WAGA-TV, WSB-TV 115,000 Miami WIvi 1600 
Baltimore WAAM, WBAL-TV, WMAR-TV 307,615 Milwaukee WTMJ-TV 251,389 
Binghamton WNBF-TV 41,300 Minn.-St. Pav} KSTP-TV, WTCN-TV 269,10 8 
Birmingham WAFM-TV, WBRC-TV 60,000 Nashville WSM-TV 35,074 
Bloomington WTTV 17,200 New Haven WNHC-TV 168,000 
Boston WBZ-TV, WNAC-TV 753,760 New Orleans WDSU-TV 62,150 
Buffalo WBEN-TV 209,565 New York WABD, WCBS-TV, WJZ-TV, WNBT 
Charlotte WBTV 86,405 WOR-TV, WPIX 2,490,000 
Chicago WBKB, WENR-TV, WGN-TV, WNBQ 949,793 Newark WATV 
Cincinnati WCPO-TV, WKRC-TV, WLWT 300,000 Norfolk WTAR-TV 
Cleveland WEWS, WNBK, WXEL 486,491 Oklahoma City WKY-TV 
Columbus WBNS-TV, WLWC, WTVN 176,541 Omaha KMTV, WOW-TV 
Dallas, Philadelphia WCAU-TV, WFIL-TV, WPTZ 
Ft. Worth KRLD-TV, WFAA-TV, WBAP-TV 129,564 Phoenix KPHO-TV 
Davenport WOC-TV 59,506 Pittsburgh WDTV 
Quad Cities Include Davenport, Moline, Rock Ise., E. Moline Providence WJAR-TV 
Dayton WHIO-TV, WLWD 208,000 Richmond WTVR 
Detroit WJBK-TV, WWJ-TV, WXYZ-TV 616,544 Rochester WHAM-TV 
Erie wicu 61,475 = Rock Island WHBF-TV : 
Ft. Worth- Quad Cities Include Davenport, Moline, Rock Ise., E. Moline 
Dallas WBAP-TV, KRLD-TV, WFAA-TV 129,564 Salt Lake City KDYL-TV, KSL-TV 51,500 
Grand Rapids- San Antonio KEYL, WOAI-TV 534 
Kalamazoo WLAV-TV.- 146,181 San Diego KFMB-TV 105,560 
Greensboro WFMY-TV 73,911 San Francisco KGO-TV, KPIX, KRON-TV 
Houston KPRC-TV 84,129 Schenectady 
Huntington- Albany-Trey WRGB 
Charleston WSAZ-TV 50,562 Seattle KING-TV 
Indianapolis WFBM-TV 171,250 = St. Louis KSD- 
Jacksonville WMBR-TV 38,750 Syracuse WHEN, WSYR-TV 
Johnstown WJAC-TV 103,629 Toledo WSPD-TV 
Kalamazoo Tulsa KOTV Hy 
Grand Rapids WKZO-TV 146,181 Utica-Rome WKTV it ( 
Kansas City WDAF-TV 127,170 Washington WMAL-TV, WNBW, WTOP-TV, WTTG um, 
Lancaster WGAL-TV 109,112 Wilmington WDEL-TV nN 
Lansing WJIM-TV 55,000 
Los Angeles KECA-TV, KFI-TV, KLAC-TV KNBH 

KTLA, KTSL, KTTV 1,002,000 ee 
Total Markets on Air 63 Total Stations on Air 107 Estimated Sets in Use 13,323 
Editor's Note: Totals for each market represent estimated sets within television area. Where coverage areas overlap set counts méy ’ 
partially duplicated. Sources of set estimates are based on data from dealers, distributors, TV circulation committees, electric compan 
and manufacturers. Since many are compiled monthly, some may remain unchanged in successive summaries. Total sets in all ares 
necessarily approximate. 
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2.8 Kilowatts ERP 
Sales Office: 1111 S. E. Levee St., Brownsville 
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Starting Sept. 15, Ameriea’s newest television 
station... XELD-TV, Brownsville, Texas, and 
Matamoras, Mexico, creates a new television 
market of unusual importance to advertisers. 

XELD-TV’s 2.8 kilowatts will cover the 
entire Rio Grande Valley, where television is 
eagerly awaited by 306,348 United States citi- 
zens and, below the border, by 200,000 Mexican 
citizens who buy United States products. This 
market, the third largest in Texas, is actually 
larger than Rochester, Memphis or Dayton. 
Its wealth produced more than $123,282,000 
in retail sales during 1950. 


XELD-TV 


Brownsville, Texas, and Matamoras, Mexico 


CBS Affiliate 


A CBS affiliate represented by’ Blair-TV, 
XELD-TV is managed and staffed by veterans 


in Southwest advertising. 


Spot clients are assured saturation of this 
productive market through use of both Spanish 
and English on local programming. Currently 
there are 1200 TV sets, with hundreds more 
being installed daily throughout the rich, home- 
loving Rio Grande Valley. 


Advertisers who establish their franchises 
now will profit most from this unusually heavy 
interest in television among people with money 


to spend. Call Blair-TV today! 


MONTE KLEBAN, General Manager 


Nationally Represented by 


NEW YORK ¢ CHICAGO « ST. LOUIS 
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DETROIT’ « SAN FRANCISCO « LOS ANGELES « DALLAS « JACKSONVILLE ' ~~ Cc. 
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EDUCATORS 





SUPPORT of labor leaders and the 
acceptance of UHF are the two de- 
velopments that stand out in study- 
ing the strong pitches made by ed- 
ucators for the reservation of TV 
channels in last week’s filings be- 
fore the FCC. 

Surprise of the filings was the 
switch from non-commercial to 
commercial requested by Michigan 
State College, East Lansing. 

Originally, Michigan State had 
asked for the assignment for edu- 
cation of VHF Channel 10 to East 


Ready-Made 





Lansing—to which FCC proposed 
to allocate only a UHF channel. 
Last week, Michigan State re- 
peated its request for assignment 
of Channel 10 to East Lansing, but 
asked that it be made commercial. 
It has, it reported, $200,000 ear- 
marked for TV and has been work- 
ing with closed circuit TV. 
Michigan State operates 5 kw 
WKAR, established in 1922. 
Indication of labor’s support is 
given in the announcement of a 
resolution to be introduced at the 


TV Audience 


in a PROFITABLE MARKET 





COLUMBUS, OHIO 
Channel 10 


There’s no question about WBNS-TV 
Complete coverage of the central Ohio market 


SABINA—52 miles from Columbus 
—'‘We get WBNS-TV quite well 
here."’* 


KENTON—59 miles from Columbus 
— “The best is WBNS-TV — picture 
good—signal strong.”’* 


WILMINGTON—58 miles from Co- 
lumbus—“‘We get WBNS-TV the best 
of the Columbus Stations.”’* 


NEW LEXINGTON—49 miles from Co- 
lumbus — “WBNS-TV is coming in 
very good—the best of the Colum- 
bus Stations.”’* 


The consumer data is here, and it shows you why central 
Ohio is such a rich and responsive market for you. There's 
no question about where to put your TV sales message in 
central Ohio for full coverage all around. Just check the Pulse 
ratings and you will see the popularity of WBNS-TV pro- 
grams in this fastest growing TV market. Read the ‘‘WBNS-TV 
Coverage Story’’ and learn about the bonus coverage you 
get. Yes, top local and CBS stars assure you of a profitable 
and ready-made audience in the rich 24 county central Ohio 
area when you schedule WBNS-TV. 


*From ‘‘WBNS-TV Coverage Story’’ 
To get your copy, phone Blair TV or write direct. 





WBNS-TV 


CBS-TV Network—Affiliated with Columbus Dispatch and 
WBNS-AM—Sales Office: 33 North High Street 
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Accept UHF; Get Labor Boost 





International Labor Press of Amer- 
ica convention in San Francisco 
Sept. 14-16. It calls for the estab- 
lishment “in every major and me- 
dium sized city in the country” of 
a TV station “specializing in the 
promotion of a more enlightened 
and better citizenship.” 

Resolution is to be introduced by 
Bernard Tassler, managing editor 
of the AFL’s American Federation- 
ist, also calls for establishing an 
ILPA committee to work with edu- 
cators to establish “a nationwide 
network of public service televi- 
sion stations owned and operated 
for the public good jointly by labor 
and educational institutions.” 

Submission of the same proposi- 
tion to the full AFL convention, 
scheduled in San Francisco Sept. 
17, is also proposed. 

Week’s filings were highlighted 
by presentations of New York State 
Board of Regents and the states of 
New Jersey and Connecticut. 


The New York Regents reaffirmed 
their earlier bid for 11 channels, 
but withdrew request for VHF in 
Rochester and Buffalo. 

In addition to approving FCC 
proposals for reservation of non- 
commercial channels for Albany- 
Schenectady - Troy, Binghamton, 
Buffalo, Ithaca, Rochester, Syra- 
cuse, Utica-Rome and in New York 
City, the Board of Regents asked 
for another UHF reservation in 
New York City and for Malone and 
Poughkeepsie — the only assign- 
ments to the latter two cities. 


Multi-Millions Spent 


Cost of the 11-station network 
was estimated at $3,850,000, not 
counting land and_ buildings — 
shrugged off as a minor considera- 
tion. The Board of Regents pointed 
out that for the fiscal year ending 
June 30, 1950, it spent $885 mil- 
lion to operate all kinds of edu- 
cational institutions, museums, his- 
torical societies, etc. State aid 
amounted to $236 million plus an- 
other $2,300,000 for adult educa- 
tion. The educational plant is worth 
$2.3 billion, it said. 

Yearly operating cost was esti- 
mated at $2,300,000. 

Still going its own way is Cor- 
nell U.’s WHCU Ithaca which re- 
peated its plan to move VHF Chan- 
nel 3 to Ithaca for commercial use. 

The New Jersey presentation in- 
cluded specific request for FCC 
grant to build a UHF non-com- 
mercial TV station at New Bruns- 
wick, to be operated by Rutgers U. 

Since New Jersey has had no 
channels reserved for educational 
TV, it loaded its document with 
outraged comments from leading 
citizens. 

It repeated its earlier request for 
UHF channels in Andover, Mont- 
clair, New Brunswick, Freehold, 
Camden and Hammonton. 

The state of Connecticut, which 
has only one UHF channel re- 
served at Storrs for non-commer- 






cial TV, put in strong bid for four 
more UHF stations to establish , 


FI-T 


state-wide TV educational TY ng. Pers 
work. 

Connecticut wants stations y |ylTHOU 
Bridgtport, Hartford, Norwich and asting 8) 
Waterbury. {KFI-T" 

Answer to the resolution of the Anthe 
Illinois Broadcasters Assn, last gation ca. 
month opposing use of public funds jentifyin, 
to build and operate a state yy, pil operé 
versity TV station was made lag gepartmel 
week by U. of Illinois Presiden few owne 
George D. Stoddard in a letter ;) § George 
Ray Livesay of IBA. yal mang 

The IBA resolution had state sined Dot 
that the university could “to much Purge of 
better advantage use the taxpay. 9) TELECA: 
er’s money to produce television aking th 


programs for use on commercial fs, PT 


stations which will assy. Might, di 
state-wide television coverage,,,” Bile, supe’ 
[BROADCASTING ©  TELECAsmiyg, feee Kri 
Aug. 6]. ve, film 

Mr. Stoddard said the university fyns and 
was considering the use of an edy. | Ward Ir 
cational TV station in conjunction fee presi 
with its agricultural, professiong] Bh radio 
and adult education extension fin Lee 
courses, and hopes to keep costs fins, add 
down through exchange of pro. Bonsibilit 


grams with other educational and 
commercial stations. 


SAG CANCELS | c= 


Lippert Productions Contract fes™2!! 
SALE of new theatrical featur 
pictures for television use last week § [he Dur 
brought Lippert Productions the gj at th 
first Screen Actors Guild action large 
against a motion picture producer, guufactu 
The guild served the producer no. pting th 





work’s 














tice of cancellation of contract, [Ps in de 

Notice was served in accordance ported: 
with the SAG basic contract with §@ Betv 
all producers giving the guild a file mod 
cancellation right if the producer fe 900,00 
sold feature films made after Aug. Bail inve 
1, 1948 for television use without Bg Bety 
negotiating agreement with SAG Hy) radio 
for additional payment to actors. ntory at 

Lippert recently sold a batch of ® Bety 


such films to KTLA (TV) los 
Angeles. 

Essentially the action means 
that SAG members will not work 
for Lippert until differences are 
adjusted and the new basic col 
tract is signed. In its notice the 
guild stated that “we hereby offer 
to meet and confer with you and 
the Independent Motion Producers 
Assn. of which you are member for 
purpose of negotiating new colle- 
tive bargaining contract and would 
appreciate it if you would promptly 
advise us of a convenient time aid 
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a such meeting may be te 
SAG recently presented demands eae: 
for a new contract with produce | a 
to replace the present one. Ne 7" Vie 
contract asks ban of all theatre ctr; " 
films made after Aug. 1, 1948 fron ™ 4 ’ 
television use in place of the pres v ™ 
cancellation clause [BROADCASTING *’ set 
© TELECASTING, Aug. 20]. weeks ¢ 
’, RTM 
RECORD “highs” were set by Tag Dares » 
vision-Electronics Fund Inc., Chicas ng the 


this month when firm reported tt However 
net assets of $7,153,000, with Siivee prog 
net assets per share and numbel Timber gi, 
outstanding shares 544,194. ne mont 
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“fl-TV NOW KHJ-TV 


ablish 3 
TV ne. | Personnel Changes Made 
: aTHOUT fanfare Don Lee Broad- 
hata _ System took over operation 
VKFI-TV Los Angeles from Earle 
1 of th . Anthony last Thursday and 
cn. | . ition call letters became KHJ-TV 
ie fund yentifying it with the networks 
ate uni. gl operations. Six key KFI-TV 
ade last partment heads went along with 
resident fe" peership. 
letter t) § George Whitney, formerly gen- 
aj manager Of KFI-AM-TV, re- 
1 statej fined Don Lee as vice president in 
to muc, earge of TV sales [BROADCASTING 
taxpay. P TELECASTING, Aug. oti. Others 
elevision aking the shift include Ken Hig- 
nmercig| fers, Program director; Paul 
| assure Muight, director of remotes; Brian 
age...” Mle, supervisor of TV engineering; 
Casting #erge Krisman, art director; Jim 
” Bye, film editor and Ted Meyers, 
niversity rs and special events. 
an edu. Ward Ingrim, Don Lee executive 
ajunction ee president, will be active in 
fessional Bxhradio and TV. Tony LaF rano, 
extension Hn Lee director of AM opera- 
ep costs fins, adds television to his re- 
of pro- fpmsibilities. Herb Smith, in the 
onal and ¢work’s accounting department, 
. Set Sales Up 
) (Continued from page 78) 
Contract # small profit market is acknowl- 
Fire The Dun & Bradstreet study was 
tions the gme at the behest of a number of 
ld actin @ larger radio-TV and parts 
producer, guuufacturers. In addition to esti- 
ducer no. ting the total number of TV 
ntract, in dealer inventory, it also 
ccordance ported : 
ract with §@ Between 350,000 and 450,000 
2 guild a file model TV sets were among 
producer # 900,000-1,150,000 TV sets in 
ifter Aug. Mail inventory. 
e without B® Between 1,400,000 and 1,700,- 
with SAG HH) radio sets were in dealer in- 
) actors. Bntory at the beginning of August. 
aa ® Between 375,000 and 450,000 
ery portable radio sets were in 
_ we bler inventory at the beginning 
not work August. 
ences are @ Retail radio-TV inventories 
basic con ened by about 15% during July. 
notice the This was the first of a continu- 
areby offer #% monthly survey of radio and 
h you and § set sales and inventories at the 
Producers @til level to be conducted by Dun 
nember for # Bradstreet. The next report, 
new collec: about the middle of September, 
and wold fil cover August sales and inven- 
d promptly ies, 
it time and Underwrite Study 
ng may be Manufacturer derwriting th 
hdy are: nwa tage enters: asa 
ds . ’ ’ 
~— usley, GE, Hallicrafters, Indiana 
one. New Mel Products, Motorola, Philco, 
1 theatre 7 Victor, Sentinel, Sprague 
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ttrie, Stromberg-Carlson, Syl- 
la, Westinghouse and Zenith. 

IV set production for the first 
weeks of 1951 totaled 3,483,674 
*,; RTMA has reported. This 
pares with 3,463,800 produced 


wing the same period in 1950. 


fowever, only 116,000 TV sets 
* produced in July, the lowest 
mber since the 79,500 built in the 
ete month of 1949. 


was made television production 

business manager and Jim Parsons, CLOSED CIRCUIT 

in charge of the network’s public Used for Sales Pitch 
relations department, shifts to TV PATTERN for what may be the 


in a similar capacity. Rodney louie Galen wena f th 
(Bud) Coulson, formerly KFI pub- ee oS oe — & . 
elit Meathes. tales chee Te an. Tee wae set in Chicago on 
_ y eee Seen OM ~ Wednesday, Sept. 5 Executives of 
sons’ former post. William Barron pe General Electric Co.’s Appli- 
continues as Don Lee publicity news ance Div. and 150 of their distribu- 


editor. tors and leading salesmen met in 


“Programwise, we will pursue the NBC’s television studios “AA” in 
same aggressive policy that has the Merchandise Mart for a closed 
made Don Lee Broadcasting Sys-_ circuit introduction preview of the 
tem the nation’s largest regional network’s Bill Goodwin Show. 
radio network,” Willet H. Brown, The 
president, who heads both AM and 
TV operations, said in announcing 


names of those being retained for Network, Tuesday and Thursday, 
KHJ-TV. 3:30-4 p.m., EDT, beginning Sept. 
With the ownership change, 11 through Young & Rubicam. 


appliance division of GE 
will sponsor the new program twice 
a week over the NBC Television 


Haan Tyler, manager of KFI-TV, The closed circuit introduction 
shifted to KFI as general sales was a part of the sponsor’s Sales 
manager. He succeeds Kevin Counselors Convention which is 


Sweeney, who resigned effective being held in Chicago this week. 
Sept. 15. Mr. Sweeney’s future All interconnected stations of the 
plans are not determined, he toid NBC Television Network were fed 
BROADCASTING ® TELECASTING. the unique telecast. 
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NOT “178,498 RADIO HOMES” 
NOT “OVER 83,000 TV HOMES” 
as claimed by Tulsa’s TV Station 


In an independent survey by Leslie Brooks & 
Associates, Research Consultants of Tulsa, Okla- 
homa, it was found that the Tulsa TV area, defined 
as the .1 MV area of Tulsa’s single Television 
Station, has 212,940 radio homes and 31,072 Tele- 





TEXAS TV 


Four New Requests Filed 


ALL FOUR of the new TV applica- 
tions filed with FCC last week were 
for Texas. 

Three of them were filed by the 
same company, UHF Television 
Co., owned by Texas oilmen H. L. 
Wheelock, W. L. Pickens and H. 
H. Coffield. They requested UHF 
stations in San Antonio, Houston 
and Dallas. 

The trio recently sold their in- 
terests in KEYL (TV) San 
Antonio to Fort Industry Co. for 
more than $1 million [BROADCAST- 
ING ® TELECASTING, Aug. 6]. 

In addition to their new applica- 
tions for Channel 35 in San An- 
tonio Channel 23 in Houston and 
Dallas, the three oilmen have pre- 
freeze applications for New Orleans 
and Corpus Christi. 

The fourth TV application was 
filed by KGNC Amarillo, request- 
ing Channel 4 there. The same 
group owns KFYO Lubbock, Tex. 


Survey" 2/2940 RADIO HOMES 


HOMES ‘ 
AND BUSINESSES 





vision Homes and Businesses as of July, 1951. This PERCENT OF MARKET SATURATION 

is in contrast to the Tulsa Television Station's TELEVISION SET RADIO SET 

claims in literature and in advertising of ‘178,498 (HOMES AND BUSINESSES) (HOMES ONLY) 

radio homes” and “over 83,000 television sets” IN CITY OF TULSA 21.0% 98.8% 

in the area. The survey was conducted in Tulsa IN TULSA TV AREA 11.3% 98.3% 

and in 40 towns in the Tulsa TV area. A 3,416 (EXCLUSIVE OF TULSA) 

interview sample was made, statistically valid 

within two percent. FAMILIES WITH BOTH TELEVISION AND RADIO 
$1,000 REWARD! SETS — yo mati PER DAY: 

Associated Tulsa Broadcasters have posted 4.28 HOURS USTENING TO RADIO 

$1,000. with the First National Bank and 4.45 WOURS VIEWING TELEVISION 

Trust Company of Tulsa to be given to the 

first person proving the Brooks survey is not gtd WITH RADIO SETS ONLY — AVERAGE 

within 5 per cent of accuracy, as of date ‘ 

made. 5.3 HOURS LISTENING TO RADIO 
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- mark of $47,398 each, 


P. LORILLARD 


Takes Garden Events 


P. LORILLARD Co. for Old Golds, 
through Lennen & Mitchell, New 
York, has bought half sponsorship 
for 117 sports events to be telecast 
by WPIX (TV) New York from 
Madison Square Garden during the 
1951-52 sport season, it was an- 
nounced Thursday. 
Reported to have 
than $500,000 in Garden’s TV 
rights, WPIX, independent-owned 
by the New York Daily News, of- 
fered the coverage as a single pack- 
age, as a third of a package, or 
as a series of 26 half-hour periods 
over a five-month span. Time, 
rights, and announcers for the lat- 
ter arrangement—requiring about 
14 different sponsors—bore a price 
so it was 
reported that WPIX was asking 
some $640,000 for the package. 


paid more 





TVA STRIKE 


Ends on West Coast 


TELEVISION Authority pickets 
which have maintained a_ five- 
month march on KFI-TV Los An- 
gzeles through change of ownership 
and of call letters last week ceased 
their march as the Don Lee Broad- 
casting System, new owners of sta- 
tion came to terms with the union. 
[BROADCASTING ©@ TELECASTING, 
Sept. 3]. 

Almost simultaneously, Peter 
Prouse, west coast executive, TVA, 
submitted his resignation to TVA 
National Board to join Jack Douglas 
Productions, TV film producers. 

The contract became effective 
Sept. 6, same day on which KFI-TV 
resumed operations as KHJ-TV. 
It continues to Nov. 1952. Including 
among contract conditions are pay- 
ments to TV performers of $35 for 
15 minute show; $45 for half-hour; 
$60, hour show. Don Lee also 
agreed to accept a memorandum 
agreement covering employment of 
staff announcers. 


PRODUCERS 


Plan Own Group 


FEELING need of what they term 
a “representative” organization of 
working television film producers, 
10 leading Hollywood TV _ film 
producers last week bypassed the 
existing National Society of Tele- 
vision Producers and laid plans 
for a new producers’ association. 

Meeting was to be held Thurs- 
day night to formally organize the 
group. 

In the new group are such active 
TV film producers as Jerry Fair- 
banks Productions; Ziv Television 
Productions; Bing Crosby Enter- 
prises; William F. Broidy Produc- 
tions Inc.; Flying A Productions; 
Roy Rogers Productions; Frank 
Wisbar Productions; TVA _ Inc.; 
Primrose Productions; Screen 
Assoc. 


NBC-TV IN A.M. 


Two Shows Planned 


PLANS for expanding NBC-TV’s 
hours of operation—and its adver- 
tising revenue—through addition of 
a breakfast-time program and a 
post-midnight show to its daily 
schedule, were revealed last week 
by Sylvester L. (Pat) Weaver, 
NBC vice president for television. 
The morning program, to run 
from 7 to 9 a.m., will be modeled 
on the music-news-time-weather- 
comedy formula which has paid off 
so handsomely in radio as to be- 
come an almost universal formula. 
Original plans called for selling 
the two-hour program to network 
sponsors in 15-minute segments, 
interspersed with local cut-in an- 
nouncements at each station, but 
at week’s end a proposal that the 
time periods be cut to eight minutes 
was reportedly receiving serious 
consideration from top NBC-TV 
sales and program executives. 
Plans for the after-midnight 
show are less well developed, ex- 
cept that it will be a casually in- 
formal type of program suitable 
to the 12-to-1 time, possibly some- 
what along the lines of last season’s 
Broadway Open House series. 
These two new NBC-TV network 
programs, according to present 
thinking, will be separated from 
the regular afternoon and evening 
shows on the network, leaving the 
11 p.m.-to-midnight period and the 
morning hours after 9 a.m. free for 
local programming by NBC-TV 
affiliates. 





Gillette Buys on CBS 


GILLETTE Safety Razor’s subsidi- 
ary, Cesmetic Co., for home per- 
manents, becomes alternating spon- 
sor on Sept. 27 of Crime 
rapher on CBS-TV, 
10:30-11 p.m., EDT. Agency is 
Tatham-Laird Inc., Chicago. Car- 
ter Products Inc., New York (Ar- 
rid) through Sullivan, Stauffer, 
Colwell & Bayles Ine., New York, 
has been bi-weekly sponsor of the 
drama since it started April 19. 


Photog- 
Thursday, 





Maddigan -Named 


JOHN MADDIGAN, 


news for 


director of 
ABC, has been named 
director of special events and news, 
for the ABC television network. 
A similar appointment will be made 
soon for the ABC radio network. 





KEYL (TV) Adds CBS 


KEYL (TV) San Antonio will be- 
come a CBS television network af- 
filiate effective December 11, Gen- 
eral Manager W. D. Rogers Jr. 
told BROADCASTING ® TELECASTING 
last week. KEYL will continue its 
ABC and DuMont affiliations. 
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COMPLETE COVERAGE intl, 
So.PALM BEACH County 
Ft. LAUDERDALE 
HOLLYWOOD 
ALL GREATER MIAMI 
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a tuLl Time, 
TV STATION 
OAmtelAM. 
FULL DAYTIME Me esrery) 
seks Hundreds of $$$ 
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THESE FEATURES WITH 
ANYTHING 
ON THE MARKET TODAY 


© Three Compact Units 
Push-button Lens Change 
Right or Left Hand Focus Knobs 
Right or Left Hand Lens Iris 
Control Buttons 
Turret, Focus and Iris Controls from 
remote location if desired 
High Resolution Integral View Finder 
Enclosed 1.0. Controls 
Iris Setting Indicator 
Pre-loaded Color Filter Wheel 
Swing-up Chassis 
Focus Range Selector Switch 
Equal Flexibility in Studio or Field 


WRITE, WIRE OR PHONE 
FOR DETAILS 


TV Camera Chains ® TV Film Chains 
TV Field and Studio Equipment 
Theatre TV Equipment 
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GPL 


Makes TV’s Outstanding 
Camera Chain 


fyen Bettey / 


GPL’s 1951 Image Orthicon Chain 
is delivering even more features — 
better performance — than the pre- 
vious model which itself set new 
industry standards! Compare it for 
ease of operation, uniform high 
quality, flexibility in studio or field. 

Set this camera up to meet varying 
requirements . .. control it remotely 
if desired...select any of four lenses 
at the press of a button .. . adjust 
focus from right or left side of cam- 
era, with the same 300° arc of focus 
adjustment for all lenses . . . choose 
color filters, masks, at the flick of a 


thumb . . . control the motor-driven 
iris from camera or camera control 
unit. Normal optical focus range 
automatically adjusts for constant 9” 
diagonal at close-up, for all lenses 
except telephoto. Overtravel switch 
provides extended focus range, 
obtaining full optical focus on all 
lenses. 

In every way, GPL’s is a “human- 
engineered” camera chain, built to 
do a tough job more easily, built to 
do your specific job best! Arrange 
to see this great new model at the 
earliest opportunity. 


FINGER-TIP OPERATION 
from CAMERA or REMOTE LOCATION 


Push-button 
iris controls 


High resolution 
integral view finder 


1.0. controls 
housed for protection 


Push-button lens 
turret control 


Right or left hand 
focus controls 


Iris setting 
indicator 


Actor cue . 
light control || 


GENERAL PRECISION LABORATORY 


INCORPORATED 


Pleasantville 


New York 
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POWER 


FOR YOU 
THRU 


WICU 


ERIE 
PENNSYLVANIA 


This bonus coverage 
is available now to 


all advertisers. 


Phone or wire for 
availability today. 
A perfect test market 


for any campaign! 


WICU 


Channel 12 


EDWARD LAMB 
President 





HEADLEY-REED, NATL. REP. 
Closely affiliated with— 
WTVN Channel 6 
Columbus, Ohio 
WTOD Toledo, Ohio 
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COMPLETE TV SCHEDULE OF NCAA COLLEGE FOOTBALL GAMES 
























Date Home Team vs. Visitor Location Type Date Home Team vs. Visitor Location Type 
Sept. 22 No NCAA Games Televised Nov. 3 Illinois Michigan Urbana, Ill. West to ¢ 
Sept. 29 Pittsburgh Duke Pittsburgh West to East Nov. 3 Army Se: 3S. New York East to We 
Sept. 29 Princeton Columbia Princeton, | Nov. 3 Frank. & Marshall Wash. & Jeff. Lancaster, 
N. J. East to West Pa. Local only 
Oct. 6 Illinois Wisconsin Urbana, Ill. Full network Nov. 10 Mich. State Notre Dame Lansing, 
Oct. 13 Notre Dame Ss. M. U. South Bend Fulf anbemmee —_ West to tay 
Oct. 20 Yale Cornell New Haven, ™ Ge. Toney eyed Subtiatve East to 
Conn. East to East | Nov. 17 Columbia Navy New York — East to fay 
Oct. 20 Ohio State Indiana Columbus West to West Saee. TF Mebaadiis Ecievaite tieasin, 
Oct. 20 lowa State Missouri Ames, lowa Local only Neb. West to Way 
Oct. 20 Minnesota Nebraska Minneapolis Local only | Nov. 17 Maryland N. C. State College 
Oct. 27 Harvard Dartmouth Cambridge, Park, Md. S. E. only 
Se ee | tes. 80 Cite Ohio State Ann Arbor, 
Oct. 27 Northwestern Wisconsin Chicago West to West | Mich. Full network 








NCAA Gridcasts 


(Continued from page 27) 


ers and eastern games directed 
only to the West. This arrange- 
ment also is slated for three Satur- 
days. 

In addition, there will be sec- 
tional and strictly local telecasts. 
Local telecasts, such as the Min- 
nesota-Nebraska game Oct. 20 at 
Minneapolis which is slated to be 
telecast to the Minneapolis-St. Paul 
area only, are expected to be of 
particular value in measuring TV’s 
impact on box office receipts. 

Nine teams will appear twice 
each on the national schedule. They 
are Columbia, Michigan, Maryland, 
Navy, Illinois, Nebraska, Ohio 
State, Notre Dame and Wisconsin. 

Final draft of the national card, 


prepared by Westinghouse, was 
endorsed unanimously by _ the 
NCAA TV Committee. Co-chair- 


men are Ralph Furey of Columbia 
U. and Tom Hamilton, U. of Pitts- 
burgh, both athletic directors at 
their respective schools. 


Speaking for the NCAA com- 
mittee, Mr. Furey expressed com- 
plete satisfaction for the schedule 
and asserted the committee had 
given “television a football sched- 
ule that it wouldn’t have had” 
otherwise. 


Bans in 1950 


Mr. Furey cited bans imposed 
in 1950 on football telecasting by 
the Big Ten, the Southwest and 
the Pacific Coast Conferences, and 
the potential ban by the largest 
football group, the Eastern Col- 
legiate Athletic Conference. He 
emphasized that the NCAA experi- 
mental plan had induced the col- 
leges to permit telecasts of their 
games. 

“We are hopeful that the ex- 
periment will result in some type 
of program that can be contin- 
ued in the future,” said Mr. Furey. 
“Television is here to stay; college 
football is here to stay. We hope 
the two can work together.” 


The Columbia U. official admit- 
ted other factors such as weather, 
team performance and ticket prices 
can affect gate receipts, all of 
which would be taken into con- 
sideration by the NCAA research 
agency. 

The research agency referred to 
is the National Opinion Research 
Center of the U. of Chicago, which 


nal by NCAA on the same bagis 

In addition to the funds thy 
realized, NCAA will assess egg 
school participating in the Wey. 
inghouse schedule “20% or ley” 
of its television income. 

U. of Pennsylvania, eastern grij 
powerhouse, which rebelled agains 
the NCAA imposed plan then ater 
relented, does not appear on the 
Westinghouse schedule. When 
queried about this glaring onj. 
sion, Mr. Furey stated Penn had 
refused a Westinghouse offer to 
carry the Penn-U. of California 
game on the full NBC-TV ne. 
work. This refusal reportedly 
stemmed from an exclusive Penn. 
ABC-TV contract. 

Restrictions imposed by NCAA 
on college gridcasts are expected 
to encourage telecasts at the pr. 
fessional and high school levels, 

Already, Westinghouse has con- 
tracted to sponsor high school grid 
contests on Sept. 21 and on Thanks. 
giving Day via KING-TV Seattle. 

The Washington (D. C.) Red- 
skins professional football tem 
has announced all of its National 
Football League road games wil 
be telecast over WMAL-TV Wash- 
ington. 

Also announced was the spo- 
sorship by the Atlantic Refining 
Co. of road games of the Phila- 
delphia Eagles and the Pittsburgh 
Steelers, both professional teams. 

On NCAA “black out” Satur- 
days, grid interest will be sus- 


measured gate receipts for the 
seasons of 1947, 1948 and 1949 
when TV was not considered a 
major factor, and compared this 
collected data with 1950 season 
attendance. 

It was on the basis of this com- 
parison that NCAA felt justified 
to gauge TV’s impact on attend- 
ance in the upcoming season. 

All NCAA members, more than 
300 colleges and universities, will 
file data on the 1951 season, includ- 
ing attendance figures, with 
NCAA. Information thus compiled 
will be analyzed by the NORC. 
Results of this analysis, expected 
to be aired at the NCAA winter 
convention, will guide future 
NCAA policy on grid telecasts. 
The present NCAA controlled ex- 
periment ends Nov. 24. Schools 
are, in fact, encouraged to obtain 
TV sponsors before Sept. 29, and 
after Nov. 24. 


N.D.-U.S.C. Game Sought 


It was understood that West- 
inghouse is negotiating for the 
Notre Dame-Southern California 
grid classic Dec. 8. 

Further, NCAA has authorized 
any college to make individual 
arrangements for theatre televi- 
sion, Phonevision, or Skiatron. 

The theatre television interests, 
Fabian Network in the East and 
Paramount in the Southwest, have 
been granted the right to telecast 
any game “they want to buy,” 
Mr. Furey said, provided they 
submit results to NORC and 2% 
of their gross profit to NCAA. 
Skiatron and Phonevision also 
have been given the go-ahead sig- 


tained on some stations by films 
pertaining to football in place of 
the live contests. 

CBS-TV plans to carry several 
football games via color television. 










use FELMACK 
LOW COST 
TV FILM SPOTS 


Experienced Advertising Men are amazed 
that we can give so much for so little! 


Whatever your film needs 
Filmack can make them! 


- - 
Jilmack 
STUDIOS 
1331 S. WABASH AVE. CHICAGO 


let us quote you 
on your next film! 
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CHARACTERISTICS 


410 
EX GRADE 
OF MYCAL aid 
factor, 1 megacycle ed 
posses constant, 1 a »- 
Loss factor, 1 megacy — vod 
Dielectric strength, volts . wan 
Volume resistivity, ohm-¢ ca 
are resistance, —, oh 
impact strength, tzod, ft. 


ture, 
ating tempera 
Maximum sate opes ating temperature, 


. of notch 0.7 
me ure, °C 350 
© 650 

nil 


Coefficient of i VW1x10 6 
Tensile strength, psi 6000 


WRITE FOR 20- : 
This comprehensive c os 
d manufactu 


PAGE CATALOG 
mpilation © 
g data in- 


technical at dielectric information. 


cludes comp 


The Ideal Dielectric 
FOR NEW u a F -_ TW APPLICATIONS 


at low cost! 


@ LOW-LOSS FROM 60 CYCLES/SECOND 
TO 24,000 MEGACYCLES/SECOND 


@ MAXIMUM EFFICIENCY, UTMOST 
ADAPTABILITY, LOWEST COST 


@ AVAILABLE MOLDED TO PRACTICALLY 
ANY SHAPE OR SIZE WITH OR WITHOUT 
METAL ELECTRODES OR INSERTS 


FCC Approval of UHF TV has introducea an era of engineer- 
ing and manufacture to standards seldom before attained in 
mass production. Many materials, dielectrics in particular, fail 
to meet these more critical requirements. MYCALEX 410 is 
one exception. This dielectric can be molded to close tolerances 
with or without metal inserts—high efficiency to well over 
24,000 megacycles. MYCALEX 410 can be molded in volume 
at low cost. It can be produced to closer tolerances than higher 
priced ceramics. Electrically and mechanically, MYCALEX 410 
is the ideal dielectric for tube sockets, tuners, condensers, 
switches, coil structures and many other UHF components, 


es ed 


ee 


MYCALEX glass-bonded mica sockets are 
injection molded to extremely close toler- 
ance. This exclusive process affords superior 
low-loss properties, exceptional uniformity 
and results in a socket of comparable quality 
but greater dimensional accuracy than cera- 
mics—all at no greater cost than inferior 
phenolic types. These sockets are available 
in two grades, featuring high dielectric 
strength, low dielectric loss, high arc resist- 
ance and fully meet RTMA standards. 


Write for Tube Socket Data Sheets 


SINCEI9I9 


TUBE SOCKETS 


MYCALEX 410 is priced comparable 
to mica-filled phenolics. Loss factor 
is only .015 1 mc., insulation resist- 
ance 10,000 megohms. Fully ap- 
proved as Grade 1-4B under N.M.E.S. 
JAN-1-10 “insulating Materials Cer- 
amic, Radio, Class 1.” 

MYCALEX 410X is Jow in cost but 
insulating properties greatly exceed 
those of general purpose phenolics. 
Loss factor is only one-fourth that 
of phenolics (.083 at 1 mc.) but cost 
is comparable. Insulation resistance 


10,000 megohms. 


MYCALEX CORPORATION OF AMERICA 


Owners of ‘MYCALEX’ Patents and Trade-Marks 


TRADE MARK REGUS PAT OFF 
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But is was no accident 


that he hit the multi- 
7) 


tlion 
market, 


see—he’s a time buyer 


dollar Tulsa 


because you 


who knows about the 
more than 80,000 TV 
homes covered by 
KOTV—Tulsa’s first TV 
station. He also knows 
about the top-rated 
afternoon shows—Look- 
in’ at Cookin’; Matinee 
Showcase, and that 
KOTV has the finest 
shows available from 
four networks, NBC, 
CBS, ABC and Dumont. 


Channel 6 


First in Tulsa 


Cameron Television, Inc. 
302 South Frankfort 
IU) Kt. @) 40] alelaate) 


Represented Nationally by 
EDWARD PETRY & CO. 
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NARTB Board Meet 


(Continued from page 77) 


service on the occasion of a great 
and vital diplomatic conference. 
It is inconceivable to those of us 
engaged in radio and television 
broadcasting that a State Depart- 
ment executive of such high rank 
should fail so utterly in evaluating 
the public service contributions of 
American broadcasting.” 

The directors pointed out that 
the 1l-man program commission 
inherent in the Benton plan would 
be one step away from an actual 
censorship agency. 

Even while the Senate subcom- 
mittee was hearing the pro-Ben- 
ton bill witnesses tell why they 
wanted Congress to open the flood- 
gates a crack or two and release 
the first surges of government- 
approved censorship (see hearing 
story page 23), the board was voic- 
ing genuine concern about the leg- 
islative situation. 


‘Pig Squeal’ Video 


Members were concerned, too, 
about the Benton-inspired drive to 
get Congressional blessing for fee 
or “pig squeal” television. They 
also discussed ways of meeting the 
extensive demands of well-organ- 
ized educators for allo¢ation of TV 
channels and required bracketing 
of special regular hours for edu- 
cational and public service pro- 
grams. 

Obviously the board felt it should 
set the pace for a determined bat- 
tle against legislation deemed 
highly damaging to the private 
telecasting industry. Members 
were in agreement that every re- 
source of this young medium as 
well as all association facilities 
should be thrown into the battle. 

Thad Brown, director of 
NARTB’s television organization, 
reported to the board on the 
Wednesday-Thursday hearings on 
Capitol Hill. 

NARTB President Harold Fel- 
lows, who took an active part in the 
Virginia Beach discussions, previ- 
ously had asked Chairman Ed 
Johnson (D-Col.) for the right to 
testify in opposition to the Benton 
measures [BROADCASTING ® TELE- 
CASTING, Sept. 3]. 

Presiding at the TV _ board’s 
meeting was Chairman of the 
Board Eugene S. Thomas, WOR- 
TV New York. Justin Miller sat 
with the directors as chairman of 
the combined NARTB boards and 
NARTB general counsel. 

The first day’s meeting closed 
Thursday afternoon with a deci- 
sion to name a committee to draw 
up specific language reflecting the 
board’s position in the legislative 
crisis. This committee reported 
to the board as the Friday morning 
session opened. 

The crucial question of television 
program and advertising standards 
was moved to the Friday agenda 
because of time consumed in the 
legislative discussion. 

The commercial side of telecast- 
ing was dominant in several Thurs- 
day discussions. Cooperative ef- 


forts carried on this year by 
broadcasters, telecasters and pro- 
fessional baseball operators were 
reviewed by President Fellows and 
Robert K. Richards, public affairs 
director. 

Already in the works is a move 
to set up an industry committee to 
expand this cooperative venture. 
Despite the improvement in rela- 
tions with sports promoters there 
still exists a belief among some 
club owners that radio and televi- 
sion are hurting the baseball gate. 

Involved in the question are seri- 
ous technical problems and it was 
felt a committee of broadcasters, 
telecasters and NARTB officials 
would provide the best means of 
handling the situations, which in- 
volves anti-trust angles. 


AAAA Negotiations 

Chairman Thomas reported on 
progress of negotiations with 
American Assn. of Advertising 
Agencies on standard advertising 
contracts. He submitted the report 
on behalf of Ted Bergmann of Du- 
Mont Television Network, chair- 
man of a special NARTB com- 
mittee handling the matter. 

The standard forms will greatly 
simplify the business of signing 
TV sponsorship contracts, Mr. 
Thomas said. Provisions will cover 
such matters as discounts, cancel- 
lations and related material. 

He added the committee will hold 
another meeting soon with an 
AAAA committee headed by Frank 
Silvernail, BBDO. 

First action taken by the board 
after it convened Thursday morn- 
ing was to approve the TV organ- 
ization’s expansion program. Di- 
rector Thad Brown, who has headed 
the operation since June, will be 
given an assistant, to be appointed 
by President Fellows. 

Operations have been kept well 
within the $150,000 annual budget 
since the organization was set up 
last spring. Board Chairman 
Thomas told BROADCASTING® TELE- 
CASTING the directors unanimously 
applauded the TV organization's 
fiscal position. 

With 68 stations and two net- 
works now in the fold, the organi- 
zation is ready to enter new func- 
tions and broaden its work, Mr. 
Thomas said. This will be part of 
a continuous effort to expand the 
service to TV members as well as 
to aural stations and TV applicants 
when a membership basis has been 


XELD-TV to CBS-TV 


XELD-TV Matamoros, Mexico, be- 
came the 62nd CBS-TV affiliate 
Sept. 1. The first Mexican tele- 
vision station to affiliate with an 
American network will receive 
service by television recording. 
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Selling: SHOES? 
E ( WILBUR STREECH PRODUCTIONS 
Try. 


1697 BROADWAY, N.Y. - JUDSON 2-3816 
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worked out for them. 


Solicitation of TV n ‘mbershipg 


started last March. In the intep. 
vening months the membership 
dues have reached 92% of the 


budget estimate. The TV organiza. 
tion has been functioning with 
three persons. 

Applications for TV membership 
were approved as follows: KF Mp. 
TV San Diego; KING-TV Seattle. 
WABD (TV) New York; Wcpo. 
TV Cincinnati; WDTV (TV) Pitts. 
burgh; WEWS (TV) Cleveland: 
WHBF-TV Rock Island, Ill.; WJry. 
TV Lansing, Mich.; WOR-TV New 
York; WTMJ-TV Milwaukee ang 
DuMont Television Network. Np 
Television Network and DuMont. 
owned WTTG (TV) Washington 
had been admitted at the Board's 
June meeting. 


Dues Action Later 


The knotty question of NARTB 
dues, interlocked with AM and 
Broadcast Advertising  Bureay 
membership, will be decided by the 
combined NARTB radio and TY 
boards at a joint meeting to be 
held in early December. 

BAB already has started solicj- 
tation of members for the period 
starting next April 1 when it will 
be divorced completely from 
NARTB. As it stands now, NARTB 
dues follow a __— station-income 
schedule whereas monthly TV dues 
are based on the five minute or half 
the quarter hour card rate and 
BAB charges half the highest 
hourly card rate. 

TV board members attending the 
Virginia Beach meeting were Chair- 
man Thomas; Paul _ Raibour, 
KTLA (TV) Los Angeles; Camp- 
bell Arnoux, WTAR-TV Norfolk; 
Clair McCollough, WGAL-TV Lan- 
caster, Pa.; Robert D. Swezey, 
WDSU-TV New Orleans; Messrs. 
Russell and Rogers. Excused were 
George B. Storer, Fort Industry 
stations; Chris J. Witting, Du- 
Mont; Harry Bannister, WWJ-TV 
Detroit, and Harold Hough, 
WBAP-TV Fort Worth. Attending 
for NARTB besides President Fel- 
lows, Board Chairman Miller and 
Director Brown, were C. E. Arney 
Jr., secretary-treasurer; Robert K. 
Richards, public affairs director, 
and Ella Nelson, secretary to Mr. 
Arney. 
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RADIO and TV STATIONS 


Profits Depend on 
Efficient Personnel. 


Our Graduates are 
Checked for 
Ability and Enthusiasm 
Appearance and Personality 
integrity and Showmanship 
Trained by . . . 
Network Professionals 
Trained to. . 
Do more than one job well 
Understand your operational 
problems 
Trained with . 
Complete TV and Radio 
Commercial Equipment 
Trained under . 
Actual Broadcast Conditions 
For Prompt Free Service 
Call, Write, or Wire 
Personnel Division 
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With PUPPETS that can sell anything they are to be ready for distribu- 
‘om a detergent to an automobile tion Oct. 1. 
ership are claimed to be the invention of Take It Easy Time, half-hour 
FMB. } Joop Geesink, Dutch puppet maker. musical series, is first production 
rattle: Pe has been signed by TRANS- of a new Hollywood firm formed 
CPO. FILM Inc.. New York to design by Buster Collier and Harry Joe 
Pitts. | xclusive TV film properties for Brown. FEDERAL Television will 
eland: | ve prominent U. S. advertisers.” produce both live and film TV 
NJIM- | transfilm Executive Vice _Presi- shows. 
’ New Bent Walter Lowendahl maintains Sales & Production... 
€ and [hat “Joop Geesink’s Dollywood ess ae ee 
NBC Vyelike puppets, set in almost un- DICK LEW IS Studios, Chicago, 
ws «te : é ' ‘ PT , llywood 
1Mont- |lievably realistic detailed scenes, and TELE! 1X Corp., Holl; * 
ington Pye certainly the most compelling @7¢ affiliating in the sale of TV 
Joard’s dentification for a product, trade- Spot commercials at 155 E. Ohio 
nark or idea that has been devised St., Chicago. 
» far.’ Premiere showings will ~ ee 
scheduled for major TV cities JERRY FAIRBANKS, Hollywood, 
TARTB figon after Mr. Geesink arrives in will film 65 TV spots for Crawford 
Mand fais country. Clothes through A. Paul Lefton 
Bureau An interesting and informative agency and has completed com- 
by the Juarter-hour TV commercial has_ mercials for Carter’s Pills through 
nd TV fen worked out by Nelly Don Ted Bates & Co. 
to be Pxesses (Donnelly Garment Co., s ¢ «€ 
lansas City). It is described as an SKYLINE Productions, New York, 
solici- ditorial - type fashion show’ in association with Auerbach Film 
period gucing the creation of a lady’s Enterprises, has completed half- 
it will 92S from designer's sketch pad hour pilot film for projected 13- 
from gecustomer’s wardrobe. Available Week series tentatively titled Stay 
NARTB §? color and black-and-white to ©, + of My Dreams, featuring 
‘income § tes selling Nelly Don dresses, Coleste Moin. 
'V dues ure is no charge for use of the a a 
or half 4 Stores must buy their own ENCYCLOPAEDIA Britannica 
highet | Wild Bill Hickok rides again in Films, Chicago, has bought assets 
~ Tisries by WILLIAM F. BROIDY Of Instructional Films Inc., New 
; inductions. Filming starts next York, a distribution agency for 
“—— wk, Kellogg’s Corn Pops are ¢ducational films. 
e Whalt- Fonsoring the show on 35 TV sta- eo eee oe 
aibourn, tons. SNADER Telescriptions, Los An- 
3 Camp- Last week, J Love Lucy, starring geles, has completed 10 TV color 
Norfolk; Pisille Ball and Desi Arnaz, was shorts featuring Andy and Della 
Pe. « ut before the cameras for the Russell and Marti Stevens, singers, 
Means. ist time. The series starts Oct. at General Service Studios. 
od wine fon CBS-TV, sponsored by Philip ~ & & 
industry torris, Fifty-two half-hour shows INS-TELENEWS, New York, has 
ng Du- §U be filmed. Producer, DESILU sold its newsreel services to KMTV 
TWI-TV hnductions, is owned by Miss Ball (TV) Omaha, WNHC-TV New 
Hough, ai Mr. Arnaz. Haven, WTMJ-TV Milwaukee and 
ttending Jewelers’ commercials will be XELD - TV Matamoras, Mexico 
ient Fel- tightened up by some 30-second (planning studios in Brownsville, 
Tler and pities called Highlights of Famous Tex.). 
> Arney ppmonds. They are incorporated gre ae 
obert K. $2 °e-minute spots narrated by FRAN HARRIS and NORMAN 
director, §’™ Terris, world traveler and ex- WRIGHT are co-producing TV 
y to Mr. guter. CHARLES MICHELSON, commercials for Ice Follies of 1952 
: lw York, has produced them and through WALTER McCREERY 
SRT . * 
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Inc., Beverly Hills, Calif. 
ILLUSTRATE Ine., Los Angeles, 
will make its quarter-hour, five-a- 
week Tele-Comics series available 
in half-hour lengths for once-a- 
week showing, providing 44 weeks 
of programming. 

ok * * 
WILBUR STREECH Productions, 
New York, is filming 13 one-minute 
spots for Thom McAn_ Shoes 
through Neff-Rogow agency. 

* ~ * 
JERRY SCHNITZER, Bernard Lu- 
ber and Robert Maxwell have com- 
pleted four five-minute films for 
their new Magic Mirror series. 


DUDLEY Pictures Corp., Los 
Angeles, has sold 10-minute This 
Land of Ours series to six addi- 
tional TV stations, making total of 
11 now carrying the educational 
series. New outlets are WDAF-TV 
Kansas City, WGN-TV Chicago, 
WNBT (TV) New York, KGO-TV 
San Francisco, KSTP-TV St. Paul, 
and WBEN-TV Buffalo. 
ALTAVITA Films, Rio de Janeiro, 
has purchased Latin-American 
rights to Invitation Playhouse from 
WILLIAMS Productions, Los An- 
geles. 


FORD GRANT 


Advisers Meet at WOI-TV 
AN ADVISORY committee met at 
WOI-TV Ames, Iowa, Aug. 27 to 
discuss programs to be telecast 
under a $260,000 grant from the 
Ford Foundation. 

Purpose of the committee, ex- 
plained Richard B. Hull, radio-TV 
director at Iowa State College, is 
to select subjects for two weekly 
30-minute educational programs to 
be aired by WOI-TV. 

Of the two programs now 
planned, one will deal with local, 
state and national problems, the 
other to be devoted to international 
problems. 

The committee is composed of 
clergy, newspapermen, and other 
community leaders. Dr. Burton 
Paulu, manager of U. of Minne- 
sota’s KUOM _ Minneapolis - St. 
Paul, is supervisor of the program 
project. 

Aim of the project is threefold. 
It will seek new techniques for 
telecast presentation, determine 
audience evaluation and train per- 
sonnel for the production of edu- 
cational programs. 

Also at the Iowa State College 
to aid in organization of the pro- 
grams dealing with international 
problems is Mavor Moore, director 
of television production for the 
Canadian Broadcasting System, 
Toronto. 

The WOI-TV grant issued from 
the Fund of Adult Education of 
the Ford Foundation. It provides 
for a series of TV programs within 
the general objectives of the Foun- 
dation. These objectives are the 
avoidance of war, preservation of 
the democratic way of life and the 
strengthening of world economic 
foundations. 
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VIDEO’S EFFICACY 


VIDEO’s success as an advertising 
medium corresponds roughly with 
its efficacy as a training and educa- 
tional medium, the American Psy- 
chological Assn. was told during 
its four-day convention in Chicago 
which ended last Monday. 

That conviction was expressed 
by Dr. Thomas E. Coffin, super- 
visor of NBC-TV’s program re- 
search division, in one of a series 
of papers reflecting the scientists’ 
view of TV’s impact on the public. 
The convention was held at the 
Hotel Sherman Aug. 31-Sept. 3. 

In another paper, Dr. G. D. 
Wiebe, research psychologist for 
the CBS Radio Division, told dele- 
gates that television can, under 
certain demonstrable conditions, 
help achieve social and cultural 
objectives. A third paper, delivered 
by Norman Young, urged a “con- 
structive” technique for securing 
“mure definitive data” on TV pro- 
gram popularity with emphasis on 
program segments. 

Dr. Coffin reviewed for the psy- 
chologists the findings of the sec- 
ond Hofstra College study of the 
impact of television [BROADCAST- 
ING @ TELECASTING, June 18]. 
“The explicit objective of the re- 
search,” he said, “was a study of 
television’s effectiveness as an ad- 
vertising medium, but implicit in 
the findings are a number of inter- 
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esting implications regarding tele- 
vision as an instrument for educa- 
tion and training.” 

From this viewpoint, effective- 
ness of advertising means to some 
degree effectiveness of learning, 
Dr. Coffin noted, “for in a very 
real sense the advertiser is under- 
taking a project of education and 
training with his commercial mes- 
sages. A measurement of his suc- 
cess in this endeavor is a measure- 
ment of television’s success as a 
training medium.” 


Commercial Types 

Discussing viewers’ attitudes 
towards commercials seen on TV, 
Dr. Coffin reported a survey finding 
that the least effective commercials 
were those that left viewers neutral 
or indifferent, with those arousing 
antagonism as somewhat more ef- 
ficient and those that were well 
liked the most effective by a large 
measure. “Perhaps,” he concluded, 
“some of our students might main- 
tain that similar trends may often 
hold for transmitting education via 
television.” 

In his paper titled “Merchandis- 
ing Commodities and Citizenship 
on Television and Radio,” delivered 
at the convention Saturday, Dr. 
Wiebe contended that the media 
can, under certain demonstrable 
conditions, help achieve social and 
cultural objectives. 


Sellers of commercial products 
assure themselves that certain 
agencies, mechanisms and condi- 
tions exist and are in good work- 
ing order before they begin to ad- 
vertise their products on radio or 


Psychologists Praise 





television, Dr. Wiebe explained; 
the manufacture of the products 
must have started, with distribu- 
tion systematized, and retail out- 
lets available, before the producer 
will want to advertise his products. 

The same thing is true when it 
comes to selling good citizenship, 
Dr. Wiebe said. “Mass persuasion 
in terms of motivating behavior is 
a function of the audience mem- 
ber’s experience with regard to 
five factors: The force of the moti- 
vation, the existence of a mechan- 
ism, the direction, the distance and 
the adequacy. 

He cited a CBS war bond sell- 
ing campaign of 1943 as a good 
example of radio’s_ influencing 
social behavior. Audiences were 
asked to telephone their local CBS 
station to order war bonds. The 
motivating force, the war effort, 
was powerful and the mechanism 
through which listeners could act— 


the telephone—was easily avail- 
able, obviously located, and 
familiar through previous use. The 


distance, both physical and psy- 
chological, was minimized. Result 
was that the audience response 
was strong, with $39 billion worth 
of bonds being pledged within 18 
hours. 


Mr. Young told the convention 
that on the basis of 50 question- 
nairs he sent to televiewers in a 
large city, “a composite list of 10 
program favorites differed signif- 
icantly from the ranking of the 
segments (of programs taken) 
separately.” 

Segmental analysis 
Mr. Young asserted, gives 


technique, 
“not 





HOME AND AUTO SETS 


Advertest Surveys New York TV Families 





REPORT on home and automobile 
radio ownership in TV homes with- 
in the New York television area 
has been compiled for CBS by 
Advertest Research, New Bruns- 
wick, N. J. 

The study was based on 767 per- 
sonal interviews during the period 
Aug. 3-11 and released last week. 
Figures revealed 1,776 families 
with radios and 1,653 families with 
receivers in working order. Per- 
centage of owned radios in working 
order was 93.1%. 

Average number of radios per 
TV family, on the basis of figures 
supplied by Advertest, was 2.32 in 
the owned category and 2.16 in the 
working classification. 

Families equipped with working 
auto radios amounted to 381 or 
49.7% out of a total number of 
639 vehicles. Average number of 
autos per TV family was 0.83 auto- 
mobiles and 0.59 auto-equipped 
sets working. Percentage of all 
owned automobiles equipped with 
working radios was 70.6%. 


Statistics furnished by Advertest 
follow: 


OWNERSHIP OF ALL RADIOS AND WORKING 
RADIOS BY TV FAMILIES 


(Base: 767 Television Homes) 


Number of Families Having Families Having 
Radios This Number This Number 
Working 
ti) 12 ( 1.6%) 27 ( 3.5%) 
1 257 (33.5%) 271 (35.3%) 
2 209 (27.2%) 221 (28.8%) 
3 165 (21.5%) 142 (18.5%) 
4 59 ( 7.7%) 58 ( 7.6%) 
5 41 ( 5.3%) 24 ( 3.1%) 
6 12 ( 1.6%) 15 ( 2.0%) 
7 7 ( 0.9%) 6 ( 0.8%) 
8 or more 5 ( 0.7%) 3 ( 0.4%) 
Total Number 
of Radios _ 1776 1653 
Average Per 
TV Family 2.32 2.16 
Percentage of all 
Owned Radios in 
Working Order 93.1% 


OWNERSHIP OF AUTOMOBILES AND RADIO 
EQUIPPED AUTOMOBILES BY TV FAMILIES 


(Base: 767 Television Families) 
Families Having 
This Number 

Number of Families Having Equipped With 
Automobiles This Number Working Radios 

0 251 (32.7%) 381 (49.7%) 

1 422 (55.0%) 335 (43.7%) 

2 68 ( 8.9%) 39 ( 5.1%) 

3 23 ( 3.0%) 10 ( 1.3%) 

4 or more 3 ( 0.4%) 2 ( 0.2%) 
Total Number 

of Automobiles 639 451 


Average Per 
TV Family .83 59 
Percentage of all 
Owned Automobiles 
Equipped With 


Werking Radios 70.6% 


Telecasting 








only more information but better 
information as to the whys and 
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wherefores of program Popular. Ext 
ity.” He suggested th: technique NSTRU 
may be used in program constry, , ae 
tion and reorganization. pt tow: 7 
As an example, Mr. Young cited nil 

a program rated No. 1 by Hoope Ee’ 
but which had no segment “in th ty. a 
first three favored segments of gj _ in | 

the programs, whereas a lowe. ‘ 

rated program (No. 9 or No, 10) ; ley | 
had a segment rated as No, 9 Pox 
among all the segments.” yp, These | 
Young said that formats Using ner ua 
favored segments “were found not a <a 
to match any top programs.” TMAQ’s 
t mast ¢ 

NLRB ON NABET PF 
The new | 
Rules Strike Illegal §iAQ a se 
NATIONAL Labor Relations ppeter tha 
Board in a unanimous decision MMUS 2” 
Aug. 30 ruled as illegal the Ng. | thousa 
tional Assoc. of Broadcast Bp. pus & 





gineers and Technicians jurisdic. 


tional strike last February [Broa MD ‘FR 
CASTING ® TELECASTING, Sept. 3}. 
Strike occurred in New York Canned 





when Teleprompter machines, elec. 


trical cuing aids for actors, were ff RED 
installed at WNBT. Members of y do it 
the IATSE local were assigned by {vice pr’ 
the company to handle the equip- Broadca 
ment. NABET ordered its mem- a, . 

} ‘ 





bers out on strike, contending the 
added equipment increased the 
hazards of employment. NLRB, 
however, found the union was 
acting to get Teleprompter work 
for its own members rather than 
those already employed for it, and 
ordered the dispute terminated. 
Decision is expected to set prec- 
edent where jurisdictional question 
about Teleprompters is raised, 
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Canada Telesets Up 


A TOTAL of 1,088 TV sets were 
sold in Canada in May, valued at 
$542,073, compared to 686 sets a 
year earlier. Most of the sets were 
sold in southern Ontario, close to 


the U. S. border. In first five ile, peac 
months of 1951, a total of 19252 4 of t 
he wire 


sets valued at $10,663,699 were 
sold in Canada, as against 4,248 
in 1950 period, according to figures 
of the Dominion Bureau of Statis- 
tics, Ottawa. By cities sales of TV 
sets were mostly in the Toronto- 
Hamilton area, 8,361 in January: 
May 1951 period; 7,822 sets in 
Windsor area (opposite Detroit); 
and 2,215 sets in Niagara Falls 
area, 
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KTLA (TV) Hollywood adds two and 
one-half hours weekly to program 


schedule with addition of new five 
weekly half-hour public service Pr 
gram Playcrafter’s Club. 
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wie lw WMAQ TOWER 
ae Extends Coverage Area 
nique WNSTRUCTION of a new 740- 
Struc. "i tower for WMAQ Chicago has 


ncompleted near Bloomingdale, 
; cited J 39 miles west of the Windy 
Looper . 
in the the tower is expected to be ready 
of all B pegin transmitting within a 
lower. 
0. 10) 
No. 2 
Mr, 
Using 
nd hot 


peasley Construction Co., Mus- 
ne, Okla., began work on the 
ser base Aug. 20 and on Aug. 30, 
.e working days later, the last 
Hts were in place. 

WMAQ’s first tower was a 100- 
+ mast erected atop a store in 
T >) 


The new mast is reported to give 











[egal #iAQ a service area some 12-15% 
lations ater than was embraced by the 
lecisien vious antenna and to add sev- 
he Na. } thousand square miles to the 
st En. ion’s coverage. 
urisdic. 
 BRoAD- D ‘FREE RADIO’ 
—~ (anned Propaganda Pleases 
= ele Br REDS have “free” radio. 
S, Were Be do it with wires. 
bers of \yice president of the Rouman- 
gned by Broadcasting Committee wrote 
bieiint lng newspaper article’ in 
tee: harest explaining the Soviet 
Z ry . mn of broadcasting. He calls 
NLRB fe iofication.” 
ee Badiofication is the ‘“construc- 
a a of local stations of radio 
ver aa plification which are able to re- 
, hae e the broadcasts of transmit- 
ented k stations and send them along 
set pree- ee to the loud-speakers installed 
. @the homes of the inhabitants 
= the respective locality.” 
a lapitalist countries like the 
ted States avoid this radiofica- 
Up _ the official says, because “they 
sets were” dare to put at the disposal 
vale the masses a means of propa- 
36 sets ale and education ... They fear 
sets were M8Sses, who would doubtless 
~ close to it... in the interests of the 





le, peace, democracy and the 
fare of those who work.” 

he wired-radiofication of the 
munists, of course, precludes 
tion of Voice of America 
deasts. The Roumanian official 
osciously assures his readers 
this American brand of broad- 
ing is “hated and despised by 
workers everywhere.” 
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Because of Radio 
(Continued from page 28) 


bargain hunters were already 
lined up for a block outside Kos- 
ciuszko’s warehouse store. 

Today 90% of Kosciuszko’s ad- 
vertising money is spent on radio. 
Out of an approximately $25,000 
per year radio budget, one-third 
goes to WEMP. 

Ed Stein attributes a large por- 
tion of Kosciuszko’s success to his 
WEMP advertising. 

“WEMP got us started in radio 
and gave us good spots on the air, 
which brought people into the 
store who ordinarily do not come 
to this side of town. We have had 
customers come all the way from 
North Milwaukee and Port Wash- 
ington. Now only 60% of our 
business comes from south side 
residents,” he says. 

“We were only a small neighbor- 
hood store when we started ad- 
vertising over WEMP. Our radio 
messages brought in the traffic and 
today the Kosciuszko Furniture 
Stores are rated among the upper 
four or five in the city for sales 
volume.” 


Brings Them In 

In Mr. Stein’s opinion radio has 
done a “terrific job for sales of 
major appliances and_ bedding. 
Radio brought in the store traffic, 
and when they start looking at 
items, half the battle is won.” 

“We have never run a newspaper 
ad on carpets,” Mr. Stein declares. 
“But our radio advertising has 
brought people in who are looking 
for a rug, and they’ve left after 
purchasing wall-to-wall carpeting.” 

In the future the Kosciuszko 
Furniture Stores, now in their 41st 
year of business, plan to use the 
same amount of radio advertising. 
However, radio will be concen- 
trated more in the daytime hours, 
with perhaps some evening tele- 
vision spots. 

The Little Potts Furniture Store, 
at 10 East North Ave. in Balti- 
more, spends 95% of it’s $16,000 
annual budget in radio and finds 


the results are eminently satis- 
factory. 
So satisfactory, in fact, that 


Isaac Potts, owner of the store, 
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just signed up for his 12th con- 
secutive year on one radio pro- 
gram on WFBR Baltimore. 

Proof that the type of program 
is important to the the furniture’ 
store is found in the fact the Little 
Potts store was not particularly 
impressed with its first venture into 
radio, a series of dramatic sketches 
based on the life of Edgar Allen 
Poe. 

There seemed to be no tangible 
results. So the store tried both 
daily newspapers in Baltimore. 
Results were no better. 


Out 


The store was out of radio ad- 
vertising for a year until the 
Maurice Chessler Co. proposed the 
idea of Sing ’n Win, a telephone 
prize show which was then a new 
idea for radio. Isaac Potts accepted 
the plan on a 13-week trial basis 
and subsequent developments have 
proved he picked a winner. 

Sing ’n Win is presented as a 
separate feature of WFBR’s vari- 
ety show Club 1300 near the middle 
of the show, falling at about 1:30 
p-m. each day... Ten minutes long, 
the portion includes two phone 
calls with a $5 cash, cumulative 
prize offered to the listener who 
can identify the song. 

Between calls m.c. Henry Hick- 
man takes time out to talk about 
Sing ’n Win “money savers” which 
can be purchased at the Little 
Potts store. The approach is on a 


For Year 


neighborly, down-to-earth basis. 
People like it. And what’s more 
important, they go to the store 


and buy the “money savers” and 
other furniture as well. Through 
its 11-year use of radio Little Potts 
has become one of the best-known 
stores in Maryland. 

On Friday The Lather Boys, a 
barber shop quartet, put in a spe- 
cial appearance for Sing ’n Win. 
Each member of the quartet be- 
longs to the station staff who joined 
the group as a gag several years 
ago. 

The Potts firm feels that the 
“money saver” is the key to the 
store’s success with radio. 


Results Good 


Ephraim Potts, son of the store’s 
founder, is in charge of advertis- 
ing. He points out the item fea- 
tured may not be a money maker. 
It is selected for its seasonal ap- 
peal and outstanding value and is 
rated by the number of people it 
brings into the store. It is not un- 
usual for one of these offers to 
bring people from 20 or 30 miles 
away even though the store is in 
what usually classified as a 
neighborhood location. 

The fact that the Potts store 
has given more than $35,000 in 
prizes to Baltimore radio listeners 
is featured in radio and other ad- 
vertising. The station publicizes 
this feature generously through its 
own facilities as well as through 
display. All of the people who top 
$100 in winnings are interviewed 
on the air and are awarded a cer- 
tificate of membership to the Little 
Potts $100 club. 

Each year Mr. Potts celebrates 


is 


WFBR promotes the Little Potts give 
away with this radio display. 


his contract renewal by putting in 
an appearance on Club 1300 with 
John E. Surrick, vice president and 
general manager of WFBR. He 
joins in the fun by reading his 
own commercials, putting in a 
phone call to a prospective prize 
winner and joining the Lather 
Boys for a tune. 


Cab Driver Test 


Mr. Potts likes to test the effec- 
tiveness of his advertising in radio 
on Baltimore cab drivers. When 
getting into a cab he will ask the 
driver to take him to the store that 
sponsors the Sing ’n Win program. 
He says he always gets to the right 
destination. 

The furniture store owner was 
please one day recently while talk- 
ing to Mayor Thomas D’Alesandro 
to hear that Mrs. D’Alesandro is 
a steady listener to the program 
although she has never been called 
on the prize question. He finds the 
constant association of the Little 
Potts named with his own makes 
a profitable business relationship. 
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Film 
(Continued from page 79) 


Wine in seven markets and local 
advertisers on open-end basis in 
other areas), with a weekly 60 min- 
ute syndicated open-end, American 
Legion Wrestling. 

Firm also has six re-issues in 
circulation and in addition this 
week is scheduled to start two new 
series. One is a mystery-drama 
prestige package and the other an 
untitled dramatic series with star 
names. 

Sharing equal first place honors 
with Fairbanks Productions is 
Snader Telescriptions, turning out 
a weekly average of 12 of its three 
and one-half minute musical TV 
filmed open-end shorts. Shooting 
is in color as well as black and 
white. Snader shot its quota of 
400 telescriptions on schedule last 
season and now is in all of the 
63 TV markets. 

Firm also has set up a subsi- 
diary, Snader Productions, to fi- 
nance and produce full length TV 
feature films and various quarter- 
hour series. Besides the Dick Tracy 
series and Tele-Vespers, religious 
programs, in production are two 
half hour as yet untitled adventure 
series of 39 programs each. Pilot 
films of Brenda Starr and Moon 
Mullins also have been shot. Based 
on the syndicated cartoon strips, 
they will be a half-hour each, with 
a series of at least 39 programs. 

Roland Reed Productions is 
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shooting the 30 minute situation 
comedy series, Trouble with 
Father, sponsored by General Mills. 
The Beulah comedy series spon- 
sored by Procter & Gamble, was 
scheduled to go into production last 
Tuesday (Sept. 4). Half-hour Mys- 
tery Theatre, sponsored by Sterling 
Drug Co., also is being shot by 
Roland Reed Productions. 

Then there are Ziv Television 
and John Guedel Productions, each 
with two major entries. Ziv has 
its Cisco Kid series going full blast 
in several markets and Boston 
Blackie will be ready for fall re- 
lease. The Falcon will be produced 
in color as well as black and white, 
according to John L. Sinn, presi- 
dent of Ziv TV. He believes that 
95% of TV entertainment even- 
tually will be on film. 


Filmcraft Productions is again 
filming the Groucho Marx You Bet 
Your Life audience participation 
show for NBC-TV. DeSoto-Plym- 
outh sponsors that network pack- 
age. 

John Guedel Productions is film- 
ing its Life With Linkletter for 
ABC-TV release, with Green Giant 
the sponsor. Shooting is every 
other week for 26 weeks. 


Showcase Productions 


Others include Showcase Pro- 
ductions (Hal Roach Jr.), produc- 
ing Racket Squad for Philip Morris 
& Co.; Desilu Productions, filming 
I Love Lucy for that same cigarette 
company for CBS-TV release, with 
Freeman Gosden and Charles Cor- 
rell credited as producers of Amos 
‘nv’ Andy for CBS and Blatz beer. 
William F. Broidy Productions’ 
Wild Bill Hickok series for Kellogg 
Corn Pops; Frank Wisbar Produc- 
tions’ Fireside Theatre for Procter 
& Gamble; Apex Films’ The Lone 
Ranger for General Mills; Dudley 
TV Corp.’s documentary series for 
the Assn. of American Railroads; 
Flying A Productions’ Gene Autry 
open-end series and Rocky Jordan 
adventure series now in prepara- 
tion. 

Then there is Cathedral Films 
with a series of 12 half-hour reli- 
gious films, Life of Jesus Christ, 
which has a production budget of 
more than $500,000. Cathedral also 
is making its complete stock of 
church films available to video. 
Consisting of 40 productions based 
upon biblical material, their com- 
bined production cost is more than 
$1,200,000. 

Not to be forgotten are Condor 
Pictures’ Pulse of the City, series 
of 10 half-hour dramas based on 
public health officers’ experiences 
which goes into production Sept. 
15; Arizona Motion Picture Corp. 
The Calico Kid, now being shot at 
rate of two half-hour programs 
weekly; Television Associated ser- 
ies of five minute films, Digress of 
the News, with Alan Mowbray; 
Adrian Weiss Productions’ Craig 
Kennedy—Criminologist, 30-minute 
mystery drama; Wilkins-Gooden 
Productions’ open-end soap opera, 
The Jonathan Story, starting Sept. 
15 at rate of six per week. 


Peter O’Crotty Productions is 


making On Guard, series of 13 
quarter-hour patriotic documentar- 
ies sponsored by General Plant Pro- 
tection Co.; Bing Crosby Enter- 
prises has the half hour series 
Rebound, and re-run of Royal 
Playhouse, which is a re-issue of 
the earlier Fireside Theatre series. 

Others on the list include Allegro 
Productions, with an adventure 
series, Voyage of the Scarlet 
Queen, scheduled for Sept. 20 start; 
Roy Rogers Productions, shooting 
half-hour westerns; Superman Inc., 
producing 30 minute Superman 
series at rate of two programs 
weekly; TCA Productions, which 
starts its series of seven half-hour 
Abbott & Costello films for NBC 
on Sept. 12, each with a two day 
shooting schedule. 

Williams Productions is shooting 
Invitation Playhouse, a filmed se- 
ries of 52 quarter hour dramas, 
mysteries and comedies. Firm also 
has Bits of Life in 26 half hour 
programs. TeeVee Co. is produc- 
ing Little Theatre dramatic series. 

There are several other film pro- 
ductions under way. Many also are 
set to start within the next few 
weeks or in early October, some 
signed with national or regional 
sponsors. Others are for sale on 
an open-end basis and will be syn- 
dicated for local station adver- 
tisers. 

Networks Uncertain 

How far the major networks 
will go in the way of making filmed 
programs for television is yet to be 
seen. The situation, instead of be- 
coming clearer each week, simply 
becomes more muddled. Consen- 
sus is that they are not quite cer- 
tain themselves. And that admis- 
sion comes from some of their own 
top Hollywood executives. While 
the networks continue to talk up 
live TV shows, the fact remains 
that they are in the foreground of 
film production, either present or 
future. 

NBC, reportedly interested in 
buying a large number of motion 
pictures from a major studio and in 
making its own film too, has signed 
many name stars to long-term con- 
tracts these past several months, 
presumably for a combination of 
both live and filmed or kinescoped 
shows. 

That network has also put its 








hing else 
jive from E 
ith an ab’ 
wave and | 
Despite 
wraps a 7 
hat will b 
NBC has $ 
ABC, Ww 
in Holly 
gring it 
video films 
farther ha 
eet since 
[nited Pa: 
was that 
programm: 
Hollywood 
gout 757 
ig on film 
Addition 
yerly Par: 
ton chief, 
\BC’s rac 
fons in FE 
rgarded | 
the che 
jieture an 
tigether. 
wil figure 
yeoming 
gd when 
NBC wi 
%5 millio 
eater in 
wquired 4 
ily and 
STING ® 
Thile mu 
wd for © 
apected t! 
moduce it 
gams at 


KDB APPOINTMENT 


Selph Named Gen, Mgr 


COLIN M. SELPH, formerly Vie 
president and director of gig 
KPIX (TV) San Francisco, jy, 
been appointed general manager at 
KDB Santa By. 
bara, ACCOrding ty 
Lincoln Della, 
station owner. He 
Succeeds Do 
Quinn, who has 
been on tempo. 
rary leave fron 
KXOC Chie, 
serving as interim 
manager of KDB 
for past three 
months, My 
Quinn has returned to his Chic 
post as vice president and general 
manager. 

Both KDB and KXOC are af. 
filiated in operation as units of the 
Lincoln Dellar Group of California 
stations which also includes KX0A 
Sacramento and KXOB Stockton, 
——eEeEeE——E———E————— 
long inactive TV-on-film syndica. 
tion plan back into operation and 
is selling programs to affiliates and 
others in the open market. 

Packages include Public Proge. 
cutor and 200 Crusader Rabbit 
programs; Jackson & Jill, situation 
comedy, and Going Places With 
Uncle George which were produced 
when the network’s film depart, 
ment was aligned with Jerry Fair. 
banks Productions. Also there are 
the Hopalong Cassidy films which 
General Foods sponsors on a na- 
tional basis. 

In addition several network 
owned shows will be put before the 
camera, the first being Dangerous 
Assignment, starring Brian Don- 
levy, and Texas Rangers, with Joel 
McCrea in the lead. Pilot films 
will be made in Hollywood, accord: 
ing to John West, NBC Western 
Division vice president. Don Sharpe 
is packager of the two shows. 



















Mr. Selph 
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Although production details tani 
were not clarified, it is believed§"Selznic 
that these programs will be Second 
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“shopped out” for filming by inde. 
pendent producers. 

A close look at CBS’s announced 
program schedule for fall shows at 
least three filmed shows besides 
its own Amos ’n’ Andy. Every \ 
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hing else apparently will emanate 
ive from Hollywood and New York, 
with an abiding faith in both micro- 
; Mgr, ave and kinescope. 
rly vig} Despite denial, CBS has under 
f sale wraps @ TV film syndication plan 
CO, has that will be comparable to the one 
lager off VBC has set in operation. 
ta Ba.f ABC, with a 23-acre TV Center 
rding tif ip Hollywood, announced last 
Dellar§ gring it was going to produce 
Mer. Hf ideo films in a big way. Nothing 
ds DoJ grther has been said on the sub- 
ho hasfiget since proposed merger with 
tempol jnited Paramount Theatres. Story 
e fronfyas that half of ABC television 
Chie programming will emanate from 
; interim Hollywood within a year, with 
of KDBE out 75% of those programs to 
— threefliy on film. 
- Myf Addition of Henry Ginsberg, for- 
S Chicof »rly Paramount Pictures produc- 
Seneralfi son chief, as general consultant for 
\BC’s radio and television opera- 
jms in Hollywood last spring is 
garded by many as another link 
, the chain to bring the motion 
s KX0A jcture and video industries closer 
ockton. fivether. It is expected that he 
——— ll figure heavily in the network’s 
syndica-§eoming TV film operations, if 
tion andfgd when it gets under way. 
ates anil NBC will eventually erect a new 
t. % million West Coast radio-TV 
c Prosefater in Burbank, Calif., having 
Rabbit wquired 49 acres from both that 
situation ty and Warner Bros. [BROAD- 
es WitMlastiIng @ TELECASTING, Aug. 20]. 
producedffhile much of this space will be 
depattfied for live programming, it is 
Ty Fairfemected that the network will also 
here at@imduce its own TV filmed pro- 
ns Whiclimms at this spacious plant. 
a CBS Ready 
11 CBS has a strong team to carry 
networky:. ball into the film-making field 
efore thef., : <i : 
angerous iand when it decides to get into 
tut type of operation. It is headed 
an Don vig ae : 2 
with Joel’? Daniel O Shea, vice-president 
lot. films ad general executive who super- 
|, aceord-4™S business affairs for both ra- 
Western tand rif programming. — He was 
n Sharpe psident of Vanguard Films be- 
hows. |e joining CBS. Prior to that 
detailsg@¥8S executive producer of David 
believedf’ Selznick Studio. 
bey econd man on the team is 
deglurles Glett, now vice president 
itharge of CBS Hollywood radio- 
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TV network services. More re- 
cently administrative assistant for 
KTSL (TV) Hollywood, Mr. Glett 
came to CBS from Don Lee Broad- 
casting System where he was vice- 
president in charge of TV. He 
was in the motion picture industry 


before coming to video. With a 
background in motion pictures 
which extends from financing 


through production, he had been 
managing director of Motion Pic- 
ture Center and previously a vice- 
president in charge of David O. 
Selznick production and _ studio 
operations. 

Two other former David O. Selz- 
nick associates joined CBS recently. 
They are Louis T. Stone, formerly 
his assistant and previously ASCAP 
counsel, and Leonard Case, for- 
merly in charge of the Selznick 
New York office. Another is Wil- 
liam Dozier, formerly executive 
story and writer head of Samuel 
Goldwyn Studio who joins CBS-TV 


programming executive staff on 
Oct. 1. 
Television City 
CBS, it must be remembered, 


will eventually have a $35 million 
Television City of its own in Los 
Angeles. Network last year bought 
a 15 acre tract of land at Beverly 
Blvd. and Fairfax Ave. and has 
option to buy ten more acres. Hope 
is to occupy at least one of the 
mammoth sound-stage and office 
buildings to be erected on that 
property by this time next year. 
Both radio and video activity even- 
tually will be centered in Television 
City, with the network disposing 
of present Western Division head- 
quarters at Columbia Square on 
Sunset Blvd. 

Network executives in Hollywood 
by-pass any elaborate discussion 
on film plans at the moment. They 
are putting emphasis on live shows 
in their enthusiasm over the micro- 
wave relay. 

Much of the indecision on the 
part of networks on their future 
filming plans grows out of the un- 
certainties of jurisdiction involving 
the various unions and guilds. Until 
jurisdictional squabbles between 
IATSE, IBEW and NABET are 
settled and demands are met, the 
networks are stymied in going for- 
ward. 

Television continues a big and 
important buyer of old Hollywood 
produced theatrical motion pictures. 
Previously released to theatres, 
these film now being shown on TV 
come from several sources. Among 
them have been banks and other 
lending agencies which foreclosed 
upon the chattel mortgage and 
turned the film over to TV to help 
recoup losses. 


Many independent film producers 
and others controlling negative 
rights are releasing old motion pic- 
tures for telecasting at prices rang- 
ing from $2,500 down to $75 for a 
one-time telecast. Price depends 
upon if first-run or otherwise. 
Taken into consideration too are 
age of the movie, number of TV 


(Continued on page 96) 
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CERAMIC COIL FORMS 


In the Continental 315 Transmitter... 
all tuning inductances are wound on 
special ceramic coil forms. 


vy, 
, 

These forms are unaffected by tem- Wn 
Yi 
against arc-overs...and have an ex- WA 
tremely low power loss characteristic. Wika 

x i 
jim 

This type of tuning inductance com- —& 
plemented by our vacuum type capaci- 
tors results in the highest degree of 


circuit efficiency possible at the present Win 
state of the art. y 











PRODUCERS OF 
Complete transmitters © Radio 
frequency inductors @ Isolation 
inductors © Aluminum coupling 

cabinets © Antenna coupling units 
Power division and phase control 
units ¢ Rectifiers - Amplifiers 


FM-AM Isolation units 





Arc-back indicators. 





New home of 
CONTINENTAL ELECTRONICS 
MANUFACTURING COMPANY 
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sets and stations in the market. 
With TV turning out new prod- 
ucts at an accelerated speed, and 
networks reaching a sell-out in 
time availability, there is a grow- 
ing realization in the movie indus- 
try that the video market may soon 
be at a peak which may never be 
reached again for old theatrical 
film. Major independent producers 
who heretofore shunned the medi- 
um are now seriously mulling re- 
lease of their storaged products. 
Fear that Hollywood guilds and 
unions will demand a share of 
profit, plus the James C. Petrillo 
edict of 5% royalty fee and pos- 
sible theatre exhibitor reprisals are 
said to be holding back an ava- 
lanche of good features from video. 


Major Feature Release 


Edward Small, onetime independ- 
ent film producer, who tied-in with 
Columbia Pictures last year, has 
26 major feature motion pictures 
which he is releasing to video. 
Then there is Hunt Stromberg, 
another name producer, who would 
do likewise if the market is good. 
In addition he is considering the 
making of movies for video. 

David O. Selznick is having a 
survey made of the TV market, 
with the thought in mind of re- 
leasing about 20 of his name movies 
if price is right. 

A few weeks ago ABC paid 
around $150,000 for dual-run rights 
over a ten months period for 10 


WANTED! 


murder 
scripts 


Wanted—scripts adapt- 
able for radio and/or 
TV. 


For more information 
on story requirements, 
payment 


rates, etc., 


write to— 


W. P. ROBINSON 
V. P. in charge of 
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Pine-Thomas Productions theatrical 
films. They are pre-1948 features 
and available for sale in ABC’s five 
owned and operated TV _ station 
markets. 

Pine-Thomas acquired outright 
ownership to these 10 features sev- 
eral months ago in a deal with 
Paramount Pictures, which held 
50% interest in 20 pictures with 
the producers. Group was equally 
split up to give each party full 
ownership to 10 films each. 

Distribution of old movies for TV 
has been organized to the extent 
where the average production, a 
“B” or better, can look to a gross 
of better than $90,000 from its first 
run on the present 107 stations, it 
was said. 

There is quite a handful of re- 
leasing firms renting old movies of 
various age and length to video. 
One major New York releasing firm 
reportedly has around 1,000 Holly- 
wood-made movies and_ several 
seore foreign-made ones which are 
being leased to stations through- 
out the country. Another firm has 
a backlog of some 500 Hollywood- 
made features and “B” products. 


Large Transaction 


Although major motion picture 
studios are holding back, on danger 
of antagonizing their exhibitor cus- 
tomers, Republic Pictures broke 
away from that solid front against 
video and in mid-August sold a 
block of 175 old movies to KTTV 
(TV) Hollywood. Price was report- 
ed as $250,000 on a one-year basis 
for first run rights. 

Deal includes features, westerns 
and serials, and is one of the larg- 
est first-run film transactions made 
to TV. Hollywood Television Serv- 
ice Inec., subsidiary of Republic, 
made the deal. Earl Collins, HTS 
president, represented the studio. 
Dick Moore, general manager, and 
Tom Corradine, film director, re- 
spectively, handled negotiations for 
KETV. 

It is estimated that the eight 
major motion picture companies— 
MGM, 20th Century-Fox, Para- 
mount, Warner Bros., RKO-Radio, 
Columbia, Universal-International 
and Republic—have 6,307 features 
and 8,750 one- and two-reel short 
subjects available that could be 
placed on TV, providing of course 
that there were no exhibitor pro- 
test and Mr. Petrillo approved. 


Would Lower Price 


It was further pointed out, how- 
ever, that if all the companies 
simultaneously threw their backlog 
of old movies on the TV market, 
prices would hit the bottom. Mean- 
while, though, many feature film 
oldies that are available are renting 
for as much as $3,000 in a few 
cases and for $2,500 and $2,000 per 
single telecast in some of the TV 
markets. 

Although major film studio top 
executives refrain from discussing 
television, at least in public, in 
deference to theatremen, Louis B. 
Mayer, while still MGM _ studio 
chief several months ago and de- 
spite the fact that company is the 
staunchest holdout against video, 
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ASSUMING new duties as sales manager of WCCO Minneapolis-St, Payg ture ti 
is Roy Hall (r), former account executive at CBS Radio Sales. He is welcomed “With 
by Gene Wilkey (1), WCCO general manager, and Phil Lewis, assistant sale major 1° 
manager. Mr. Hall replaces Carl Ward, now general manager of WCBS Neyf mann sai 
York [BroapcastiNG® TELECASTING, Sept. 3]. ter has 
declared during an interview that CAPITOL SALES ey eagle 
“television and motion pictures yithin th 
must work together.” Record Co. Profits Riss Among 
“‘We’ll furnish the entertainment SALES and earnings of Capitoly FS» he 
and talent, and television will dis- Records Inc. for the year ending “eneral 
tribute it,” he said. June 30 were substantially highes both 
The fact that Mr. Mayer is one than in the preceding 12-month oc. 
of the film industry’s elder states- period, according to Glenn E. Walf 70-9 
: lichs, president. Bigelow-' 
men, and, as such, often considered Net i d ; national | 
: Net income for the 12 month 
a spokesman, drew special empha- to June 30 was $419,414. This iq™ Cand 
sis in the trade to his remarks. equal, after preferred dividends “In re 
Despite coast-to-coast microwave to 24 cents a share on the commo usted, % 
relay, the West Coast will still con- stock outstanding as compared wit New Yo 
tinue to see the majority of net- net income of $242,370 or 35 cent _ ~ 
work live shows via kinescope film @ Share on the same number oj : “ith " 
because of the time element in- Shares in the preceding fiscal year a nse 
volved. Sales for 12 months ending June tl 
30 were $13,034,230 against $11, "S°¥ & 
Hollywood TV film producers are 847,806 for the preceding year Alway 
in accord that live network cable : year. | ied val 
is schedt 


will not dim the rosy future ‘they 








foresee in the making of motion Hollingbery Additions - _ 
pictures for video. They predict the GEORGE P. HOLLINGBERY Co. oe i 
microwave relay will not materially station representative, last weelff jal] ie 
affect their future, and believe that announced the addition of Willian} gonsore: 
from 65% to 80% of TV entertain- C. Brearley and Jack Peterson tind Brey 
ment ultimately will be on film. its New York sales staff. Prior ti] With 

joining the Hollingbery Co., Mrfat exce 

Brearley served six years as al™iternate 
COMPOSITION by George Crandall, account executive with WOR Nev Show—a: 
director of press information for CBS York. Mr. Peterson, who has hadfmy min 
Radio Network, will be included when 11 years’ experience with local ra tis netw 
Organist E. Power Biggs devotes his dio stations, last served as radif lV clien 
broadcast (CBS Radio, Sunday, Sept. and television director for the mment 
2, 9:30-10 a.m. EDT) to works by  Barnes-Chase Adv. Agency, Sat 
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Fall Outlook 


(Continued from page 77) 
ences each month at 11:30 a.m. to 
jg noon, we are looking for more 
big advertisers to sign up morning 
i eriods. 

Bins for building the Sunday 
H jaytime audience are taking shape; 
have a big children’s show 
scheduled for the noontime period, 
H followed by football films and a 
gries of outstanding news and en- 









Hjertainment shows in the late 
i afternoon.” 

1) DuMont’s sales director, Ted 
/Bergmann, predicted that gross 











Willings for this TV network dur- 
Mme the months ahead will surpass 
Nthe same period of last year by 
150% judging by the current and 
fyture time sales picture. 

“With renewals from’ every 
najor 1950 sponsor,” Mr. Berg- 
mann said, “the DuMont sales ros- 
tr has added a number of new 
— dients presently picking up pro- 
wam tabs or scheduled to do so 
yithin the next few months.” 
Among these new DuMont spon- 
ers, he listed Crawford Clothes, 
feneral Foods and The Mennen 
(o., both recently signing five-year 
entracts with DuMont; P. Loril- 
urd Co., American Chicle Co., 
ligelow-Sanford Carpet Co., Inter- 
tational Shoe Co., Walter H. John- 
gn Candy, and Larus & Brother. 
“In addition,” Mr. Bergmann 
wted, “two sponsors of WABD 
New York programs — Premier 
food Products and Doeskin Prod- 
uts—have bought the network’s 
astern leg to bring their shows 
md commercial messages to a 
vastly greater audience. 

“Always front-ranking in the 
feld of sports, DuMont this year 
s scheduled to bring its viewers 
te most comprehensive sports 
wverage in its history. Included 
we 30 National Professional Foot- 
ull League games, 20 of them 
yonsored by Atlantic Refining Co. 
nd Brewing Corp. of America.” 
With NBC-TV completely sold 
wt except for one-half-hour on 
iternate weeks on the Kate Smith 
sow—and that expected to be sold 
ny minute — sales executives of 
this network felt that list of NBC- 
WV clients speaks for itself and 
tmment would be unnecessary. 
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SCHOOL SAFETY 

WIP Philadelphia, in cooperation 
Philadelphia Dept. of Public Safety 
and the Safety Council of the Cham- 
ber of Commerce, is launching all 
out campaign on traffic safety for 
returning school children and mo- 
torists. Series of taped announce- 
ments made by school children and 
members of city’s safety unit are 
being used. Sam Serota, WIP edu- 
cational director, made 20-second 
recordings at playgrounds through- 
out city. 





e-—e—e 

PLOWING COVERAGE 

KFEQ St. Joseph, Mo., Aug. 16-17 
earried twice-daily broadcasts of 
Missouri and National Soil Conser- 
vation Plowing Contests. Farm 
Service Director Harold J. (Smitty) 
Schmitz, was on hand for the 
broadcasts sponsored by Standard 
Oil Co. 





e—e—e 
BROCHURE ON STAR 
KTSL(TV) Los Angeles sending 
trade and advertisers brochure 


based on KTSL star Jeanne Gray 
and her show sponsored by Owl- 
Rexall Drug Stores. Piece gives in- 
side data on show and format. Pic- 
tures of newspaper clippings and 
list of awards show has received 
are included. 

e—e—e 
SUNNY FLORIDA 
WEAT Lake Worth, Fla., sending 
trade and advertisers folded mail 
piece headed “WEAT - NBC 
for the Palm Beaches .. . Flori- 
da’s gold coast is growing faster 
because.” Inside tells of state’s 
tropical climate and tourist trade. 
Piece gives population, data on 
tourists and business by cities and 
counties. 





—_—_—_—_- e—_ e—e 
BEAUTY CONTEST 

KWPC Muscatine, Iowa, in cooper- 
ation with Batterson’s Dept. Store 









tion 


experienced sales 


programs throughout 
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PAUL W. McCOLLISTER, General Manager 
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and A. A. Schneiderhahn Co., local 
Zenith radio-TV distributor, spon- 
sored local beauty contest. Win- 
ner was acclaimed “Miss Zenith of 
Batterson’s,” received many gifts 
including Zenith portable radio. 
Station reports 2,500 attended con- 
test. 

e—e—e 
TRAY PROMOTION 
YOUNG & RUBICAM, N. Y., send- 
ing five trays marked for each day 
of week with picture of either Bert 
Parks or Bill Goodwin on each, as 
promotion piece to radio and TV 
Editors. Promotion plugs both 
General Foods Bert Parks Show on 
Mon., Wed. and Fri. and General 
Electric’s Bill Goodwin Show on 
Tues. and Thurs. on CBS-TV. Glass 
trays were packed in round leather 
cigarette box. 








* * * 


IT TOOK ONE SPOT 


WJBS DeLand, Fla., used one 
spot announcement during 
baseball game to inform lis- 
teners of change in arrival 
time of Francis P. Whitehair, 
Under Secretary of Navy 
whose home is in DeLand. Ar- 
riving an hour and 15 min- 
utes ahead of schedule, he 
was greeted by several hun- 
dred people. Station recorded 
greeting and rebroadcast fol- 
lowing morning. 
oa = 
PROGRAM BROCHURE 


MARCH OF TIME, N. Y., distrib- 
uting promotion brochure to adver- 
tisers, agencies and stations carry- 
ing its new documentary 26-film 
series Cruasde in the Pacific. Bro- 
chure contains commercial sched- 
ules, accessory pressbook, weekly 
press sheet, photographs and sug- 
gested press releases. 

e—e—e 


WORDS OF WISDOM 


DYING gasps of man pinned be- 
neath his ruined car, sounds of 
driver being pried from his smashed 
auto, sobs and talk of families be- 
side their relatives dead in the 
road—all taped at the scene of au- 
tomobile accidents in the past sev- 
eral months—was aired by NBC 
as special events safety documen- 
tary, Aug. 31. Show titled, Ave 
You About to Die? 


eee 
FOOTBALL PROMOTION 


WCAV Norfolk, Va., sending time- 
buyers miniature footballs with 
complete schedule of games to be 
broadcast. Station plans to carry 
45 games this fall. 





eee 
MUSICAL BAZAAR 


WOL-AM-FM Washington, Musi- 
cal Bazaar, featuring Frank Blair 





new late morning show. Program 
is aired Monday-Friday, 9:15-11 
a.m. Listeners contact “Trader” 


Blair and tell him what they want 
to buy or sell, Mr. Blair airs item 
description and actual buyer and 
seller can then contact each other 
directly. 





-® 7 e 
RURAL RADIO 
RURAL Radio Foundation, owner 
and policy making board for Rural 
Radio Network, approved two maj- 
or projects at meeting earlier this 
month at Cornell U., Ithaca, N. Y. 
Foundation recommended active 
participation by RRN in intensive 
steel scrap drive, and adopted 
plan for County Food Production 
Awards to top producing farmers 
of listening area. 

e—e—e 
FOR BETTER RELATIONS 
WDTV(TV) Pittsburgh Aug. 28 
presented interview salute to visit- 
ing World Assembly of Youth 
group visiting city. Youths, from 
many different countries in Europe 
and Asia, gave first-hand reports 
on social and economic conditions 
in their countries. Jean Sladden, 
WDTV director of women’s pro- 
grams, was hostess. 


[teeeeeneneessneneneeeE 


Further ideas or samples of the 
promotion items mentioned on this 
page are available by writing to 
the individual companies. 


LANG’ grit 


PERATURE PROGRAMS 


LANG-WORTH 


FEATURE PROGRAMS, Ine 
1th ST., NEW YORK 19.N Y 
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Telestatus 
(Continud from page 80) 


network programs by the number 
of stations used. 

National-regional spot fell to 
1,064 in June from 1,093 in May. 
Local-retail spots also fell from 
4,227 in May to 3,937 in June. 

Among product groups (see 
Table II), Foods & Food Chain 
Stores led classifications, account- 
ing for 47 network advertisers and 
356 spot users. Beer & Wine was 
second in spot accounts and toilet 
requisites, third. 

Los Angeles topped other cities 
in total number of accounts, having 
a total of 401. New York ranked 
second with 391 and Chicago, third, 
with 290. 





Rate Card No. 4 
Announced by WHAS-TV 


NEIL CLINE, sales’. director, 
WHAS-TV Louisville, Ky., has an- 
nounced issuance of Rate Card No. 
4, effective Sept. 15. The new card 
has a base rate of $500 for one hour 
in Class A time. Class A announce- 
ments will have a base rate of 
$100, the station announced. 





‘Big Town’ Tops 
Nielsen Report 


LEADING the national Nielsen 
ratings percentage-wise for the top 
10 television programs during the 


"GUAD-CITIES 


ROCK ISLAND © MOLINE 
EAST MOLINE ° DAVENPORT 


a unique combination of 4 cities 
in 2 states -on the Mississippi River 


HE Quad-Cities are as intimate 
as four aces. These four cities 
are tied by proximity, by business and 
social bonds into one large metro- 
Here 234,256 Quad- 


Citians live as residents of this 82nd 


politan unit. 
metropolitan area. Alert time buyers 
know this fact and are making profit- 
able sales to Quad-Citians whose per 
capita E.B.I. ranks 14th among S.M. 
Write for 
on this unique Quad-City 


162 metropolitan areas. 
brochure 
market. 


WHBF 
sells to 
Quad- 


Citians! 


“WHBF : 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Represented by Avery-Knodel, Inc. 


x 


ae 
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two weeks ending Aug. 11 is the 
program, Big Town. Ratings were 
based on the per cent of TV homes 
reached in program station areas. 
The Nielsen “per cent of homes 
reached” gives a “relative measure- 
ment” of the audience obtained by 
each program in the particular 
station areas where it was tele- 
cast. All TV homes in those areas 
able to view the television being 
taken as 100%. Top 10 ratings 
follow: 


PER CENT OF TV HOMES REACHED 
IN PROGRAM STATION AREAS 
HOMES 
PROGRAM 


(%) 
Big Town 31.8 
Racket Squad 31.4 
Arthur Godfrey’s Friends 29.0 
(Liggett & Myers) 
Toast of the Town 
Original Amateur Hour 
Fireside Theatre 
Kraft Television Theatre 
Amos ‘n’ Andy 
Lights Out 
Westinghouse Theatre 


(Copyright 1951 A. C. Nielsen Co.) 


SET PRODUCTION 


Slightly Above ‘50 


RADIO SET production for the 
first 30 weeks of 1951 totaled 8,- 
413,136, Radio-Television Manu- 
facturers Assn. has reported. This 
compares with 8,019,600 for the 
same period last year. 

Of the first seven months of 1951 
radio production, 4,233,611 were 
home sets, 3,264,043 were auto sets 
and 915,482 were portables. This 
compares with 4,192,300 home sets, 
2,650,000 auto sets and 1,177,300 
portables for the same months of 
1950. 

During July 1951, radio manu- 
facturers produced 539,500 sets, 
compared to 666,000 in the same 
1950 month. 

RTMA also 


RANK 


CVONOUR WH 


— 





reported that the 
sale of receiving tubes dropped 
50% in July from those in June 
due to the same plant vacations 
that brought radio and TV set pro- 
duction down. July tube sales 
totaled 13,185,567, compared with 
June sales of 27,667,099. Of the 
July sales, 7,117,435 were for new 
equipment, 4,625,314 for replace- 
ments, 1,222,735 for export and 
220,083 for government use. 

For seven months of 1951 
ceiving tube sales totaled 
087,892. 


re- 
29¢ 


229,- 





Ad Workshop 


WILLIAM T. WHITE, divisional 
vice president of Wieboldt Stores 
Inec., will be principal speaker at 
the opening session of the 1951 
Advertising workshop which opens 
Sept. 17 in Chicago’s Morrison 
Hotel. The workshop is sponsored 
by the Chicago Federated Advertis- 
ing Club and the Women’s Adver- 
tising Club of Chicago. It will offer 
clinics in copywriting, art and lay- 
out, production, industrial adver- 
tising, markets and marketing, 
radio, television and direct mail. 
Each clinic will meet one evening 
a week for eight weeks. 


BWABRWBABABBBBARBRRRBRRERREE EEE 


upcoming 


BWWAWBRBRRBRRRRRRRERER REE EERE EEE 


NARTB DISTRICT MEETINGS 


Dates Dist. Hotel City 


Sept. 
10-11 
13-14 
17-18 


Syracuse Syracuse 
Book Cadillac Detroit 
Moraine-on- Highland Park 
the-Lake Til. 

Radisson 
Blackstone 
Broadview 

* + @ 


20-21 
24-25 
27-28 


Minneapolis 
Omaha 
Wichita 


Oct. 
4-6 
8-9 

11-12 

15-16 


25-26 
29-30 


Utah 
Davenport 
Clift 
Beverly 
Hills Hotel 


Salt Lake City 
Spokane 
San Francisco 


Los Angeles 
St. Charles New Orleans 
Shamrock Houston 

Bo x * 


Nov. 
1-2 
8-9 

12-13 

15-16 


Soreno St. Petersburg 
Seelbach Louisville 
William Penn Pittsburgh 
Somerset Boston 


* * * 


Sept. 12: UNESCO Special TV Working 
Panel Group, Office of the U. S. Mis- 
sion to UN, 2 Park Ave., New York. 

Sept. 14-15: Seventh District Meeting, 
Advertising Federation of America, 
Hotel Peabody, Memphis. 

Sept. 15: Presentation of First Annual 
Edward L. Bernays Foundations Ra- 
dio-Television Award by American 
Sociological Society. 

Sept. 17: BMI Program Clinic, Augusta, 
Me. 

Sept. 17: Institute of Radio Engineers 
Professional Group on_ Broadcast 
Transmission Systems, Report by 
Eight Ultrahigh Specialists, Franklin 
Institute, 10 a.m. to 6 p.m., Phila- 
delphia. 

Sept. 17-21: Premium Advertising Assn. 
of America, New York Premium 
Centennial Exposition, Hotel Astor, 
New York. 

Sept. 18: BMI Program Clinic, Boston, 
Mass. 

Sept. 20: BMI Program Clinic, Ro- 
chester. 

Sept. 24-26: Assn. of National Adver- 
tisers, Fall Meeting, Waldorf-Astoria, 
New York. 

Sept. 26: Federal Trade Commission, 
Trade Practice Conference for Radio- 
TV Industry, Second Session, 10-a.m., 
National Archives Bldg., Washington. 

Sept. 28-29: Continental Advertising 
Agency Network, 19th Annual Meet- 
ing, Philadelphia. 

Oct. 2-3: NARTB Television Program 
Standards Committee Meeting, 
NARTB Hdars., Washington. 

Oct. 4-5: Continental Adv. Agency 
Network, 19th Annual Meeting, Phila- 
delphia. 

Oct. 5-7: Second District Meeting, Adv. 
Federation of America, Sterling Hotel, 
Wilkes-Barre, Pa. 

Oct. 7-9: Tenth District Meeting, Adv. 
Federation of America, Washington- 
Youree Hotel, Shreveport, La. 

Oct. 12-13: Alabama Broadcasters Assn., 
U. of Alabama, Tuscaloosa. 

Oct. 15-16: Boston Conference on Dis- 
tribution, 23d Annual Forum, Hotel 
Statler, Boston. 


LEADERSHIP 


1e) 


TWENTY YEARS 


A big, growing market awaits 
you in mid-Mississippi. Jackson 
is the hub of 
WwJDX the 
sippi’ can 
maximum value for every advertis- 
ing dollar spent. 


this market. 
"“Noice of Missis- 
help you get 


BROADCASTING ® 


Oct. 15-19: Society of Motion Picty 
& Television Engineer: Conventic® 
Hollywood Roosevelt Hote] Holle 
wood. : y 

Oct. 18-19: North Carolina Aggy ,, 
Broadcasters, Fall Meeting, Bati” 
Park Hotel, Asheville, N. @ 

Oct. 18-20: AAAA Pacific Coungij An 
nual Meeting, Hotel del Coronag, 
Coronado, Calif. 0 

Oct. 19: NARTB TV Members Mow 
ing, Stevens Hotel, Chicago. - 

Oct. 19-20: Fifth District Meeting Ady 
Federation of America, Fort jak 
Hotel, Columbus, Ohio Ves 

Oct. 22-24: National Electronics Confer 
ference and Exhibition, Edgewst,. 
Beach Hotel, Chicago. et 

Oct. 22-26: AIEE Fall General Meet; 
Hotel Cleveland, Cleveland. ne, 

Oct. 25-26: AAAA Central Couneij 4p 
nual Meeting, Blackstone Hotel, ch; 
cago. 4 

Oct. 28-Nov. 3: National Radio & Ty 
vision Week. 4 

Oct. 28-31: Life Insurance Ady, Assn 
Annual Meeting, Williamsburg Va. 

Oct. 29-31: IRE-RTMA Annual Meetip 
Papers on noise in TV receivers - 
pression of local oscillator radiation 
and color TV. King Edward Hote 
Toronto. 2 

Oct. 30-31: AAAA Eastern Council Ap. 
nual Conference, Roosevelt Hotel 
New York. . 

Nov. 12-13: First District Meeting, Agy 
Federation of America, Boston. - 

Nov. 12-14: National Assn. of Radio 
News Directors Convention, Sherman 
Hotel, Chicago. 5 

Nov. 12-15: Financial Public Relations 
Assn., Annual Convention, Hollywood 
Beach Hotel, Hollywood, Fla. 

Nov. 13: AAAA Michigan Council Ap. 
nual Meeting, Statler Hotel, Detroit 

Nov. 14-15: American Public Relat; 
Assn., Seventh Annual 
Philadelphia. 

Nov. 26-29: Financial Public Relations 
Assn., Annual Convention, Holly- 
wood Beach Hotel, Hollywood, Fla. 

Nov. 28-Dec. 1: Fifth Annual NBC Ra. 
dio and Television Affiliates Conven. 
tion, Boca Raton (Fla.) Club and 
Hotel. 

Jan. 25-26: Assn. of Railroad Ady 
Managers, St. Louis. 

April 26-May 2, 1952: NARTB 20th 
Annual Convention, Stevens Hotel, 
Chicago. 


WCOP Aids Police 


WCOP Boston with informa- 
tion appeals and news has 
joined Massachusett’s state 
police in an intensive search 
for a killer who shot to death 
a state trooper in Barre, 
Mass., Aug. 31. Gene King, 
program manager, promptly 
placed the entire facilities of 
WCOP at the disposal of the 
state police and will continue 
cooperation as long as neces- 
sary. WCOP reporter Patri- 
cia Goodnow and Newscaster 
Hugh McCoy were assigned 
to state police headquarters 
shortly after the trooper’s 
body was discovered, riddled 
with bullets. 
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TV Network Clients for Fall 


(Continued from page 77) 


Hours 

per 
Program Week 
Super Circus 1%, 


Celanese Theatre 1 EOW* 
Langford-Ameche Show 4 


Don Ameche’s Musical 
Playhouse % EOW* 
Langford-Ameche Show % 


Red Grange Predicts %4 


Lone Ranger 15 
Betty Crocker \, 
Stu Erwin Show +P 
Ted Mack Family Hour % 
Paul Whiteman 

Goodyear Revue “4 
To be announced 1% 
Life With Link- 

letter % EOW* 


Gruen Guild Theatre 12 
Hollywood Junior 


Circus % EOW* 
Hollywood Screen 
Test oP 


To be announced 44 EOW* 


Tom Corbett, Space 


Cadet 45 min. 
Tales of Tomor- 

row % EOW* 
Stop The Music 4% 


Faith Baldwin Theatre 


of Romance % EOW* 
Super Circus % EOW* 
Masland At Home 

Show %4 
Chester The Pup “%4 
A Date With Judy % 


The Arthur Murray 
Show % EOW* 
Paul Whiteman TV 
Teen Club 1 


Don Ameche’s Musical 


Playhouse % EOW* 
Super Circus 16 
Don McNeil TV Club % 
Beulah 16 
Space Control 1% EOW* 
Ranger Joe “4 
Cooks Champagne 

Party 25 min. 
I Cover Times 

Square % EOW* 
The Amazing Mr. 

Malone 1% EOW 
Mystery Theatre 12 
Foodini The Great y% 
Ted Mack Family 

Hour % 
Faith For Today 15 


ne attic tent 620 frequency 
€O WITH NEC 


carries the weight 
in me Oregon Market 


Agency 


J. M. Mathes Inc. 
Ellington & Co. 
Frank Weston Adv. 


Young & Rubicam 


Dancer-Fitzgerald- 
Sample 


Gordon Best Co. 


Dancer-Fitzgerald- 
Sample 
Danccr-Fitzgerald- 
Sample 
Dancer-Fitzgerald- 
Sample 
Tatham-Laird Inc. 


Young & Rubicam 
Walter F. Bennett & Co. 


Leo Burnett & Co. 
McCann-Erickson 


Ruthrauff Ryan 
Brooks, Smith, 
& Dorrance 


Sherwin Robert Rigers 
Assoc. 


French 


Kenyon & Eckhardt 


Hirshon-Garfield Inc. 
Lennen & Mitchell 


Wm. H. Weintraub 
William Esty Co. 


Anderson & Cairns Inc. 
Turner & Dyson 
Tarcher & Co. 


Ruthrauff & Ryan 
Geyer, Newell & Ganger 


Young & Rubicam 


Henri, Hurst & Mc- 
Donald 


Hutchins Adv. 


Dancer-Fitzgerald- 
Sample 


Gardner Adv. 
Lamb & Keen 


The Biow Co. 


Wm. H. Weintraub Inc. 


Meldrum & Fewsmith 


Dancer-Fitzgerald- 
Sample 


Hoag & Provandie 


Tatham-Laird Inc. 
Western Adv. 
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@ Telecasting 








Sponsor 


Wine Corp. of America 


Word of Life Fellowship 
Young Peoples Church 


of the Air 


Aluminum Cooking Utensil 
Co. 


American Home Products 

American Safety Razor 
Corp. 

American Tobacco Co. 

Anheuser Bush Inc. 

Best Foods Inc. 

Blatz Brewing Co. 


Hours 
per 


Program 


Charlie Wild, Private 
Detective 


Song Time 


Youth On The March 


Week 


eas 


Agency 


Weiss & Geller 
Walter F. Bennett & Co. 


J. M. Camp & Co. 


CBS-TV 
Homemakers 
Exchange Partici- 
pation Fuller & Smith & Ross 


Love of Life 


The Show Goes On 
This Is Show Business 
The Ken Murray Show 
Garry Moore Show 
Amos ’n’ Andy 


Biow Co. 


McCann-Erickson 
BBDO 

D’Arcy Adv. 

Earle Ludgin Inc. 
William H. Weintraub 


ke, Class IV (Jan. 1, 





Block Drug Co. 
Brown Shoe Co. 


Burkart Mfg. Co. 


Danger 


Smilin’ Ed McConnell % 
Patricia Bowman 


& Co. 
12 Cecil & Presbrey 
2 Leo Burnett Co. 


Show 4% Winius-Brandon Co. 

Carnation Co. Burns & Allen 19 Erwin, Wasey & Co. 
Carter Products Inc. Crime Photographer 14 SSC&B 
Carter Products Inc. Songs For Sale %4 SSC&B 
Colgate-Palmolive-Peet Co. Strike It Rich 142 Wm. Esty Co. 

Strike It Rich % Sherman & Marquette 
Electric Auto-Lite Co. Suspense 14 Cecil & Presbrey 
Esso Standard Oil Co. Alan Young 14 Marschalk & Pratt 
General Electric Co. Fred Waring Show 1 Young & Rubicam 


Garry Moore Show 
It’s News to Me 


General Foods Corp. 
Mama 

General Mills Inc. 

Grove Labs 

General Motors Corp. 


B. F. Goodrich Co. 

Hall Bros. 

Chr. Hansen’s Labs 
Hudson Pulp & Paper Co. 
International Latex Corp. 


Live Like a Millionaire 
Live Like a Millionaire 
CBS News with 

Douglas Edwards 11 
Celebrity Time 1 
Sarah Churchill 1 
Garry Moore Show 1 
Bride & Groom 1 
Fashion Magic 


%, Young & Rubicam 
% Young & Rubicam 
14 “Benton & Bowles 
% Knox Reeves Adv. 
% Gardner Co. 


4 D. P. Brother & Co. 
2 BBDO 

4 Foote, Cone & Belding 
4 McCann-Erickson 

4 Duane Jones Co. 

1 Foote, 


(Continued on page 100) 





MEXICAN STATIONS 


New Assignments Reported 


NEW STATION assignments in 
Mexico have been reported to FCC 


under provisions of the 1941 
NARBA. Changes reported by 
Mexico (probable commencement 


date in parentheses) are: 


XEGB Coatzacoalcos, Veracruz, new 
Class II station, 250 w day on 840 kc 
(Jan. 1, 1952). 

XEGK Papantla, Veracruz, new Class 
II, 250 w fulltime on 920 ke (Jan. 1, 
1952). 


XEGA San Andres, Tuxtla, Veracruz, 


| new Class III-B, 500 w fulltime on 1300 


ke (April 1, 1952). 

XEMS Montemorelos, Nuevo Leon, 
deleted and reinstated at new location 
of Matamoros, Tampaulipas with same 
assignment of 250 w daytime on 1310 
1952). 

XERG Neuvo Laredo, Tampaulipas, 
changed from 250 w to 2.5 kw on 1090 
ke, Class II (Oct. 1). 

XEXO Nuevo Laredo, Tampaulipas. 
changed from 1140 ke to 1550 ke. XEFZ 
Monterrey, Nuevo Leon, new Class I-B, 
50 kw DA-N fulltime on 1550 ke 
(Sept. 1). 

XENL Monterrey, 
Class II, 1 kw-day 
on 1190 ke (Oct. 1). 

XEFY Ensenada, 
new Class IV, 100 w 
ke. (Jan. 1, 1952). 


Nuevo Leon, new 
and 250 w-night 


Baja California, 
fulltime on 1450 





SAG Nominees 


SCREEN ACTORS GUILD last 
week released 23 nominations, made 
by the group’s own nominating 
committee, for officers and direc- 
tors to be voted upon in the forth- 
coming annual election. Lists sent 
to members were headed by in- 
cumbent President Ronald Reagan 
and First Vice President William 
Holden. 
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TV Network Clients for 


(Continued from page 99) 


Sponsor 
S. C. Johnson & Son Inc. 


The Kroger Co. 
Lambert Pharmacal Co. 


Lehn & Fink 
Lever Bros. Co. 


Liggett & Myers Tobacco 
Co. 


Lincoln-Mercury Dealers 
Thomas J. Lipton Inc. 


Longines-Wittnauer Watch 
Co. 
P. Lorillard Co. 


Marlene’s Inc. 


Jules Montenier Inc. 


National Dairy Products Co. 


National Pressure Cooker 
Co. 


Norwich Pharmacal Co. 
Pabst Sales Co. 


Pearson Pharmacal Cos 


Pepsi-Cola Co. 
Philip Morris & Co. 


Pillsbury Mills Inc. 


Procter & Gamble Co. 





EOW—Every other week 





Advertising is bought 
mula STOUp [a 
executives who. plan 


marketing Rtcleay 


and tactics. 


Printers’ Ink is 


read by the whole 


marketing gr 


ment, sales and 
agency executives 
who are the leading 
buyers of advertising. 
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Hours 

per 

Program Week 
Starlight Theatre 4 
Alan Young 19 


Sammy Kaye Musical 


Variety Show 19 
Bride & Groom % 
Lux Video Theatre 12 
Big Town 1, 
Arthur Godfrey & 

His Friends Wo 
Perry Como % 
The Stork Club ly 
Toast of the Town Io 
Arthur Godfrey’s 

Talent Scouts % 
Longines Chronoscope . %4 
The Web 12 
Vanity Fair Partici- 

pation 
What’s My Line 12 
The Big Top 1 
Homemakers Partici- 

Exchange pation 
Week in Review % 
Pabst Blue Ribbon 

Bouts Approx. %4 
Hollywood Opening 

Night % 
Faye Emerson Show 19 
Lucille Ball Show 1% 
Racket Squad 19 


Arthur Godfrey & 
His Friends Wy 


First 100 Years 1% 
Search for Tomorrow 1%4 
Garry Moore Show 1% 
Steve Allen % 


Stassen, 


warned at 


structions. 
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Fall 


Agency 
Needham, Louis & 
Brorby 


Ralph H. Jones Co. 


Lambert & Feasley 
McCann-Erickson 
J. Walter Thompson 
Ruthrauff & Ryan 


Cunningham & Walsh 
Cunningham & Walsh 
Cunningham & Walsh 
Kenyon & Eckhardt 


Young & Rubicam 


Victor A. Bennett 


Geyer, Newell & 
Ganger 


O’Neil, Larson & 
McMahon 


Earle Ludgin & Co. 
N. W. Ayer & Son 


Geo. R. Nelson Inc. 
Benton & Bowles 


Warwick & Legler 


Harry B. Cohen Adv. 
Biow Co. 
Biow Co. 


Leo Burnett Co. 
Benton & Bowles Co. 
Biow Co. 

Compton Adv. 
Compton Adv. 


CZECH ‘HAMS’ 
Get Orders to Spy 


ALL Czechoslovakian “hams” have 
been instructed by their govern- 
ment to utilize amateur radio for 
political propaganda and informa- 
tion purposes, according to Harold 
chairman of the 1951 
Crusade for Freedom Campaign. 

Mr. Stassen last week asked the 
American Radio Relay League, rep- 
resentative of some 40,000 Amer- 
ican ham operators, to warn its 
members of the orders issued by 
the Czech Ministry of Information. 

Amateurs were told to acquire, 
through radio contacts, 
tion about technical developments 
in the western world, to ask for 
“gifts” of a technical nature and 
to report receipt of anything to the 
central amateur office in Prague, 
D where findings will be evaluated by 
Czech and Soviet authorities. 

Czechoslovakian 


hams 
the same time, 


contact 


informa- 


were 
Mr. 
Stassen revealed, that their calls 
are monitored and that action will 
be taken for deviations from in- 
Maximum penalty for 
rule violations is death. 

As chairman of the Crusade for 
& Freedom, whose $3% million drive 
will build more radio transmitters 
for Radio Free Europe and Radio 
Free Asia, Mr. Stassen said he 
does not want to discourage per- 
son - to - person 
America and Iron Curtain coun- 
tries, but felt American radio ama- 
teurs should be aware of the Czech 
instructions. 


between 





Sponsor 
Quaker Oats Co. 


R. J. Reynolds Tobacco Co. 


Ronson Art Metals Works 
Inc. 


Schick Inc. 

Schlitz Brewing Co. 
Standard Brands Inc. 
Sterling Drug 


Sylvania Electric Products 
Toni Inc. 


Westinghouse Electric Corp. 
Wm. Wrigley Jr. Co. 


Atlantic Refining Co. 
American Chicle Co. 
Brewing Corp. of America 
Bigelow-Sanford Carpet Co. 


Crawford Clothes 
Doeskin Products Co. 


Drug Store TV Productions 
Drug Store TV Productions 
General Foods Corp. 
International Shoe Co. 


Walter H. Johnson Candy 
Co. 


Larus & Brother Co. 


Francis H. Leggett Co. 
(Premier Foods) 


P. Lorillard & Co. 
Mennen Co. 
Rosefield Packing Co. 


Tide Water Associated Oil 
Co. 


Admiral Corp. 


American Cigarette & 
Cigar Co. 


American Tobacco Co. 


American Tobacco Co. 

Armstrong Cork Co. 

Benrus Watch Co. 

Bohn Aluminum & 
Brass Co. 


Borden Co. 


Bristol-Myers Co. 


THE GEORGIA PURCHASE 


only 

.* 
combination 
of 

stations 

can 

cover 
georgia’s 
major 
markets 







represented 
individually and 
as a group by 


Week 
Moore Show %4 


Program 
Garry 


Man Against Crime 1, 
Garry Moore Show 


Peter Lind Hayes, 
Mary Healy 1 


Crime Syndicated 
Playhouse of Stars 
Garry Moore Show 3 
Songs for Sale 1 


PS 


~ 


Se = wv 


Beat the Clock 1 


Arthur Godfrey & 
His Friends 


nN 


% 
Crime Photographer 19 
Studio One 1 
Gene Autry 1% 
DuMONT 
Nat. Professional 
Football League 21% 
Rocky King, 
Detective 2% 
Nat. Professional 
Football League 242 


Bigelow-Sanford 
Theatre 1 


They Stand Accused 1 


Eloise Salutes The 
Stars % 


Cavalcade of Stars 1 
Cavalcade of Bands 1 
Captain Video 212 
Kids & Company 4% 
Flying Tigers 12 


The Plainclothes Man % 


Rumpus Room 249 

Down You Go % 

Twenty Questions 19 

You Asked For It 12 

Headline Clues From 
Broadway to 
Hollywood . 

NBC-TV 
Lights Out % 


The Big Story 


Robert Montgomery 
1E 


Presents ow 
Your Hit Parade 19 
Circle Theatre 14 
Your Show of 

Shows 10 min. 
American Forum of 

The Air 1% 
Treasury Men in 

Action 12 
Break The Bank 1% 


THE KATZ AGENCY, INC. 


BROADCASTING °®° 


Agency 


Price, Robinson ¢ 
Frank 


Wm. Esty Co. 


Grey Adv. 
Kudner Agency 
Young & Rubicam 
Compton Adv. 


Dancer-Fitzgerald. 
Sample 


Cecil & Presbrey 


Foote, Cone & Belding 
Tatham-Laird 
McCann-Erickson 
Ruthrauff & Ryan 


N. W. Ayer & Son 


Dancer-Fitzgerald- 
Sample 


Benton & Bowles 


Young & Rubicam 
Al Paul Lefton 


Federal Adv. 
Products Adv. 
Products Ady. 
Benton & Bowles 
Westheimer & Block 


Franklin Bruck 
Warwick & Legler 


Peck 
Lennen & Mitchell 
Duane Jones 


Guild, Bascom & 
Bonfigli 


Lennen & Mitchell 


Erwin, Wasey & (Co. 
SSC&B 


BBDO 
BBDO 
BBDO 


J. D. Tarcher 
Zimmer-Keller Inc. 
Kenyon & Eckhardt 


Doherty, Clifford & 
Shenfield 

















Telecasti 








sponsor 


ymart Inc 


ympana Sé 
pmpbell S 
pnon Mil 
peesebrous 


neesebrous 
inton Foo 


igate-Pal 
wigate-Palt 
gate-Palt 
mgoleum- 
by Food 


Soto Di 
Chrysler 


rsharp 





yestone Ti 
d Divisic 
Co. 
meral Ele 
meral Foc 
eral Foo 
meral Foo 
uber Pro 
iette Safe 
hidden Co. 
dyear Ti 





Oil Ce 
wl Bisho 
Foods 
mationa 





rew Jer; 
llogg Co. 
dogg Co. 


mark M 
Foods 





dn & Fin 


tr Bros. 
by, MeN 


iggett & N 


lorillard 








hattan | 
Inc. 
Labor 


hesota M 
Mg. Co. 


ute Maic 
wk Ca 


hal Ben 
t Accider 
(maha 


ional Bi: 
e Div. | 




























W—Ever 





























ROAD, 






sponsor 





















ymart Inc. 
ympana Sales Co. 
nmpbell Soup Co. 
non Mills Inc. 
neesebrough Mfg. Co. 
cam 
eesebrough Mfg. Co. 
ild- jnton Foods Inc. 
ey jigate-Palmolive-Peet Co. 
ate-Palmolive-Peet Co. 
Belding [.ate-Palmolive-Peet Co. 
mgoleum-Nairn Inc. 
= uby Foods Inc. 
yan 
Soto Div. of The 
(hrysler Corp. 
rsharp 
Son tone Tire & Rubber Co. 
ald- i Division, Ford Motor 
Co. 
weral Electric 
wles meral Foods Corp. 
meral Foods Corp. 
jicam meral Foods Corp. 
on uber Products Co. 
riette Safety Razor Co. 
pidden Co. 
dyear Tire & Rubber Co. 
if Oil Corp. 
wles wl Bishop Inc. 
) gt Foods Inc. 
+ mational Shoe 
ck ew Jergens Co. 
egler llogg Co. 
ilogg Co. 
tchell mark Mfg. Co. 
Foods Co. 
n & an & Fink 
cr Bros. Co. 
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tchell 
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lorillard Co. 
y & Co. 
hattan Soap Co. 
Inc. 
Laboratories 
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mal Benefit Health 
r tAccident Assoc. of 
(maha 
er Inc. ional Biscuit Co. 
¢ Div. Borg-Warner 
ckhardt 
fford & 
W—Every other week 
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| MAD ISON 
| WISCONSIN 


lecasti™ Sticring 


per 


Program Week 
Somerset Maugham 

Television 

Theatre 1 EOW 
Ruth Lyons’ ’50 Club %4 
Aldrich Family 14 
Kate Smith Hour % 
Greatest Fights of 

the Century %4 
Kate Smith Hour % 
All Star 

Revue 1 (every 3rd WK.) 
Comedy Hour 1 
Howdy Doody % 
Miss Susan 1% 
Kate Smith Show 12 EOW 
Magic Slate 1% EOW 
You Bet Your Life 1p 
Your Show of 

Shows 1% EOW 
Voice of Firestone % 
Ford Festival 1 
Bill Goodwin Show 1 


_ 


Young Mr. Button 


Bert Parks Show 1% 
Hopalong Cassidy 1 
Kate Smith Hour % 
Cavalcade of Sports % 
Kate Smith Hour 4 


Television Playhouse 
(Tentative title) 1 EOW 


We, The People 4 
Freddy Martin Show 1% 


Kate Smith Hour Ww 
Howdy Doody % 
Kate Smith Hour i“ 
Howdy Doody es 
All Star 

Revue 1 (every 3rd Wk.) 
Kate Smith Hour % 
Kraft Television 

Theatre 1 
Your Show of 

Shows 1, EOW 
Hawkins Falls 1% 
Your Show of 

Shows 10 min. 
(a comedy-variety 

show) 1 
Original Amateur 

Hour 1 
One Man’s Family 1, 
Howdy Doody 1, 
Quiz Kids % 
Juvenile Jury 4 


Kate Smith Hour % 
Mohawk Showroom 


On The Line With 


Bob Considine % 
Kukla, Fran & Ollie ly 
Kate Smith Hour !2 EOW 


e Selssateinn 


PRO FOOTBALL 
THE MADISON OUTLET FOR 
THE GREEN BAY PACKERS 
GAMES THIS FALL WILL BE 
WIBA 


SPONSORED BY 


MILLER BREWING CO. 
OF MILWAUKEE 


Agency 


Cecil & Presbrey 

H. W. Kastor & Sons 
Ward-Wheelock Co. 

N. W. Ayer & Son 


Cayton Inc. 
McCann-Erickson 


Maxon Inc. 

Sherman & Marquette 
Ted Bates & Co. 
William Esty Co. 
McCann-Erickson 


Needham, Louis 
Brorby 


& 


BBDO 


Biow Co. 
Sweeney & James Co. 


J. Walter Thompson Co. 
Young & Rubicam 
Young & Rubicam 
Young & Rubicam 
Young & Rubicam 
Federal Adv. 

Maxon Inc. 

Meldrum & Fewsmith 


Young & Rubicam 
Young & Rubicam 
Raymond Spector Co. 
Young & Rubicam 


Henri, Hurst & Mc- 
Donald 


Robt. W. Orr & Assoc. 
Leo Burnett Co. 


Kenyon & Eckhardt 
Emil Mogul 


J. Walter Thompson Co. 


Lennen & Mitchell 
N. W. Ayer & Son 


BBDO 
Cunningham & Walsh 


Lennen & Mitchell 
Duane Jones Co. 
Leo Burnett Co. 
Geoffrey Wade Adv. 


BBDO 
Ted Bates Inc. 
George R. Nelson Inc. 


Bozell & Jacobs 
McCann-Erickson 
McCann-Erickson 










per 

Sponsor Program Week 
Penick & Ford Ruth Lynn Show % 
Pet Milk Sales Corp. All Star 


Revue 1 (every 3rd Wk.) 


Peter Paul Inc. Gabby Hayes % 
Phi hil TV 
oo . Playhouse 1 EOW 
Pillsbury Mills Inc. Kate Smith Hour % 
Procter & Gamble Co. Fireside Theatre I, 
Procter & Gamble Co. 

Kate Smith Show 1% 
Procter & Gamble Co. Kukla, Fran & Ollie 1 
Procter & Gamble Co. Red Skelton Show 19 
Quaker Oats Co. Zoo Parade 1. 
Quaker Oats Co. Gabby Hayes Show Mp 
RCA Kukla, Fran & Ollie Wy 
Revere Copper & Brass Inc. Meet The Press 1, 
Reynolds Metals Co. Kate Smith Show !2 EOW 
R. J. Reynolds Tobacco Co. Camel News 

Caravan 1% 


R. J. Reynolds Tobacco Co. 
Riggio Tobacco Corp. 


Your Show of Shows 16 
Leave It To The 


Girls l, 
Simmons Co. Kate Smith Hour % 
Simoniz Co. Kate Smith Hour % 
Singer Sewing Machine Co. Kate Smith Hour % 
Ss. 0. S. Co. Your Show of 

Shows 10 min. 
Speidel Corp. Paul Winchell-Jerry 

Mahoney Show 1, 
Standard Oil Co. of The Wayne King 

Indiana Show MO 

Stokely-Van Camp Inc. The Liittle Show 14 
Texas Company Texaco Star Theatre 1 


Time Inc. 
United States Tobacco Co. 


Kukla, Fran & Ollie 14 
Martin Kane, Private 


Eye Wo 
Wander Co. Howdy Doody % 
Welch Grape Juice Co. Howdy Doody “% 









































Agency 
BBDO 


Gardner Adv. 
Maxon Inc. 


Hutchins Adv. 

Leo Burnett Co. 
Compton Adv. 
Dancer-Fitzgerald- 

Sample 

Benton & Bowles 
Benton & Bowles 
Ruthrauff & Ryan Inc. 
Sherman & Marquette 
J. Walter Thompson 
St. Georges & Keyes 
Buchanan & Co. 


William Esty Co. 
William Esty Co. 


Brooke, Smith, French 
& Dorrance 


Young & Rubicam 
SSC&B 
Young & Rubicam 


McCann-Erickson 
SSC&B 


McCann-Erickson 


Calkins & Holden, Car- 
lock, McClinton & 
Smith 


Kudner Agency 
Young & Rubicam 


Kudner Agency 
Grant Adv. 


Doherty, Clifford & 
Shenfield. 





WNXT ON AIR 


Rosene Is Manager 


WNXT, new 1-kw fulltime outlet 
in Portsmouth, Ohio, staged its 
dedicatory broadcast Aug. 30. Sta- 
tion, assigned 1260 ke and licensed 
to Portsmouth Broadcasting Co., 
is an ABC affiliate. 

The 75-minute inaugural broad- 
cast included addresses by Gover- 
nors Frank Lausche of Ohio, 
Lawrence W. Wetherby of Ken- 
tucky and Okey L. Patteson of 
West Virginia. Others appearing 
were Rep. James G. Polk (D.- 
Ohio), Portsmouth’s mayor and 
city manager, as well as other city 
and county dignitaries. 

WNXT president and general 
manager is Marshall Rosene, who 
recently resigned from the general 
managership of WSAZ Hunting- 
ton, W. Va., to head the new out- 
let. WNXT personnel includes 
Russ Newman, chief engineer; 
Dean Sturm, program director; 
Phil Phillips, production manager; 
Jack Hurst, sports director; Frank 
Balmert, news editor; Bill Dawson, 
special events; Carl Mitchell and 
William Pepper Sr., sales depart- 
ment; Lillian Sagraves, continuity 
chief; Thelma Henderson, traffic 
manager; Bryson Prather, auditor; 
and Charles Gilmer, C. Lyons and 
Russ Evans, engineers. 

Studios are in the Masonic 
Temple Bldg. in downtown Ports- 
mouth with the transmitter five 
miles north of the city on Route 23. 
Standard Radio library service and 
UP news are being used. 


lays, 


September 


switches, 


200 GREENWICH STREET 
Phone BEekman 3-2980- 
Cable Address 


ALL LEADING BRANDS 


brani 2 beng 


 Gomsiate Source of faaae 
for ALL STATION 
REQUIREMENTS! 


Here is the answer te your purchasing 
and material problems! MILO 
Everything 
and broadcasting applications — tubes, 
condensers, 


stocks 
for ALL radio, electronic 
resistors, transformers, re- 
loudspeakers, micro- 


RRB a aah on ll aT a tina ai BR 


phones, relay racks, chassis, 


panels, co-axial cable. con- 
nectors — and literally thou- 
sands of other nationally- 
known component parts and 
equipment. This is central- 
ized purchasing at its best, 
for MILO saves you TIME, 
MONEY and EFFORT. Let 
us show you what we can 
do — today! 


NEW YORK 7 
Teletype NY} 
MILOLECTRO 
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NARCOTIC WAR 
Westinghouse Effort 


A SPOT crusade against teen-age 
narcotic peddling has been opened 
by the Westinghouse Radio Sta- 
tions. The campaign is using short 
statements by famous government 
and sports figures. 

Gordon Hawkins, program and 
educational director for the West- 
inghouse stations, said a_ well- 
rounded program and spot cam- 
paign had been planned with the 
Senate Crime Committee and the 
Federal Bureau of Narcotics. Mr. 
Hawkins said “I am particularly 
interested in the spot campaign... 
in view of its frequent and con- 
tinuing impact of concise and hard- 
hitting messages.” 

All program material and an- 
nouncements used in the narcotic 
drive are being made available to 
the National Assoc. of Educational 
Broadcasters’ tape network (made 
up of 70 college campus stations) 
at that organization’s request. 
Programs include interviews, 
dramatic and documentary angles. 


WGAR Fair Train 


MORE than a thousand persons 
took advantage of a WGAR Cleve- 
land offer of special rates for a 
train excursion to “Northern Ohio 
Day” at the Ohio State Fair in 
Columbus. Bob Smith, station’s 
farm director, promoted the event 
and arranged for the two-section 
train which carried listeners to the 
fair. 





FOR FINEST TAPE RECORDING 


OF ENGINEERS! | 


Only Magnecorder offers all the flex- 
ibility, high fidelity and features you 
require—at a price you want to pay! 


FITS EVERY PURPOSE —EVERY PURSE! | 


PORTABLE — LIGHTWEIGHT | 
Recorder in one case — 
Amplifier in the other. Easy 
handling — compact! 


QUICKLY RACK MOUNTED © 
+ Units can be combined for 
studio operation of portable 


For new catalog — write 


, ING. 


360 N. Michigan Ave 
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FCC actions 





a wih 


WAVCWVVSV®SVSWSVSABAVRASABASRSVBABBSRRBBBRSBBRBSSVBBBBBBBBBRBBEEEEE 


AUGUST 31 THROUGH SEPTEMBER 6 


CP-construction permit 
DA-directional antenna 
ERP-effective radiated power 
STL-studio-transmitter link 
synch. amp.-synchronous amplifier 


STA-special temporary authorization 


ant.-antenna cond.-conditional 
D-day LS-local sunset 
N-night mod.-modification 
aur.-aural trans.-transmitter 
vis.-visual unl.-unlimited hours 


CG-conditional grant 





Grants authorizing new stations, changes in facilities, and transfers 
appear at the end of this department, accompanied by a roundup of new 


station and transfer applications. 





August 31 Decisions .. . 


BY THE COMMISSION EN BANC 


SSA Extended 


WNYC New York, N. Y.—Granted 
extension of special service authoriza- 
tion to operate on 830 ke with 1 kw 
from 6 a.m. to local sunrise at New 
York and from local sunset at Min- 
heapolis to 10 p.m. EST, for a period 
ending Oct. 31, pending further study 
of ruling of U. S. Circuit Court of 
Appeals for District of Columbia Cir- 
cuit in case of ABC Inc., v. FCC, 
decided July 19. WNYC’s views as 
to effect of court’s decision in this 
case are invited and should be filed 
with FCC by Sept. 21. 

KFAR Fairbanks, Alaska—Granted 
extension of special service authoriza- 
tion to operate on 660 ke with 10 kw 
unl. for period ending Oct. 31 pending 
further study of ruling of U. S. Circuit 
Court of Appeals for District of Colum- 
bia Circuit in case of ABC Inc., v. FCC, 
decided July 19. KFAR’s view as to 
effect of court’s decision in this case 
are invited and should be filed with 
FCC by Sept. 21, 1951. 


ABC-UPT MERGER 


Commission designated for hearing 
seven applications relating to proposed 
merger of ABC and United Paramount 
Theaters Inc., into a new entity, Amer- 
ican Broadcasting-Paramount Theaters 
Inc. Hearing was consolidated with 
other applications involving license re- 
newals etc., of Paramount, DuMont and 
Balaban & Katz which, on Aug. 8, 
were set for future hearing. No date 
has yet been set for this now con- 
solidated hearing. 

The seven applications concerned in 
contemplated ABC-Paramount merger 
are: 


For consent to transfer control 
WXYZ-AM-FM-TV Detroit. 
For consent to transfer negative 


control WSMB-AM-FM New Orleans. 
For assignment of licenses KECA- 
AM-FM-TV Los Angeles. 


For assignment of licenses 
AM-FM-TV San Francisco. 

For assignment of licenses WENR- 
AM-FM-TV Chicago. 

For assignment of license WJZ and 
construction permits of WJZ-FM-TV 
New York. 


For assignment of 
(TV) Chicago, from 
to CBS, which was 
upon approval of 
merger. 


KGO- 


license WBKB 
Balaban & Katz 
filed contingent 
ABC-Paramount 


September 4 Applications . . . 


ACCEPTED FOR FILING 


Modification of CP 
WGBF Evansville, Ind.—Mod. CP to 
increase power and change DA-N for 
extension of completion date. 


License for CP 
WONW Defiance, Ohio—License for 
CP, as mod., authorizing change hours 
operation and install DA-N. 


Change Trans. Location 


Farrell, Pa.—CP for new AM station 
on 1470 ke 500 w D AMENDED to 
change trans. location to on W. Mid- 
dlesex Rd., 840 ft. south of New Castle 
Rd., near Farrell, Pa. and change ant. 
system etc. 


License Renewal 


Following stations request renewal 
of license: WPBB Jackson, Ala.; WSMB 
New Orleans, La.; WAYB Waynesboro, 
Va.; WOI-FM Ames, Iowa. 


September 5 Decisions. . . 


BY THE SECRETARY 


WKOK Sunbury, Pa.—Granted li- 
cense to use formerly licensed main 
trans. as aux. trans. at present loca- 
tion of main trans. 

Scripps-Howard Radio, Inc., Cleve- 
land, Ohio—Granted CP to change type 
of stations KA-4846, KA-4849 from TV 
Pickups to one TV STL station (KQD- 
71). and change transmitter location. 

WTRW Two Rivers, Wis.—Granted 
mod. CP for approval of ant. trans. 
location, specify main studio location 
and change type trans. 

WNBT New York—Granted mod. CP 
for extension of completion date to 
12-15-51. 

Granted following renewal of licenses 
of remote pickup on a regular basis: 
KA-5251 area Alliance, Ohio; KOB-281 
ga Utah, KA-6391 area Ogden, 
Utah. 

Extended following licenses of re- 
mote pickup on temporary basis to 
Dec. 1: KA-7154 area San Francisco, 
Calif.; KA-2965, KA-6678, KA-6679 area 
Miami Beach, Fla.; KA-8036 area Madi- 
som, Wis.; KA-4039 area New York, 

eS 

Granted following renewal of licenses 
of remote pickups on regular basis, 
subject to change in frequency which 
may result from proceedings in Docket 
6651: KA-3416 area Albuquerque, N. M.; 
KQC-385 Alliance, Ohio. 

Extended following licenses on tem- 
porary basis to Dec. 1, subject to 
change in frequency which may. result 
from proceedings in Docket 6651: KA- 
7152, KA-7153, KA-7155, KA-7156 (KPIX, 
Inc.) area San Francisco, Calif.; KA- 
3373 area Pensacola, Fla.; KA-8653 area 
Sherman, Tex. 

Extended following license of FM 
STL on a temporary basis to Dec. 1.: 

KAA-61 Ames, Iowa. 

KOAT Albuquerque, N. M.—Granted 
license covering change in frequency 
(1240 ke 250w unl.). 

WWHG Hornell, N. Y¥.—Granted li- 
cense covering change in trans. and 
studio locations and install of new 
trans. 

WABG Greenwood, Miss.—Granted 
license covering change in hours of 
operation and installation of DA-N 
(960 ke 500 w-N 1 kw-LS DA-N;; cond.). 

WDOD Chattanooga, Tenn.—Granted 
license covering installation of new 
aux. trans. 

KCNO Alturas, Calif.—Granted li- 
cense for new AM station; 570 ke 1 
kw D. 

KFJM Grand_ Forks, N. D.—Granted 
license covering installation of new 
trans. 

WIBA-FM Madison, 
license for FM station Ch. 268 
me) 45 kw ant., 1010 ft. 


WJJL Niagara Falls, N. Y.—Granted 


Wis.—Granted 
(101.5 



























Custom-Built Equipment 
U. S. RECORDING CO. 


1121 Vermont Ave., Wash. 5, D. C. 
STerling 3626 
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CP to change trans. location and j 

new vert. ant. : 
KDMA Montevideo, Minn, 

mod. CP for approval of anton 

and main studio location. a 

/VOW Logan, W. Va.—Gr 

CP for extension of completa 2 

to 3-1-52. n 

: WFRX West Frankfort, mM, 
icense for AM station; 1300 ke} 4 

-WRAK Williamsport, Pao" 4 JANSK 

license to use old main trans "ante ive Offi 

alt. main trans. at present locat : 

of main tran. ti 






cOl! 
























WDXE Lawrenceburg, Tenn¢ and L 
ed license for AM station; 137 ke 1339 
- 


» & 


KNED McAlester, Okl 
Mes 


license covering change in 
install new trans. and 
system (1150 kc, 1 kw, D) 
WSAT Salisbury, N. C.—Granteg 
cense _covering change in hours 
operation and install DA-N; 19% | 
1 kw DA-N unl.; cond. : 
_WMNE Menomonie, Wis. — Gran 
license for AM_ station and cha; 
studio location; 1360 ke 500 w D 7 
WPTL Providence, R. L—Grany, 
mod. license to make changes oa 
isting noncommercial educationa] ; 
station to change ERP from 25 } 
to 3.19 kw oe 
WTIC Hartford, Conn.—Granted ¢ 
to install new trans. as an aux tr 
at present location of main trans. 
1080 ke 5 kw. a 


'4.—Grantg 
frequen 
Change ay 


mercia 


Fverett L. 


ERNATION, 
WASH 
0. BOX 70 

KANS 


WCHS Charleston, W. Va. 
CP to install old main tren a Craven, | 
aux. trans. at_ present location 
main trans. on 580 ke 1 kw. SEY BUI 
WLCM Lancaster, S. C.—Granj 
mod. CP for approval of ant., trage WASHII 
location, specify main studio locatig 
and change type trans.; 1360 ke 1 kw Men 


KGMC_ Englewood,  Col.—Gran 
mod. CP for approval of ant., tray 
and studio location. 

WVOW Logan, W. Va.—Granted mo 
ener tee type trans. 

< Modesto, Calif.—Grante 
CP for extension of comgaunal E. C 
to 11-1-51; cond. CONS! 

WSFA Montgomery, Ala.—Gran 
license covering increase in D po E 








and install new trans. (1440 ke | kway 

5 kw-LS DA-N). wae ne. 
WAIN Columbia, Ky.—Grantey § WASHI 

cense for AM station; (1270 ke 1 4 Mew 


D). 

WPRC Lincoln, I1l.—Granted licer 
for AM station (1370 ke 500 w D): con 
WSTR Sturgis, Mich.—Granted 
— for AM stations (1460 ke 50 








WILLIAN 
Formerly ¢ 


) 15th St., 
WASHI 


iP 

WMTE Maniestee, Mich.—Granted 
cense for AM _ station, and spec 
studio location; (1340 ke 250 w uni 

WEKZ Monroe, Wis.—Granted licen 
for AM station; (1260 ke 500 wD). 

WWVA-FM Wheeling, W. Va. 
Granted mod. CP for extension 
completion date to 3-21-52. 

Granted following renewal of 
censes remote pickup on regular bas 
KA-5247, 5248, area Louisville, Ki 
KA-6919 area Independence, Mo.; 
7321, 7322 area West Plains, Mo., K. 
698 West Plains, Mo.; KA-5I78-5 
KA-5481 KA-5484 KA-6026 area Clev 








LYNNE 


eae. Ohio; KA-4917 area Rio Pied sistered P 
Granted following renewal of BG St., N. 

censes of remote pickups on regu 

basis, subject to change in freque Washir 


which may result from proceedings 
Docket 6651: KA-3820 area of Ind 
pendence, Mo.; KA-5074 KA-8746 a 
Cleveland, Ohio, KQA-697 Clevelal 


Ohio; KA-6975 Mario Acosta, A 
Mayaguez, P.R.; KA-3625 area 
Juan, P.R. 


Extended following licenses of 1 
mote pickups on a temporary basis 
Dec. 1: KA-2313, KA-4606-4608 a1 
Detroit, Mich.; KQA-755 Detroit, Mie 
KA-4621-4623 area Schenectady, N. 
KA-2775, KA-7065 area  Clevelal 
Ohio; KQA-795 Cleveland; KA-8 
area Tacoma, Wash. 

Extended following licenses of § 
mote pickup on temporary basis 
Dec. 1, 1951, subject to change in ifiea Los A 











quency which may result from PaBfort Wayr 
ceedings in Docket 6651; KA~-4502 MM, Mass, : 
Mass.; kK 
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“46 New 
léop Video 
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COMMERCIAL RADIO 
MONITORING COMP 


PRECISION FREQUENCY 


“A reliable service for over 18 
For immediate service phew 


JACKSON 5362 
P. O. Box 7037 Kansas ¢ity, 
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‘CONSULTING RADIO & TELEVISION ENGINEERS 


ted mg 
ion da 


JANSKY & BAILEY 


Offices 
National Press Building 
and Laboratories 
1339 Wisconsin Ave., N. W. 
, D. C. ADams 2414 
Member AFCCE* 










- Grants Everett L. Dillard, Gen. Mgr. 









| CMU RNATIONAL BLDG DI. 1319 
~Gran WASHINGTON, D. C. 

i oe 0. BOX 7037 JACKSON 5302 
n 29 i KANSAS CITY, MO. 

‘anted ¢ 

UX, tray 

trans, 4 


~Granig§ Craven, Lohnes & Culver 
as 


cation @uysey BUILDING DISTRICT 8215 


seat WASHINGTON 4, D. C. 
4 = Member AFCCE* 
-—Gran! 
int., tray 
anted mo 
antdm®e E. C. PAGE 
letion dd 

CONSULTING RADIO 
t ENGINEERS 
ke 1 kw#iQND BLDG. EXECUTIVE 5670 
vrantey 4 WASHINGTON 5, D. C. 
0 ke 1 Member AFCCE* 





WILLIAM L. FOSS, Inc. 
Formerly Colton & Foss, Inc. 


i 15th St., N. W. REpublic 3883 
WASHINGTON, D. C. 



















LYNNE C. SMEBY 


red Professional Engineer’ 


G St. N. W EX. 8073 
Washington 5, D. C. 


mnses of J 
rary basis 
06-4608 2 
etroit, Mic 
ctady, N. 

Clevelaq 
id; KA-8 























Member AFCCE* 


enses of J 
ary basis 
range in iBitea Los Angeles, Calif.; KA-8743 
it from PaBFort Wayne, Ind.; KA-8744 area 
KA~4552 Mim, Mass.; KA-8745 area Spring- 

‘ Mass; KA-4605 area Detroit, 
















" KA-4620 area Schenectady, 
'’ KA-3407 area Cleveland, Ohio. 
pended following license of FM 
“ation on temporary basis to Dec. 
“46 New York, N. Y. 

“0p Video Bestrs., Astoria, Ore- 
ranted licenses for new remote 
Ms KA-9239 KA-9240 KOC-477. 
“4a-Smithfield Bestg. Co., Smith- 
N. (—Granted licenses for re- 
dickups KA-8157 KA-8156. 

Bestg. Co., Rhinelander, Wis. 


licenses for remote pickups 
“iS KSB-702. . " 























MP 
















yer 18 

2 phone lands Bestg. Service Inc., 
2 * ld, Wis—Granted license for 
ses City, Mag Pickup KA-8478. 


nge Bestg. Co., LaGrange, IIl. 









JAMES C. McNARY 


Consulting Engineer 
National Press Bldg., Wash. 4, D. C. 


Telephone District 1205 
Member AFCCE* 


A. D. RING & CO. 


26 Years’ Experience in Radio 
Engineering 
MUNSEY BLDG. REPUBLIC 2347 


WASHINGTON 4, D. C. 
Member AFCCE* 


Melintosh & Inglis 


710 14th St., N.W.—Metropolitan 4477 
WASHINGTON, D. C. 
Member AFCCE* 


MILLARD M. GARRISON 
1519 Connecticut Avenue 
WASHINGTON 6, D. C. 

MICHIGAN 2261 
Member AFCCE* 











JOHN CREUTZ 


319 BOND BLDG. REPUBLIC 2151 
WASHINGTON, D. C. 


Member AFCCE* 













GEORGE P. ADAIR 


Consulting Radio Engineers 
Quarter Century Professional Experience 
Radio-Television- 
Electronics-Communications 
1833 M St., N. W., Wash. 6, D. C. 
Executive 1280—Executive 6851 
(Nights-holidays, Lockwood 5-1819) 

Member AFCCE* 


—Granted license for remote pickup 
KA-9417. 

Carbondale Bestg. Co., Inc., Car- 
bondale, Pa.—Granted license for re- 
mote pickup KA-9254. 

WSRS Inc., Cleveland Heights, Ohio 
—Granted license for remote pickup 
KA-7713. 

WVBT (FM) Bristol Center, New 
York—Granted license covering changes 
in FM stations; Ch. 236 (95.1 mc) 5.3 


kw; ant. 990 ft. 

WHEC iImnc., Rochester, N. Y.— 
Granted mod. license to change KA- 
5613 frequencies to 26.15 mc. 

Trent Bestg. Corp., Trenton, N. J.— 
Granted CP’s and licenses for remote 
pickups KEC-450 KA-9564 KEC 447. 

Mid-Illinois Bestg. Co., Litchfield, 
Ill.—Granted CP and license for remote 
pickup KA-9567. 

Evanston Bestg. Co., Evanston, Ill. 
—Granted CP and license for remote 
pickup KA-9578. 

Saunders Bestg. Co., Flagstaff, Ari- 
zona—Granted CP’s and licenses for re- 
mote pickups KA-9568 KA-9577. 

Star Printing Co., Miles City, Mon- 
tana—Granted CP and license for re- 
mote pickup KA-9579. 

Thompson K. Cassel, Sayre, Pa.— 
Granted CP for remote pickup KA- 
9570. 


News Press Publishing Co., Santa 
Barbara, Calif.—Granted CP for new 
remote pickup KA-9569. 


lecast “DCASTING e Telecasting 




































A 48-year background 
—Established 1926— 


PAUL GODLEY CO. 


Upper Montclair, N. J. 
MOntclair 3-3000 
Laboratories Great Notch, N. J. 


There is ne substitute for experience 


GLENN D. GILLETT 
AND ASSOCIATES 
982 NATL. PRESS BLDG. NA. 3373 
WASHINGTON, D. C. 
Member AFCCE* 


RUSSELL P. MAY 


1422 F St., N. W. Kellogg Bldg. 
Washington, D. C. REpublic 3984 


Member AFCCE* 


KEAR & KENNEDY 


1302 18TH ST.,N.W. HUDSON 9000 
WASHINGTON 6, D. C. 


Member AFCCE* 





GUY C. HUTCHESON 


1100 W. ABRAM ST. AR 4-8721 
P. O. BOX 32 
ARLINGTON, TEXAS 












WALTER F. KEAN 


AM-TV BROADCAST ALLOCATION, 
FCC & FIELD ENGINEERING 


1 Riverside Road — Riverside 7-2153 
Riverside, Il. 
(A Chicago suburb) 





Atlantic Coast Bestg. Co., Charles- 
ton, S. C.—Granted CP’s for new re- 
mote pickups KA-9565 KA-9566. 

Iowa Great Lakes Bestg. Co., Inc., 
Spencer, Iowa—Granted CP to make 
changes in remote pickup KA-8719 to 
increase power from 20 to 40 and to 
change trans. 

KVWO Cheyenne, Wyo. — Granted 
mod. CP for approval of ant., trans. 
and studio location. 

WOW-TV Omaha, Neb.—Granted 
STA for increase in trans. output power 
from vis. 4.7 kw to 5 kw and aur. from 
2.35 kw to 2.5 kw. 


ACTION ON MOTIONS 
By Comr. Rosel H. Hyde 
WINX Washington, D. C.—Granted 
petition for dismissal of applications 
for renewal of licenses of synch. amps. 
located in Washington and Montgomery 
County, Md. and developmental station 
KG2XCK. 
Telanserphone, Inc., 
D. C.—Denied petition insofar as it 
requests dismissal without prejudice 
of appliaction for CP in domestic pub- 
lic land mobile radio service in Wash- 
ington, but granted insofar as it re- 
quests dismissal. Application dis- 
missed with prejudice. 


Washington, 






































GEORGE C. DAVIS 


501-514 Munsey Bldg.—STerling 0111 
Washington 4, D. C. 
Member AFCCE* 














GAUTNEY & RAY 


CONSULTING RADIO ENGINEERS 
1052 Warner Bldg. 
Washington 4, D. C. 


National 7757 


WELDON & CARR 
WASHINGTON, D. C. 
1605 Connecticut Ave. 


Dallas, Texas Seattle, Wash. 
4212 S. Buckner Blvd. 4742 W. Reffner 


Member AFCCE* 


A. EARL CULLUM, JR. 


CONSULTING RADIO ENGINEERS 
HIGHLAND PARK VILLAGE 
DALLAS 5, TEXAS 


JUSTIN 6108 


ROBERT M. SILLIMAN 


1011 New Hampshire Ave., N. W. 
Republic 6646 
Washington 7, D. C. 


ADLER 
COMMUNICATIONS 
LABORATORIES 


Broadcast, Commvunicatien 
and Television Systems 
One LeFevre Lane, New Rechelle, N. Y. 
New Rochelle 6-1620 


By Hearing Examiner J. D. Bond 


WINX Washington, D. C.—Granted 
motion for continuance of hearing in 
proceeding re application for CP to 
change main trans. location of WINX 
from Garden City, Arlington, Va., to 
8th and Eye Streets, N.W., Washington, 
and establish synch. amps. and devel- 
opmental station KG2XCK as presently 
operated; hearing now scheduled for 
Sept. 17 was continued indefinitely. 

Alabama-Gulf Radio, Foley, Ala.— 
Granted petition to accept late appear- 
ance and statement of appearance in 
proceeding re its application and that 


of Gulf Beaches Bestg. Co., Inc., St. 
Petersburg Beach, Fla. 
Gulf Beaches Bestg. Co., Inc., St. 


Petersburg, Florida—Granted petition 
for continuance of hearing in proceed- 
ing re its application and that of 
Alabama-Gulf Radio, Foley, Ala.; hear- 
ing now scheduled for Sept. 4 was 
continued to date to be set by further 
order. 

WTAD Quincy, 0ll.—Granted motion 
for leave to amend application to pro- 
vide current information re officers, 


(Continued on page 107) 
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CLASSIFIED ADVERTISEMENTS 


Payable in advance. 


Checks and money orders only. 


Situations Wanted, 10¢ per word—$1.00 minimum ® Help Wanted, 20¢ per word—$2.00 minimum 
All other classifications 25¢ per word—$4.00 minimum @ Display ads. $12.00 per inch 


No charge for blind box number. 


Send box replies to 


BROADCASTING, 870 National Press Bldg., Washington 4, D. C. 


All transcriptions, photos, etc., sent to box numbers are sent at ewner’s risk. Broapcastinc expressly repudiates 
any liability or responsibility for their custody or return. 





Help Wanted 





Managerial 





North midwestern 250 watt network 
affiliate wants all-round manager. Solid 
market and a proven station. Salary 
open. Present manager receives $8,000. 
Send complete and detailed informa- 
tion together with photo. Box 773K, 
BROADCASTING. 





Manager-commercial manager. Unusual 
opportunity for advancement offered 
good commercial manager or general 
manager of small market station in- 
terested in advancement. Write Box 
893K, BROADCASTING. 





Salesman 





Radio station salesman. Topflight sales- 
man to call on radio stations selling 
nation’s number one radio programs. 
$150 week draw. Exceptional oppor- 
tunity. Write full details about your- 
self. Box 384K, BROADCASTING. 
Salesman for 1000 watt network affiliate. 
Prosperous Michigan community where 
retail sales are way above national 
average. Guaranteed salary. Give 
background and references first letter. 
Box 660K, BROADCASTING. 


Salesman, male or female, for one of 
Connecticut’s leading independents in 
major market. Base salary, commis- 
sion, expense account. Write to Box 
814K, BROADCASTING. 


Immediate opening with exceptional 
opportunity for experienced’ time 
salesman as field representative for 
firm supplying local radio stations 
with program service. Expenses plus 
commissions and bonus. Weekly earn- 
ings exceed $300.00. Applicant must be 
personable, dependable, have car and 
be free to travel. For New York City 
interview, write Box 854K, BROAD- 
CASTING and enclose photo. 


A real opportunity for a self starter to 
take over established studios in a large 
non-competitive market. Man needed 
would sell, service accounts, do 242 
hours air work. Established accounts 
would be turned over. Guaranteed sal- 
ary and commission. Box 859K, BROAD- 
CASTING. 


Experienced salesman wanted by suc- 
cessful N. Y. independent station. We 
want an aggressive salesman who can 
and will fight for business in a highly 
competitive field for national and local 
billing. This is not a job for a contact 
man or a beginner. Good starting in- 
come and bright future for the right 
man. Give full account of your experi- 
ence and references in strict confidence 
—— Box 883K, BROADCAST- 


Time salesman. 
sion. 
Texas. 





Salary plus commis- 
Good market. KFRO, Longview, 


I have requests for good salesmen 
from stations throughout the U. S. A. 
If you have a good personal and sales 
record and wish to advance yourself, 
send complete information and photo 
to the Fred A. Palmer Co., Worthing- 
ton, Ohio. 





Announcers 


Immediate ovening for combination an- 
nouncer-engineer with Rocky Mountain 
network affiliate. Ideal working con- 
ditions, station splendidly equipped. 
Permanent position. Wonderful climate 
and outdoor paradise. Small but con- 
genial staff. Send full details to Box 
755K. BROADCASTING. 


Annovncer—Staff man with disc-jock 
background for existing vacancy at top 
mid-south independent station. 3-5 
years experience preferred. Must be 
able to operate console. We are look- 
ing for a man who has lost the wander- 
lust. State all particulars in first letter 
with dise or tape. Box 815K, BROAD- 
CASTING. 





Help Wanted (Cont’d) 


Immediate opening experienced staff 
announcer, must operate board, handle 
news, DJ and some _ special events. 
Louisiana station, send particulars in- 
cluding picture. Box 833K, BROAD- 
CASTING. 
Wanted: Announcer interested in learn- 
ing all phases of radio. Start night 
work. 250 Mutual outlet, small town. 
Box 872K, BROADCASTING. 





Opening in Minnesota station for sales- 
man-announcer. Must have car. Guar- 
anteed salary. Box 890K, BROAD- 
CASTING. 





Wanted: Combination man. Accent on 
announcing. Florida resort town inde- 
pendent. All details first letter. Box 
697, New Smyrna, Florida. 





nouncer-engineer midwest independent. 
Excellet working conditions, 41 hours 
no split shift. Experience desirable but 
not necessary. Good starting wage to 
right man wanting a permanent job. 
Contact Charles Harrison, KBOA, Ken- 
nett, Missouri. 





$325 monthly. Need experienced an- 
nouncer with first class ticket. 40 hour 
6 day week. Prefer applicant from 
south or southwest who will appreciate 
ideal working conditions in modern 
plant. Send details, Manager, KTFY, 
Brownfield, Texas. 





Newsman—age 21 to 25. Stress is on 
reporting ability. Newspaper back- 
ground will be given preference. We 
will work with you on air style. Our 
preference is for man with basic ability, 
desire to learn, mature, cooperative. 
Contact: KWKH News Bureau, (CBS 50 
kw) P. O. Box 1387, Shreveport, Louisi- 
ana. 


Immediate opening for experienced an- 
nouncer, man with some sports play- 
by-play preferred. Salary is dependant 
on ability. Send disc and details. 
WDBL, Springfield, Tenn. 





Announcer-engineer wanted at once. 
Thousand watt station with CP to go 
5,000. Congenial staff, excellent work- 
ing conditions. Will consider inexperi- 
enced man with training and ability. 
Contact Hugh Fite, General Manager, 
— Station WERH, Hamilton, Ala- 
ama. 





Combination announcer-engineer. Em- 
phasis announcing, night shift, progres- 
sive network affiliate. Attractive salary. 
Send disc and qualifications, WFLB, 
Fayetteville, N. C. 


WFTR, Front Royal, Virginia is grow- 
ing. Immediate opening for announcer- 
engineer with experience, one that 
wishes to advance in programming, pro- 
duction and accent announcing plus 
permanent position. Start sixty per 
week, raise after one month. Profit 
sharing after three months. Located 
seventy miles west of Washington, D. C. 
in Shenandoah Valley. Will also hire 
inexperienced combo man _. desiring 
training and future. Write Ken Gordon, 
WFTR, Frent Royal, Virginia. 


Announcer-operator wanted. “Regional 
ABC. WKTY, LaCrosse, Wisconsin. 





Announcer-cngineer, with first class 
ticket, at least six months’ experience. 
Good working conditions, 250 watt net- 
work station. Send disc, qualifications, 
and salary requirements. WMLT, Dub- 
lin, Georgia. 





Announcer wanted. South Georgia net- 
work station wants experienced an- 
nouncer who can operate board and 
tables. Good pay and hours. WVOP, 
telephone 327, Vidalia, Georgia. 





Announcer - engineer, first nhone. 
WWGS, Tifton, Ga., Phone 921. 





Help Wanted (Cont’d) 


Immediate need for combination man. 
Good pay, good hours, congenial staff. 
Scenic resort town on Tennessee River. 
Prefer some experience. Would consider 
beginner. Contact Ed Carrell, P. oO. 
Box 32, Guntersville, Ala. 





Technical 


First class engineer. 4 
quired. Virginia network station. 
238K, BROADCASTING. 


No experience re- 
Box 


Engineer or combination for 250 watter 
near N. Y. Box 585K, BROADCAST- 
ING. 


Transmitter operator, mid-September 
opening. Must have first phone. Ex- 
perience unnecessary but prefer man 
with amateur or servicing background. 
Box 715K, BROADCASTING. 


Wanted: Engineer capable assuming 
duties and responsibilities of chief in 
long established southwestern 250 net- 
work affiliate. If interested, kindly con- 
tact Box 806K, BROADCASTING. 





Wanted: Transmitter operator Ist tick- 
et. Prefer low power man now ready 
for high power experience, but will 
consider applicants with no experience 
if your potential is good. $58.00 for 50 
hours to start. Increases based on 
ability. Box 834K, BROADCASTING. 


Engineer, first class license, some an- 
nouncing. Missouri daytimer. Box 
842K, BROADCASTING. 








Transmitter engineer needed for 1000 
watt North Carolina daytimer. Good 
working conditions; no experience nec- 
essary. Must have car. Box 849K, 
BROADCASTING. 


Want combination engineer-announcer, 
first phone. Good voice required. State 
salary required first reply. KCOG, 
Centerville, Iowa. 


Wanted, engineer with some announc- 
ing ability. Permanent position with 
future for right man in 5 kw ABC 
= in Colorado. KGHF, Pueblo, 
olo. 





Wanted—Chief engineer for 1000 watt 
daytime station, KPBM, Carlsbad, New 
Mexico. 


Need first class license transmitter en- 
gineer immediately. Possible living 
quarters for single man. Radio Station 
KRIS, Corpus Christi, Texas. 


First Class engineer. No experience 
necessary. WASA, Havre de Grace, Md. 





Wanted: Combination engineer - an- 
nouncer for 250 watt Mutual outlet, 40 
miles north Atlanta. $55.00 for 45 
hours to start. WBHF, Cartersville, 
Georgia. 





Wanted: First “phone or combination 
man, no experience required. WCFV, 
Clifton Forge, Virginia. 


Engineer, first class license for 1000 
watt daytime station, experience de- 
sirable but not necessary. Car essen- 
tial. WDBL, Springfield, Tenn. 





Need first class licensed operator. No 
announcing, 6 day week. Time and 
half for over 40 hours, car not neces- 
sary. WDIG, Dothan, Ala. 


First class engineer-operator needed im- 
mediately for fulltime station. WFAH, 
Alliance, Ohio. 


First phone engineer needed immedi- 
ately. _No exverience necessary. WFOB, 
Fostoria, Ohio. 


Wanted: Engineer with first class 
ticket, NBC station, WGRM, Green- 
wood, Mississippi. 





Help Wanted (Cont'd) 





Southeastern network station Wants 


perienced first class operator with 


capable of maintenance and 

as well as transmitter watch. Co 
tion not swollen by long hours. 4 bys 
week with time-and-a-half for .2 
sional overtime. Permanent ob 
placing man gone to TV after five 

our staff. Write, wire or phone 5 
Atkinson, WGBA, Columbus, . 


Combo man wanted, stress 
Outstanding opportunity 
network property. Good Starting y, 
scale with real opportunities for ig 
creases. Write, wire or call] Wen 
Worcester, Massachusetts. 


Engineer, first class license. By 
ence not necessary. Basic ABC stg 
central New York state. Contact 7 
Brown, WGVA, Geneva, New Yo 


Cord 


=) 
4 





With maj, 


There is an immediate opening jo, 
first class engineer at the below stay 
No announcing is necessary, Ap 
WHFB, Benton Harbor, Michigan." 


Have immediate opening for nn 
ter engineer. No experience nece a 
$55.00 for 45 hours. Contact Chief § 
gineer, WJBF, Augusta, Georgia, 


Wanted, engineer for AM and Fy 
affiliate, WKPT, Kingsport, Tenn 


Engineer with first class ticket. 
rience unnecessary. Car 
WMRI, Marion, Indiana. 


Production-Programming, ( 


News director, able to take full cha 
of a live wire news room in a leadj 
5000 watt, north-central network a 
iate. Must be a topflight newscas, 
thoroughly experienced in loca] 
ing, editing wire copy and be abl 
direct other news personnel. 
confidence, giving detailed p 
experience, salaries, when availah 
and_ attach small photograph. 
413K, BROADCASTING. 


Experienced secretary - copywrit 
western Pennsylvania _ independe 
Position opening in September, P 
send full details, photo, copy samp 
and salary required. Box 673K, BRO 
CASTING. 


Situations Wanted 
Managerial 


Manager—Fourteen 
all phases independent station ope 
tion. No arm chair executive but 
go-getter who can make your Sati 
a paying proposition. If you arese¢ 
ing a hard working, conscientious 

I can do a real job for you. 
838K, BROADCASTING. 


Aggressive manager available with 
thirty days. Experienced in all pha 
of radio with seven years in the bus 
ness including establishment of a ne 
station. Hard working salesman a 
sober with the best references desiri 
a location in the midwest. Box 842 
BROADCASTING. 


Manager-commercial manager. lé ye 
experience with proven record. Kno 
good programming sales and econon 
in operation. 38 years of age, marrié 
This is an opportunity to get a g0 
man with the radio knowledge you a 
looking for. Box 857K, BROAD 
ING. 


Newspaper executive. After sixte 
years in all phases of radio, It 
to reform by becoming general mal 
ager of two daily newspapers. It's 
good position, but I have radio in 
blood instead of printer’s ink. Complé 
experience in radio management, & 
programming, engineering, FCC proq 
dures. 38, married, two children. 
want to get back to running a £0 
radio station again. Write Box si 
BROADCASTING. 


Manager-program  director-commere 
manager. Thoroughly capable, expé 
ence all phases radio. 
agement, good programming, SiG 
sales and public relations. 
judgment, youthful enthusiasm, 
personality and good showmals) 
everything that makes a succe 
tion. Reasonable salary and _perce 
age. Box 888K, BROADCASTING. 


Successful commercial managet 44 
ous of south or southeast. Ist lice 
Box 889K, BROADCASTING. 


After over twenty years in radio 
year away, I want to get back 2 
field where I am best qualified and 
piest in sales or management. 
Florida, but will go anywhere. Add 
P. O. Box 615, West Palm 
Florida. 
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) —Gituations Wanted (Cont'd) 





Salesmen 
ants ¢ 


with ¢ nm years NBC sales, local, spot net- 
Cord excellent record, best references. 
mrently employed. Considering leav- 
: New York City. Box 744K, BROAD- 
Row ond in your own backyard. Young- 
10ne § inking creative employer in NYC 
a. et, here’s an opportunity to buy 
— services Of a sparkling talent in 
ON Witllys advertising business. Not a jack- 
h majg -trades, but firmly grounded in 
‘Ng Wadetai] sales ($55,000 gross billing), creat- 
3 for ite copy campaigns that hit the reg- 
1 WGTier on the $; analyzing markets and 
sunts; developing promotion, pub- 
ity, original presentations. TV pro- 
sction experience, hi-powered but not 
ipressured. Anxious to leap out of 
sntal rut into flexible agency or sta- 
m (no ulcer outlets) where top work 
ts top dollar. Own accounts best 
ferences. Journalism BS, 27, draft 
y. Applimempt, child. Wife cooks terrific 
higan, Ienners for right boss. Box 837K, 
20ADCASTING. 
nail long aggressive salesman-announcer. 
Chief pagmphasis on sales. Knowledge mer- 
orgia, sndising. Four years experience all 
ases announcing, sales promotion. 
1 FMNHele. Draft exempt. Personal inter- 
Tenn [iy preferred. Box 852K, BROAD- 
: G. 
et. D 


essenti 


C stati 
tact T. 
York, 
ing for 
W Statiogitefer 








Announcers 


e grad., 25, seeks first announc- 
job, any location. Courses in an- 
wncing, copywriting, newswriting. 

on experience, long on talent, 
s. Disc, photo. Box 699K, BROAD- 

ING. 





» OU 
’ 


full char 
1 a leadi 
work af 
newscast ee 
work experienced sports man wants 
ployment preferably west. Board 
ly Merience, news, DJ. Married, draft 
previouempt. Presently employed, no drifter. 

| availaiiy 777K, BROADCASTING. 


raph, 
stile announcer wants position 
board work not required. Con- 
ntious, draft exempt, excellent re- 
nces. Box 783K, BROADCASTING. 





pywrit 
idependey 
ber. Plej 
Py samp 


K, BRO rs announcer, play-by+play all 


pts. Available October 21st. Mar- 

4. Advancement more important 

ed un starting salary. Box 830K, BROAD- 
TING. 





lifornia here I come. Combo, ex- 
experieniept, married man desires California 
ition oper™tion. Asking $75.00, will consider 
utive butfig00. Two weeks notice required. 
your stati: 831K, BROADCASTING. 
yu are — — 
sntious 
you. 





puncer, draft exempt, single, col- 
e graduate. Operates console and 
ntable. Experience in all phases 
luding technical knowledge. Avail- 
immediately. Disc, photo. Box 
K, BROADCASTING. 


able with 
n all pha 
in the bug 
nt of a ne 
alesman 
ices desiril 
Box 842] 





riscaster — Topflight play-by-play 
m for football, basketball, baseball 
allother sports. Family man seek- 
permanent spot with sports minded 
lion. Fourteen years experience as 
riscaster, newscaster, commercial 

general manager. Box 839K, 
0ADCASTING. 


ger. 16 ye 
ord. Kno 
ind econon — 
age, marri@impetent, experienced, reliable, em- 
) get a £0 d announcer desires change to 
edge you and, progressive station, run by radio 
ROAD . Good DJ, 8 years experience, 3 
ts PD. State salary, hours. Box 
Ky BROADCASTING. 





fter sixte 
adio, I t 
general 
apers. It’s 
radio in 
nk. Comple 
yement, 8 
, FCC prog 
hil 





Ssports specialist, now employed. 
%, draft free. Accept staff, desire 
C. area. Box 844K, BROADCAST- 





ly DJ. know, like hillbillies. Seven 
with own top western unit. Want 
. permanent = spot. Please no 
“aed «shirt” station replies. Also 
} commercial. Details, transcrip- 
. request. Available in Sept. Box 
yr-commercae BROADCASTING. « 
pe ouncer-sportscaster. Employed, 26 
ming, st@ old. Married. Will travel. Avail- 
om ae immediately. Strong on all play- 
nusiael lay. Veteran. Year’s experience. 
da 86K, BROADCASTING. 
md novice football broadcaster 
“Ss Prep or college play-by-play 
ment as announcer or assistant, 
where in U. S. College grad. 24. 
years football P. A. experience. 
“7K, BROADCASTING. 


anager de 
t. 1st lice! 
ING. 

in radio 
t back 1D BP 
lified ane 
ment. ; 
here. Addiicer, 
Palm be 





uncer moving to California. Varied 
nce football, special events, 
en OWN board news, DJ and write 

Married. No hot shot or char- 
= Presently employed at large 
@ “cst metronolitan station. Box 
» BROADCASTING. 


Situations Wanted (Cont’d) 


Attention, east and 
nouncer-newscaster. Five years solid 
experience. Veteran. Family man. 
Good voice. Sober and reliable. Good 
baseball. Looking for well established 
station offering good pay and good 
future. Best references. Box 855K, 
BROADCASTING. 


Staff job with regional NBC or CBS 
affliliate. Prefer combination with TV. 
Five years experience all phases an- 
nouncing. Two years managing pro- 
gram directing. Six years college. 31, 
non drinker, married, one child. If sin- 
cerely interested will come for inter- 
view. Available on two weeks notice. 
Box 861K, BROADCASTING. 


Announcer: Creative ability, concert 
and show business background, bass 
voice, trained Radio City, New York, 
seeks stable position. Veteran, age 33, 
married, no children, sober, good ap- 
pearance, healthy, character excellent, 
desires opportunity to prove talent is 
worth its weight in gold. Box 862K, 
BROADCASTING. 


Thousands thousands yes, thousands of 
families know this man! Dise jockey 
with ready-made audience available. 
A “household name” in New York 
metropolitan area seeks change. Will- 
ing sacrifice large “take” to join New 
York station with growth possibilities. 
Request interview. Write Box 863K, 
BROADCASTING. 


Announcer-copywriter. Two years ex- 
perience with one station. Work board. 
Vet, single, sober. Box 864K, BROAD- 
CASTING. 


Young, married, draft exempt, combo- 
man; 2 years experience. Desires Cali- 
fornia station position. Smooth news 
and disc delivery. Letter, tape, photo 
available on inquiry. Stable! Box 866K, 
BROADCASTING. 


I’m zaney. I like late hours. Music- 
gab my forte. Build me as your dog- 
watch personality. Prefer fulltime inde- 
pendent in midwest, east. Box 870K, 
BROADCASTING. 


Gil Mason’s the name. I can handle 
your announcing. Newscasting and 
disc jockey programs. Just need the 
opportunity to prove it. Resume and 
disc on request. Box 874K, BROAD- 
CASTING. 


Announcer-program director. Ten year 
background. Prefer east. Details, tran- 
scription. Box 877K, BROADCASTING. 





southeast! An- 























Moving up, versatile announcer, per- 
sonable, vet, family, employed metro- 
politan station. Box 884K, BROAD- 
CASTING. 


Alabama stations: Experienced an- 
nouncer, sportscaster, salesman, inter- 
ested in good proposition. Send details. 


Box 886K, BROADCASTING. 


Platter-chatter man with one-year 
proven ability. Looking for opportu- 
nity to build late nite or morning show. 
Prefer decent size city in midwest or 
possibly east. Fulltime independent 
best bet. Box 871K, BROADCASTING. 


Persons involved: Husband and wife. 
Draft exempt. College. Two years AM, 
FM, TV experience. Strong in all 
phases of news, editing, rewrite and 
local reporting. Excellent DJ team. 
Continuity and commercial writing. 
Production and direction. Available 
immediately. Permanent. Peter New- 
ton, #1 Stuyvesant Oval, New York 
City, New York. 


“Technical 


Engineer, degree, license, 15 years ex- 
perience chief, combo. Box 652K, 
BROADCASTING. 

First phone, 18 months experience, 
draft exempt, married, wishes to locate 
in south, have no experience but will 
except combo work. Box 835K, BROAD- 
CASTING. 


Colored vet, first phone license. 5 years 
technical training. Desires employ- 
ment. Please state salary and hours. 
Box 853K, BROADCASTING. 


Engineer, lst class ticket. AM-FM-TV 
experience. Desire position, preferably 
in Vermont or New Hampshire. Perma- 
nent location wanted. Married, draft 
exempt. Box 856K, BROADCASTING. 


Experienced combination engineer-an- 
nouncer presently employed by fulltime 
clear channel station. Notice necessary. 
Southwest preferred. Minimum salary 
$300.00. Have automobile. Box 875K, 
BROADCASTING. 


Experienced combo 
Handle all phases. Family man with 
car. Good references. Full details 
first letter, please. Box 879K, BROAD- 
CASTING. 

















man _ available. 


Situations Wanted (Cont’d) 


Engineer, 4 years experience, trans- 
mitter, control room and remotes. De- 
sire change to progressive station. Draft 
exempt. Minimum $65. Box 885K, 
BROADCASTING. 

Chief engineer, 20 years experience 
maintenance and new _ construction. 
Excellent record as chief, family, rea- 
sonable salary. Box 887K, BROAD- 
CASTING. 


First phone, no experience, single, ama- 
teur experience, willing. Write to Vin- 
cent Giangregorio, 108-31 48th Ave., 
Corona, L. L, N. Y. 


Immediately, engineer, chief engineer, 
experienced, family. Northeast, mid- 
west. James Gray, 58 Sailly Avenue, 
Plattsburg, N. Y. 


“Production-Programming, Others 


Copywriter-male. Experience on net- 
work affiliate wants progressive station. 
Hard worker. Draft exempt. No an- 
nouncing. Box 807K, BROADCAST- 
ING. 























Program director, 10 years experience 
as announcer news man; in short all 
phases of radio promotion, production, 
writing shows and copy. Prefer to lo- 
cate with AM-TV operation. However, 
would consider sound AM _ position. 
Presently on leave network affiliate 
from position as program director. 
Aim to secure future for self and fam- 
ily. Age 30, draft exempt. Box 836K, 
BROADCASTING. 


Experienced girl continuity writer also 
microphone’ work. Upper midwest 
preferred. Box 841K, BROADCAST- 
ING. 








College graduate, male, 22, draft ex- 
empt, anxious to locate in southwest. 
Wants experience in copywriting. Box 
860K, BROADCASTING. 


Presently employed, program depart- 
ment, eastern net 50 kw. Desire pro- 
gram directorship medium station. Un- 
questionable background (9 years) in 
programming, sales, engineering. 32, 
vet, draft exempt, married. Consider 
any location. Excellent references. 
Box 865K, BROADCASTING. 


Television 


Salesman 


Currently TV sales manager for large 
independent station with outstanding 
sales record. Prior experience includes 
1 year as TV network account execu- 
tive, TV direction and writing credits, 
TV department head for advertising 
agency. Emphasis on sales but varied 
background embraces all production in 
TV. Want to exploit sales plus man- 
agement experience on higher level 
than present. Will also consider sta- 
tion rep, film distribution and/or adver- 
tising agency position. Write Box 851K, 
BROADCASTING e TELECASTING. 


Production-Programming, Others 

Television cameraman and  photog- 
rapher; commercial, news; advertising 
and publicity. Age 40, married. Excel- 
lent references. Box 891K, BROAD- 
CASTING e TELECASTING. 


For Sale 


Stations 


Western local station in good farm 
town. Owners wish to devote them- 
selves to other business. Low price 
for cash. Low-cost operation ideal for 
owner-manager-engineer and wife. Re- 
plies confidential. Box 804K, BROAD- 
CASTING. 


250 watt fulltime independent on north- 


ern California coast. In operation 3 
years. Box 876K, BROADCASTING. 























Equipment, etc. 





GE 3 kw FM transmitter and monitor. 
Box 1073, BROADCASTING. 


Rel. 10 kw FM transmitter. Includes 
driver unit power supply and amplifier. 
Perfect condition. Never been used. 
Make best offer. This is a real bar- 
gain! Box 698K, BROADCASTING. 


Like new General Electric BC-3A trans- 
mitter console. Cost $650.00, will accept 
$450.00. Suitable for any transmitter or 
small station speech-input. Box 850K, 
BROADCASTING. 





Channel two or three RCA TF3A three 
bay Bat Wing antenna immediate de- 
livery. Box 869K, BROADCASTING. 





2 Ampex model 400, twin track record- 
ers, as new. $750.00 each. Box 878K, 
BROADCASTING. 


For Sale (Cont’d) 


For sale: One composite 250 watt trans- 
mitter, tower. Quonset hut, two turn- 
tables and console. Complete 250 watt 
station except for frequency and modu- 
lation monitors. First $5,000 takes it. 
WBSC, Bennettsville, S. C. 


RCA BTF250-A 250 t FM 
mitter, 





watt trans- 
Hewlett-Packard monitor, RCA 
transmission line monitor, RCA isola- 
tion unit, RCA limiting amplifier, 200 
feet 153” coax transmission line. Best 
offer, Chief Engineer, WCOH, Newnan, 
Georgia. 


Wanted To Buy 


Stations 


Station wanted. Gross between 50-100 
thousand dollars. 


Cash available. No 
brokers. Replies confidential. Box 
873K, BROADCASTING. 





Equipment, etc. 
Want used 3 channel amplifier, micro- 
phones, pickups, and turntables. Send 
description and lowest price to Box 
858K, BROADCASTING. 


Used 4 or 6 bay sidemount FM antenna, 
15g inch line and brackets. Box 867K, 
BROADCASTING. 





Miscellaneous 


Learn how to speak and write for ra- 
dio. Send for practical text book with 
comprehensive Home Study Course. 
Introductory offer (two months only) 
complete with 15 printed lessons. Ad- 
dress Box 784K, BROADCASTING. 


Help Wanted 











SALESMEN 


for mewyw 


SYNDICATED 
RADIO IDEA 


If you are now calling on radio 
stations and can handle another 
salable idea along with the service 
you are now selling, we have a 
proposition that is made to order 
for you. This is a brand new idea 
for one station in each market. It 
was created by active radio station 
men and has ample financial back- 
ing. It is a solid, sound, brand 
new, legitimate plan that cannot 
fail to increase billings for every 
station that participates. It is fully 
copyrighted and protected. Choice 
territories are now open. Write 
today to Box 882K, BROADCAST- 
ING. 














Announcers 





DISC JOCKEY 
WANTED 


Must have proven success rec- 
ord as D.J., in a competitive 
market. A _ real opportunity 
awaits the man who can de- 
liver. 5 kw network station, 
metropolitan north central mar- 
ket. Give full particulars about 
previous experience, salaries 
earned and expected, and at- 
tach small photo. Confidential. 


BOX 450K, BROADCASTING 





Production-Programming, Others 


WAAB 

Basic ABC (10-15-51 5000 watts seeks 
experienced woman to expertly handle pro 
posed five-weekly half-'ours of community 
activities hopping and house 
hold information. Must also be willing and 
able to assist Continuity Director in han 
dling several accounts. Piease enclose photo, 
state full background details and expected 
starting pay and send audition dise to 
Bruff W. Olin, Jr., President, WAAB, 
Worcester, Mass 


interviews 











For Sale 


RADIO SCRIPT LIBRARY 





(can be run by one person) 

Over 100 stations have used this 

service. Priced for quick sale. 
° 


BOX 892K, BROADCASTING 








Equipment ete. 
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> ‘ 
3 Television Transmitters 
Sf 


o¢ 
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FOR SALE 


New --- Never Used 
In Original Crates 
RCA TTSA 
5 KW--VHF 
Channels 2 through 6 


Available Immediately 


Address Box 880K 
BROADCASTING ® TELECASTING 
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Wanted to Buy 





Stations 


7 
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WANTED 
A Radio Station 


WEST OR SOUTHWEST 
250-5000 WATTS 
All Replies Confidential 
SEND DETAILS, 
INCLUDING PRICE TO 
BOX 881K, BROADCASTING 


ee ee eee 


EASTERN 


real profits. Financing arranged. 


WASHINGTON, D. C. 
James W. Blackburn 
Washington Bldg. 


Tribune 
Sterling 4341-2 
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MARKET INDEPENDENT 
$65,000.00 


The only station covering TWO very attractive eastern cities hav- 
ing a total city population in excess of 35,000 and retail sales of 
more than $40,000,000.00. This station needs owner operation 
and offers two or three partners an unusual opportunity to earn 


Appraisals e Negotiations e Financing 


BLACKBURN-HAMILTON COMPANY 


RADIO STATION AND NEWSPAPER BROKERS 


‘ CHICAGO 
Harold R. 


Delaware 7-2755-6 


Employment Service 


EXECUTIVE PLACEMENT SERVICE 


Confidential nation - wide service 


placing qualified, experienced man- 
agers, commercial managers, pro- 
gram directors, chief engineers and 
dise jockeys. Inquiries invited from 
applicants and employers. 
Howarp S. Frazier 

TV & Radio Management Consultants 
726 Bond Bldg., Washington 5, D. C. 


‘BRIGHT STAR’ 
Series Sold in 183 Cities 


THE Frederic W. Ziv Co.’s tran- 
scribed radio series Bright Star 
starring Irene Dunne and Fred 
MacMurray, was sold in 183 cities 
during the first three weeks it was 
offered, company officials an- 
nounced last week. Twenty-seven 
of the 95 “major markets’—cities 
of 100,000 population or more— 
have purchased the show. 

The series has also been sold in 
21 of the 63 television cities in the 
United States, which Ziv execu- 
tives interpret as a strong over-all 
appeal, in large as well as small 
cities. They anticipate stations in 
more than 90% of television cities 
will have bought Bright Star by 
the time it goes on the air the end 
of this month. 

The 27 major markets, where 
sales have been completed, are: 
Detroit, Boston, Houston, New Or- 
leans, Cincinnati, Indianapolis, 
Memphis, Columbus (Ohio), At- 
lanta, Birmingham, Akron, Prov- 
idence, Omaha, Miami, Dayton, 
Jacksonville, Norfolk, Salt Lake 
City, Tulsa, Hartford, Charlotte, 
Mobile, Shreveport, Knoxville, 
Tampa, South Bend, and Little 
Rock. 


McConnell Sails 


JOSEPH H. McCONNELL, NBC 
president, sailed Friday on the 
Queen Mary to attend broadcasts 
of The Big Show to originate Sept. 
16 in London and Sept. 23 in Paris. 
Programs will be taped for U. S. 
Broadcast Sept. 30 and Oct. 7, 
respectively. London show will be 
broadcast on BBC; Paris one will 
be for studio audience only with- 
out being broadcast in that country. 


DOUBLE 





SAN FRANCISCO 
Ray V. Hamilten 
235 Montgomery St. 
Exbroek 2-5672 


Murphy 
Tower 


ANNUAL harvest (and the only one 
by BROADCASTING ® TELECASTING, (puh- 
leez) of 1951 radio beauty contestants 
includes Mrs. Arkansas, Mrs. Cole- 
man Kent, who went to the Asbury 
Park finals last week under the 
sponsorship of KNEA Jonesboro. 


~ia es 6 ele we We obi ee oR 


MISS WASHINGTON of 1951, June 

Beverly Klein, receives congratula- 

tions of Vice President Alben W. 

Barkley as she entrained for the Miss 

America finals. WWDC Washington 

again sponsored this year’s contest 
in the Nation’s Capital. 


EYEFUL at KLRA Little Rock is Lee 
Power, who conducts a nightly disc 
jockey show for Long-Bell Lumber Co. 
By day she serves as advertising 
director for the lumber chain and 
furnishes proof that beauty and 
brains often go together. 
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ACCE 
FIN-FM 
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license: 
MV-FM | 
Conner: 

Castle 

fy, Iowa; 
PBS-FM |! 
New Yo! 
kN. Y 
Y.,; WF! 

[US-FM 

Meadvil 

burg, S. 
MRS. PENNSYLVANIA, Mrs. Mar. 
cella Marder, receives the title ribbon 
from Bob Nelson, manager of WARD 
Johnstown during state finals in that 
city. Last year’s national Mrs. 
America winner represented Johns. 

town and WARD. 
—_ 


ptembe 
ACCE 


Mobile, A) 
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MRS. RADIO Cleveland, Mrs. Jean 

Carrione, won a WHK competition 

that all started with a flip remark 

of Disc Jockey Bill Gordon about 

sending in beauty pictures. The de- 

luge of mail that followed prompted 
the contest. 


WGAP Maryville-Alcoa, Tenn., was 
one of the sponsors of Miss Alcoa, 
Bobbie Bird. Mayor O. W. Brumfiel 
congratulates her. (Editor's Note: 
That's all—next radio beauty layout 

in our September, 1952 issue.) THE ] 
STATI: 
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FCC Actions 


Wontinued from page 103) 





Scions Cont.: 






rs, stockholders and _ financial 
program plans. 

fearing Examiner Basil P. Cooper 
"U Huntingdon, Pa.—Granted 
pn for continuance of hearing 
Sept. 10 to Nov. 13 in Washington, 
i. in proceeding re its application. 

Hearing Examiner Elizabeth C. 
Smith 

KO Springfield, Mass.—Granted 
fon for continuance of hearing 
n Sept. 5 to Oct. 5, in Washington, 
proceeding re its application. 
































smber 5 Applications .. . 


ACCEPTED FOR FILING 


License for CP 


IN-FM Findlay, Ohio—License for 
to change FM station. 


License Renewal 


owing stations request renewal 
license: KLX-FM Oakland, Calif.; 
-FM East St. Louis, Ill.; WCNB- 
Connersville, Ind.; WCTW (FM) 
Castle, Ind.; KGLO-FM Mason 
lowa; KMFM (FM) Monroe, La.; 
RS-FM New York, N. Y.; WMGM- 
New York, N. Y.; WFDR (FM) New 

N. Y.: WWNY-FM Watertown, 
¥.; WFMJ-FM Youngstown, Ohio; 
MS-FM Muskogee, Okla.; WMGW- 
Meadville, Pa.; WDXY (FM) Spar- 
burg, S. C. 




















































rs. Mar- 
le ribbon 
f WARD 
S in that 
al Mrs AM—960 ke 
1 Johns. Mobile, Ala——CP new AM station re- 
ested by Cary Lee Graham and 
iwin H. Estes AMENDED to change 
om 1340 kc 250 w unl. to 960 kw 1 


ptember 6 Applications .. . 
ACCEPTED FOR FILING 







































































AM—900 ke 


Calhoun, Ga.—CP new AM station 
muested by Gordon County Bestg. 
». AMENDED to change from 1490 kc 
wunl, to 900 kc 1 kw D ete. 


License for CP 


XT Portsmouth, Ohio—License 
CP new AM station. 


Modification of License 


LK Wilkes-Barre, Pa.—Mod. li- 
to change from DA-DN to DA-N. 


catre TV Lens 


TER picture detail for theatre 
is promised by a new giant 
f-correcting lens, according to 
rican Optical Co., manufac- 
er of the precision magnifier. 
is more than 22 inches in diam- 
and projects “improved 15- 
20 foot television pictures on 
ie screens.” Several of the 
ms have been ordered by RCA 
d General Precision Lab. for use 
their theatre TV 


Ars. Jean 
mpetition 
p remark 
>»n about 


The de- \ equipment, 
prompted @euerican Optical reported. Lens 
used to correct distortions in- 


ied by mirror-magnifier when 
e mage on the 5-in. kinescope is 
own up to theatre-screen size. 


2nn., was 
ss Alcoa, 
Brumfiel 
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ity layout 
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FCC roundup 


New Grants, Transters, Changes, Applications 
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Rox Score 


SUMMARY THROUGH SEPTEMBER 6 


Summary of Authorizations, Stations on the Air, Applications 





Cond’l Appls. In 

Class On Air Licensed CPs Grants Pending Hearing 
AM Stations 2,292 2,264 128 299 125 
FM Stations 655 544 115 *1 ll 3 
TV Stations 107 22 438 171 

* On the air. 
. ” 
4 200 kw visual. 100 kw aural. antenna 
Docket Actions .. . 1551 feet; estimated cost $1,350,000; 


FINAL DECISIONS 


Clovis, N. M.—Announced final de- 
cision granting New-Tex Bestg. request 
for new AM station on 1240 ke with 
100 w fulltime and denying application 
of KDDD Dumas, Tex. to change from 
800 kc, 250 w, daytime to 1240 ke, 
250 w, fulltime; dismissed as moot peti- 
tion of New-Tex for severance and 
grant of application and other related 
pleadings. Decision Aug. 29. 


MEMORANDUM OPINIONS 
AND ORDERS 


Dallas, Tex.—By order, granted peti- 
tion by chief of broadcast bureau to 
reopen record of proceedings on Lake- 
wood Bestg. Co. application for new 
AM station on 1480 ke with 1 kw full- 
time, directional. Enlarged issues and 
ordered further hearing to determine 
whether proposed station would inter- 
fere objectionably with XEAR Mon- 
terrey, Mexico, or any other foreign 
stations to an extent unauthorized by 
treaty or the Commission’s rules and 
standards. Order Aug. 31. 


Non-Docket Actions .. . 


TRANSFER GRANTS 


KSEL Lubbock, Tex.—Granted ac- 
quisition of control Lubbock Bestg. Co., 
licensee, by Walter G. Russell through 
purchase of 28% interest from B. C. 
Garnett and Betty K. S. Garnett for 
$56,000. Mr. Russell now owns 9,609.6 
shares out of total of 18,480 shares. 
Granted Aug. 31. 

WRYO Rochester, Pa.—Granted as- 
signment of license from Beaver Valley 
Radio Inc. to Michael Maker Jr. (70%) 
and S. W. Calkins (30%), a partnership 
of the two major stockholders in 
former licensee, Beaver Valley. Con- 
sideration consists of assumption of 
obligations and liabilities. Granted 
Aug. 31. 

WTNT Tallahassee, Fla.—Granted ac- 
quisition of control Tallahassee Appli- 
ance Corp., licensee, by Frank W. 
Hazelton, present 144 owner, through 
purchase of another 4% from W. H. 
Wilson, Godfrey Smith and J. T. Smith 
Jr. for $15,000. Granted Aug. 27. 

KGFL Roswell, N. M.—Granted in- 
voluntary transfer of control KGFL 
Inc., licensee, from W. E. Whitmore, 
deceased, to Walter E. Whitmore Jr., 
executor of estate. Granted Aug. 27. 

KENM Portales, N. M.—Granted in- 
voluntary transfer of control Plains 
Bestg. Co. Inc., licensee, from W. E. 
Whitmore, deceased, to Walter E. Whit- 


more Jr., executor of estate. Granted 
Aug. 27. 
KXGI Ft. Madison, Iowa—Granted 


assignment of license from Carson Ra- 
dio Inc., to KXGI Inc. a formality fol- 
lowing July 10 grant of transfer of all 
Carson Radio stock to KXGI Inc. 
Granted Aug. 27. 


New Applications .. . 


AM APPLICATIONS 


Liberty, Tex.—Cyril W. Reddoch and 
John B. McCrary d/b as Liberty Bestg. 
Co., 1050 kc, 250 w, daytime; estimated 
construction cost $16,775; first year 
operating cost $25,000; first year rev- 
enue $34,500. Partners also own WATM 
Atmore, Ala. and KDLA DeRidder, La. 
Filed Sept. 4. 


TV APPLICATIONS 


Amarillo, Tex.—Plains Radio Bestg. 
Co., Ch. 4 (66-72 mc), 50 kw, visual, 
25 kw aural, antenna 561 feet; estimated 
cost $486,558.70; operating costs and 
revenue unknown. Applicant is li- 
censee of KGNC Amarillo and KFYO 
Lubbock, Tex. Filed Sept. 5. 

Oklahoma City, Okla. — Oklahoma 
Television Corp., Ch. 9 (186-192 mc), 
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operating cost $360,000; revenue $400,- 
000. Principals include President Roy 
J. Turner (20%), oil business; Vice 
President F. E. Harper (10%), oil busi- 
ness; Secretary Henry S. Griffing 
(trustee for 30% owned by Video Inde- 


pendent Theatres, Oklahoma City); 
Treasurer Luther T. Dulaney (30%), 
state RCA distributor; Executive Vice 
President Edgar T. Bell (10%), general 
manager KTOK Oklahoma City. Filed 
Sept. 5. 

Wausau, Wis.—Rib Mountain Radio 


Inc., Ch. 7 (174-180 mc), 48.6 kw visual, 
24.3 kw aural, antenna 814 feet; esti- 


mated cost $240,445; operating cost 
$150,000; revenue $150,000. Applicant is 
owned by Central Bestg. Co. (60%), 


representing the Morgan Murphy-Wal- 
ter C. Bridges interests, and Record- 
Herald Co. (40%), publishers of Wassau 
“Record-Herald.” Filed Sept. 5. 

San Antonio, Tex.—R. L. Wheelock, 
W. L. Pickens and H. H. Coffield d/b 
as UHF Television Co., Ch. 35, 187 kw 
visual, 93.5 kw aural, antenna 425 feet; 
estimated cost $372,500; operating cost 
$140,000; revenue $300,000. Same part- 
ners have applied for TV stations in 
New Orleans, La. and Corpus Christi, 
Tex. Also see two other UHF applica- 
tions below. Filed Sept. 6. 

Houston, Tex.—UHF Television Co., 
Ch. 23, 182.5 kw visual, 91.25 kw aural, 
antenna 514 feet; estimated cost $382,- 


500; operating cost $140,000; revenue 
$300,000. See San Antonio application 
above. Filed Sept. 6. 


Dallas, Tex.—UHF Television Co., Ch. 
23, 180 ke visual, 90 kw aural, antenna 
515 feet; estimated cost $352,500; oper- 
ating cost $140,000; revenue $300,000. 
See San Antonio application above. 
Filed Sept. 6. 


TRANSFER REQUESTS 


KOKO La Junta, Col.—Assignment of 
license from Southwest Bestg. Co. to 
Otero Bestg. Co. for $250 plus mort- 
gage-purchase agreement involving 
$17,750. Principals in transferee are 
President William W. Shepherd (48%), 
10% owner WWGS Tifton, Ga.; Secre- 
tary-Treasurer Hortense D. Shepherd 
(2%), professor Georgia State Dept. of 
Education; Vice President Dr. Charles 
E. Zimmernan (50%), physician. Filed 
Sept. 

WCOL-AM-FM Columbus, Ohio—As- 
signment of license from Lloyd A. 
Pixley, Martha P. Pixley and Grace M. 
Pixley as individuals to Air Trails Inc. 
for $100,000 plus. (Contingent upon 


simultaneous application requesting 
transfer from Pixley’s Inc., present 
licensee, to three individuals named 


who own Pixley’s Inc.) Principals in 
Air Trails are President and Treasurer 
Charles Sawyer (20%), U.S. Secretary 
of Commerce and owner of WING 
Dayton, majority stockholder in WIZE 
Springfield, Ohio; Executive Vice Pres- 
ident J. Pattison Williams (20%), ex- 
ecutive vice president for WIZE and 
WING; Vice President Adna H. Karns, 
general manager WING and WIZE; 
Secretary John Sawyer (12%), farmer; 
Assistant-Secretary Catherine Brown, 
private secretary to Secretary Sawyer 
and assistant secretary for WING and 
WIZE; Charles N. Evans, station man- 
ager for WIZE; Anne Sawyer Williams 
(12%), director WING; Charles Sawyer 
Jr. (12%), director of Coney Island Co., 
Cincinnati; Jean Sawyer Weaver (12%), 
housewife; Edward Sawyer (12%), 
U.S. Army. Filed Sept. 5. 

WIBS Santurce, P.R.—Resubmitted 
application for assignment of license 
from Radio Station WIBS Inc. to 
Tomas Muniz and Ramon Pares d/b 
as Muniz & Pares for $174,200. Mr. 
Muniz (50%) is general manager WIAC 
San Juan and Mr. Pares (50%) is vice 
president of Olavannia Sugar Corp., 
San Juan. Filed Sept. 5. 

KGAL Lebanon, Ore.—Assignment of 
license from W. Gordon Allen to Linn 
County Bestg. Co., new corporation 
owned 59.1% by Mr. Allen, president. 
Other owners are Vice President Don- 
ald F. Whitman (20%), production di- 
rector WJBK-TV Detroit and KOIN 
Portland, Ore.; Secretary-Treasurer 
Harold C. Singleton (9.9%), 52% owner 
KWWB Walla Walla, Wash. and chief 
engineer KGW Portland, Ore.; Kathryn 
B. Hayden (10%), part-owner “Lebanon 
Express”; Madeline R. Allen (1%), 
housewife. Total of $8,000 is paid to 
Mr. Allen for interests obtained. Filed 
Sept. 5. 

KGPH Flagstaff, Ariz.—Assignment 
of license from partnership d/b as The 
Flagstaff Bestg. Co. to The Frontier 
Bestg. Co. Inc. to effect change from 
partnership to corporation. Same own- 
ership. Filed Sept. 5. 

KXOX Sweetwater, Tex.—Assignment 
of license from Sweetwater Radio Inc. 
to Radio & News Inc., present 100% 
owner of licensee. Filed Sept. 5. 

KTER Terrell, Tex.—Transfer of con- 
trol Terrell Best. Corp. from Frederick 
I. Massengill Jr. and D. W. Massengill 
to Paul A. Wnorowski through sale of 
51% interest for $16,500, Mr. Wnorow- 
ski owned 40% of WIBV Belleville, Il. 
until June 14 this year. Filed Sept. 5. 


Deletions ... 


TOTAL deletions to date since Jan. 1: 
AM 24, FM 54, TV 0. New deletions 
and effective dates follow: 


KJSK-FM Wheeling, W. Va.—George 
Basil Anderson, construction permit, 
Aug. 28. Economic. 


Morning Program 


WBAL-TV Baltimore announced 
last week that beginning today 
(Monday) it will begin program- 
ming at 10 a.m. with a new full- 
hour program to be known as The 
Brent Gunts Show. New show will 
be aired Monday through Friday 
and aimed at housewives. 
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Benton’s Inning 
(Continued from page 23) 
predominant matter which Sen. 

Benton sought to settle. 

He quoted industry sources as 
well as several editorials from 
BROADCASTING ® TELECASTING as 
stating that broadcasters feared 
the spectre of censorship in his pro- 
posal, and he denied that these 
fears were valid. 

Other witnesses, under question- 
ing by Sen. Benton, contended that 
no censorship would be present in 
the system. But Senate Majority 
Leader Ernest W. McFarland (D- 
Ariz.), chairman of the subcom- 
mittee, got closer to the heart of 
the matter when he asked Sen. 
Benton: 

“How much good would this 
board accomplish without exercis- 
ing some degree of censorship?” 

Sen. Benton answered, in part: 
“T have a great faith in the desire 
of the industry to respond to the 
kind of constructive report from 
the type of men that would be on 
this board. . . . If such a board 
had been in existence for the past 
30 years of radio history . the 
history of broadcasting would have 
been changed for the better.” 

“If stations did not conform to 
the recommendations of this board,” 
continued Sen. McFarland, “would 
the FCC conform to them?” 

“That’s hard to say,” said Sen. 
Benton. 

“Would it be your desire 
the FCC conform to them?” 
Sen. McFarland. 

“It would and could on occasions 
where you have a flagrant failure 
of a licensee to live up to his prom- 
ises,” said Sen. Benton. 


that 
asked 


Attached to Congress? 

Sen. McFarland said it seemed 
to him that “unless the FCC did 
follow the recommendations,” the 
advisory board would have no ef- 
fect. 

Sen. Homer E. Capehart (R- 
Ind.) questioned whether (1) there 
was a need for such a board since 
it might “be doing what this com- 
mittee (the Interstate and Foreign 
Commerce Committee) ought to be 
doing, or (2) whether, “if we do 
need such an _ organization,” it 
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ought not to be attached to Con- 
gress. 

“Why should it (the board) be 
attached to the executive branch?” 
Sen. Capehart asked. “Only the 
House and Senate have the power 
to change the law (governing 
broadcasting).” 

Sen. Benton said the thought of 
attaching the board to Congress 
had not occurred to him and that 
although the notion might be worth 
considering, he felt that his pro- 
posal was the better solution. 

Sen. Benton continued through- 
out the hearings to maintain that 
this procedure would not constitute 
censorship. 

The legislation under discussion 
before the subcommittee of the 
Senate Interstate and Foreign 
Commerce Committee last Wednes- 
day and Thursday was S J Res 76, 
a joint Senate-House resolution, 
and S 1579, a bill. The two, and 
proposed amendments to them, to- 
gether represent Sen. Benton’s 
proposals. 


Requisite of Bill 


In his testimony last week Sen. 
Benton said that the bill, in its 
amended form, “calls upon the 
board to make ‘a continuing study 
of programming trends of broad- 
casting stations with particular 
reference to’ four problems.” 

Said the Senator: “The four 
problems spelled out in the revised 
bill are briefly: (1) the manner 
in which broadcasters are serving 
community needs; (2) the extent 
to which broadcasters are carry- 
ing programs which ‘broaden the 
educational and cultural interests 
of the American people;’ (3) new 
techniques in programming, or in 
the financing of broadcast opera- 
tions, as these affect programming; 
and (4) study of the nature and 
composition of the groups which 
exercise effective control of pro- 
gramming, e.g. station operators, 
networks, advertisers, educational 
institutions, etc.” 

Sen. Benton confined his _ pre- 
pared statement to an outline of 
the purposes of his legislation and 
to the introduction of several 
endorsements from educators. 

One letter, from Dr. Robert G. 
Sproul, president of the U. of Cal- 
ifornia, suggested that part of the 
campaign for improvement of 
broadcasting should be a provision 
enabling educational institutions 
that acquire the reserved TV chan- 
nels to sell time. As now proposed 
by the FCC, the educational sta- 
tions would be non-commercial. 

“Tam extremely doubtful,” 
wrote President Sproul, “that the 
quality of television programs or 
radio programs over commercially- 
controlled stations can be changed 
for the better or maintained at any 
given level by legislation definine 
more precisely the meaning of 
public interest, convenience and 
necessity. 

“A more effective approach would 
be to guarantee to the public that 
commercially-operated stations will 
have substantial competition from 
non-commercially operated stations 
controlled by non-profit organiza- 
tions of public and private educa- 


tional institutions and agencies, 
reasonably protected from unjusti- 
fied interference either by govern- 
ment or commercial stations.” 

Sen. Lester C. Hunt (D-Wyo.), 
co-sponsor of the Benton legisla- 
tion and a member of the subcom- 
mittee, also read a prepared state- 
ment in support of the measure. 
(Sens. John W. Bricker [R-Ohio] 
and Leverett Saltonstall [R-Mass.] 
are other co-sponsors.) 

Sen. Hunt had little good to say 
for present arrangements in broad- 
casting. 

“Tap dancing, acrobats, song 
and dance teams, blood and thun- 
der murders—what value are 
they?” Sen. Hunt said. 

“Contrast these kinds of TV 
programs with those that could be 
offered,” he said. 

As types of programs that he 
would like to see in greater abun- 
dance, Sen. Hunt suggested ‘“‘sew- 
ing, cooking, nursing care” as 
well as subjects of particular in- 
terest to various professions. He 
thought it would be a splendid tele- 
vision program of interest to 
lawyers if a_ station presented 
“some legal authority on Sunday 
evening discussing Supreme Court 
decisions.” 

FCC Under ‘Pressure’ 

Owing to pressures from the in- 
dustry, said Sen. Hunt, the FCC 
was “not in a position to pass on 
these important matters.” What 
it needed was the extra push the 
National Citizens Advisory Board 
could give. 

Other witnesses were Angus Mc- 
Donald, legislative representative 
of the National Farmers Union; 
Stanley Ruttenberg, director of 
education and research of the 
CIO; Dr. I. Keith Tyler, director 
of the Ohio State U. Institute for 
Education by Radio and Televi- 
sion; Dr. Edgar Fuller, executive 
secretary of the National Council 
of Chief State School Officers, 
speaking for the Joint Committee 
on Educational Television; Wallace 
J. Campbell, director, Washington 
office, Cooperative League of the 
U.S.A., and president of WCFM 
(FM) Washington, a cooperatively 
owned station; Carroll Newsom, 
associate commissioner of educa- 
tion of the State of New York and 
representative of the New York 
State Board of Regents; James 
Webb, acting U.S. Secretary of 
State, and Alice Dunlap, director, 
Washington office, American Li- 
brary Assn. 

Of these, perhaps the witness 
most antagonistic to commercial 
broadcasting was Dr. Fuller. 

“Mr. Chairman,” he said, “it is 
unthinkable that the limited num- 
ber of television channels may be 
allowed to become monopolized for 
selling goods ... The history and 
present status of radio has de- 
monstrated that the rituals of the 
sellers demand monotonous repeti- 
tion of the trademark and the trite 
cliche. Such repetition, carried t» 
excess, spoils programs and _ stu!- 
tifies thinking.” 

Dr. Fuller said it was “difficult 
for us to understand why commer- 
cial broadcasters should oppose 
such a National Citizens Advisory 


BROADCASTING ® 


Board as S 1579 proposes, 7 
board would be entirely unofig 
and advisory, and it Would hay 
no powers of censorship. It vou 
be legal for both the FCC y 
Congress to ignore every sug 
tion it might make. 

“Do the broadcasters 
that there will be no 
groups of any kind whateye , 
suggest to them what the publ; 
opinion is concerning their py 
entations on television? , , 

“If they take an attitude that 
all the television channels belong 
to them, to use as they please 
bombard the people in any Way tha 
will earn them the most dollars 
the alternatives of the general pub. 
lic may be limited to less desire 
types of action to protect itself” 

Sen. Benton asked Dr. Fuller jf 
comment on an analysis which Se, 


SUP pose 
Organiza 
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Benton said he had made of jp. 
dustry reaction to his proposals, 

Sen. Benton said the analysis jp. 
dicated that broadcasters had yy 
objection to the one-year limita. 
tion on TV station licenses (, 
limitation now in effect) or to an 
encouragement of — subscription 
broadcasting, but that “their fear 
is in regard to the National (it. 


zens Advisory Board and possible’ 


censorship.” 

“They fear the board becanse 
there would not be an opportunity 
to appeal to the courts from any 
of its recommendations, as they 
can now appeal from FCC dei. 
sions,” Sen. Benton said. 

Dr. Fuller ventured that it 
would not be a censoring body, 

Mr. Newsom, of the New York 
Board of Regents, reported on the 
status of the boards 
an educational TV network. 


Plans for Financing 

In answer to a question by Sn, 
McFarland as to how the Regents 
proposed to finance such a network, 
Mr. Newsom said the board would 
include in its next budgetary re 
quest an appropriation of $3 to $4 
million to build “perhaps as many 
as 11 stations.” 

This was the first public ac: 
knowledgment that the Regents 
may tone down their plans from 
the 11 stations they have an- 
nounced they would seek. From 
competent sources, BROADCASTING 
@ TELECASTING has learned that 
the Regents may wind up by sek 
ing no more than three stations. 

Sen. McFarland asked whether 
the Regents hoped to sell time 
commercially. 

“Tt is not our present intention,” 
said Mr. Newsom. “But we have 
counsel on the job exploring these 
possibilities.” : 

Dr. Tyler, of Ohio State U., said 
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eS. Th yeture of broadcasting to carry 
tof a provisions of the Communica- 
It wos a ™ 
| js things are now, he said, the 
ang industry is constantly before the 
SURREE Ac while the public is seldom 
before it.” : 
“f «you would complete a triangle 
Taning , setting up this board to repre- 
t Wht the public . . . The FCC would 
© publi we a broader base for its de- 
‘It Pief ions than it gets now from in- 
pe sty groups alone,” he said. 
ude thet Dr. Tyler said he had read the 
aa solution passed three weeks ago 
Warde District 4 of the NARTB, op- 
Y Wut ing the Benton bill on the 
dollars, rounds that it threatened censor- 
‘ral pb: The resolution, Dr. Tyler 
ra id, “didn’t make much sense to 
Fuller t Me felt that because the board 
— nid be “advisory” and would deal 
Mii with overall programming 
— nds it would not tend toward 
had a asorship. . td f S W k 
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: tified to the successful operation 
oa (Wh three other boards, somewhat 
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Summing up, before adjourn- 
nt, Sen. Benton said that the 
visory board’s influence could 
fail to benefit the television in- 
stry by an improvement of pro- 
mms which, he felt, would in- 
ase audience. 

‘Tt cannot fail to benefit the 
urdeasters and advertisers whose 
erest is in enlarging audience,” 
said. 

The hearings were adjourned to 
unspecified date. 

Sen. McFarland said that al- 
ugh the next subcommittee ses- 
nm on the Benton legislation 
ght be postponed until after the 
heoming Senate recess, he 
ald promise that all witnesses 
0 wanted to be heard would be 
en a chance before the hear- 
8 were closed. 

_fiarold Fellows, NARTB presi- 
‘e U., saidiint, has requested an opportunity 
rd as “be testify, and presumably other 
the wholéftustry representatives will also 
ear at future hearings. Wayne 
MN, FCC chairman, too is expected 
we a future witness. 
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NBC AFFILIATION of WGFG Kalamazoo and WJIM-AM-TV Lansing was 


ARE THREE 


announced at Chicago during Drake Hotel cocktail party enjoyed, among 

others, by (I to r) Carlin S. French, vice president, H-R Representatives; 

L. Joe Bolles, WGFG general manager; Harold F. Gross, stations’ president- 

owner; Howard Finch, WJIM-AM-TV manager; Dwight Reed, vice president 
H-R Representatives. 





Allocations 
(Continued from page 78) 


assigned four VHF channels, in- 
cluding Channel 12, to Philadelphia. 

What Philadelphia applicants 
want to do is exemplified in the 
proposal by WIP of that city. 

It suggested that in order to keep 
Channel 12 in Philadelphia, WDEL- 
TV Wilmington, now operating on 
Channel 7, be moved to Channel 8 
instead of to Channel 12 as pro- 
posed by the FCC. It also recom- 
mended that WGAL-TV Lancaster, 
now operating on Channel 4, remain 
on that frequency with (a) a di- 
rectional antenna or (b) limited 
power, instead of moving to Chan- 
nel 8 as proposed by the FCC. 

In his statement on WIP’s pro- 
posal, Benedict Gimbel Jr., presi- 
dent and general manager of the 
station, alluded to these facts: 

(1) Philadelphia is the third 
largest city in the U. S. 

(2) City has more than 900,000 
sets in use, costing public some 
$200 million. 

(3) Without four VHF channels, 
Philadelphia will not have four 
competitive network stations. 

(4) Two surveys conducted by 
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Lawmakers Refuse Telecasts 
A SUGGESTION that the Senate 
permit its sessions to be broad- 
cast was abruptly turned aside 
last week by three Democratic 
Senators who feared broadcasts 
would “ruin the Senate.” 

The proposal was made by Wal- 
lace J. Campbell, president of the 
cooperatively owned WCFM (FM) 
Washington, who said the station 
would like to carry daily board- 
casts of the Senate. 

“It would completely ruin the 
Senate,” Sen. William Benton (D- 
Conn.) said. 

Majority Leader Ernest W. Mc- 
Farland (D-Ariz.), chairman of 
the subcommittee before which Mr. 
Campbell was testifying in sup- 
port of Sen. Benton’s legislation 
to create a citizens board for radio 
and TV, said: 

“You’d be playing up the show- 
men in the Senate rather than the 
workers.” 

Sen. Lester C. Hunt (D-Wyo.) 
jocularly thought that regular 
broadcasting might cause a drastic 
“turnover” in Senate membership. 
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WIP showed an overwhelming ob- 
jection on the part of TV set own- 
ers to buy UHF converters in order 
to receive another station. 

Interference to NBC - owned 
WNBT New York and WNBW 
Washington, both on Channel 4, 
from the operation of WGAL-TV 
on the same frequency can be mini- 
mized, Mr. Gimbel said, by the use 
of a directional antenna by the 
Lancaster station. If that cannot be 
worked out, he said, power limi- 
tation for WGAL-TV would serve 
the purpose. 

In any event, he said, since both 
the New York and Washington sta- 
tions are owned by NBC, areas lost 
through the operation of WGAL- 
TV on Channel 4 will still receive 
the same network programs from 
NBC through affiliates. 

Common ownership is also the 
theme of Mr. Gimbel’s attitude 
toward WGAL-TV and WDEL-TV. 

This is the way Mr. Gimbel sees 
it: Even if WGAL-TV were to go to 
Channel 7 as FCC proposes, its in- 
terference to WDEL-TV on WIP- 
recommended Channel 8 would not 
be serious, since both stations are 
owned by the same interests—the 
Steinmans. 

Naturally, the Philadelphia sug- 
gestions have aroused vehement ob- 
jections on the part of both WDEL- 
TV and WGAL-TYV, as well as NBC, 
ABC and such others who would be 
affected by co-channel and adjacent 
channel interference. 

As an example of the significant 
touch-and-go quality of the allo- 





Channel 6, which the FCC wants 
to shift to Channel 8. 

In the FCC’s proposals, a foot- 
note warns that stations using an- 
tennas above 500 ft. would have to 
reduct a certain amount below the 
200 kw maximum permitted. The 
difference is related to the height 
of the antenna above 500 ft. 

WNHC-TV agreed to make the 
change to Channel 8, although it 
will cost $160,000, it said. But it 
agreed with proviso that it’s Grade 
A service area be protected. 

New York’s WJZ-TV on Channel 
7 and WOR-TV on Channel 9, both 
of which are using antennas above 
1,000 ft. don’t want to be limited 
in power. They are pushing hard 
to show that they can still radiate 
maximum powers and not cause 
serious difficulty to WNHC-TV. 

In addition to the Boston, Phil- 

adelphia and New Haven problems, 
the bulk of the other filings covered 
new recommendations and objec- 
tions affecting such cities as Provi- 
dence, Buffalo, Hartford, Worcester, 
Albany-Schenectady-Troy, Holyoke- 
Springfield, Manchester, N. H., 
among others. 
WELI Sole Bidder Last Week 
ONE AND ONLY allocation filing 
last week unequivocally in favor 
of UHF was from WELI New 
Haven. 

In its presentation, the station 
related the experience and _ find- 
ings of its executives and engineers 
with UHF receivers and converters 
monitoring signals from RCA’s 
experimental UHF station in 
3ridgeport. 

Based on UHF receiver and con- 
verter installations installed in the 
homes of 17 of its executives, and 
on tests made by its engineers, it 
reported that: 

(1) UHF signal is free from inter- 


ference from automobile ignition, 
diathermy, X-ray, other man-made 
disturbances. 


(2) UHF signals bend around and 
over obstacles—thus cover a much 
larger area than is expected. 

WELI’s enthusiasm tor UHF 
is no sudden inspiration. Optimis- 
tic reports from the station were 
published in the Feb. 6, 1950 and 


cation hearing, take the case of April 16, 1951 issues of BROoaApD- 
WNHC-TV New Haven, using CASTING ® TELECASTING. 
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WMIE TRANSFER GETS 
FINAL FCC APPROVAL 


TRANSFER of construction permit of WMIE 
Miami from Lincoln Operating Co., trustee 
for Sun Coast Broadcasting Corp. to Sun Coast 
alone, was finally approved by the FCC last 
week [CLOSED CircuIT, Sept. 3]. 

Commission found nothing in hearing record 
that disqualifies Arthur B. McBride or Daniel 
Sherby as broadcast grantees. McBride’s as- 
sociation with Continental Racing Press was 
feature of Kefauver Senate Crime Committee 
hearings earlier this year. Complaint against 
both Mr. McBride and Mr. Sherby alleged tax 
monopoly in Cleveland. 

Initial decision granting transfer was issued 
last March, but was stayed by the FCC in May 
[BROADCASTING ® TELECASTING, May 21, March 
19]. 

Pending FCC approval is application from 
Messrs. McBride and Sherby to sell WMIE to 
E. D. Rivers Sr., ex-Governor of Georgia. 
Purchase price is $200,000 [BROADCASTING ® 
TELECASTING, July 9]. 


INTERMOUNTAIN EXPANDS 


INTERMOUNTAIN NETWORK, comprising 
some 28 stations in Utah, Idaho, Wyoming, 
Montana and Nevada will expand into Color- 
ado and New Mexico this week. In connection 
with the expansion, Avery-Knodel Inc., na- 
tional sales representative for the regional 
network, will discontinue representation of 
KGGM Albuquerque and KVSF Santa Fe on 
Sept. 14, picking up KVER Albuquerque on 
Sept. 15. Lynn L. Meyer, vice president in 
charge of sales of Intermountain, will be in 
New York this week to discuss plans for pro- 
moting and selling the enlarged regional group 
with Avery-Knodel. 


STATION SALE APPROVALS 


FINAL FCC approval for sale of WARL-AM- 
FM Arlington, Va., and WDAE-AM-FM 
Tampa, Fla., was announced Friday. Control 
of WDAE was sold to minority stockholder 
David E. Smiley for $825,000 [BROADCASTING 
@ TELECASTING, July 30]. Lou Poller, owner 
of WPWA Chester, Pa., bought WARL for 
$78,000 [BROADCASTING ® TELECASTING, July 
23]. FCC also granted transfer of WLOU 
Louisville, Ky., to Robert W. Rounsaville for 
$40,000 [BROADCASTING @ TELECASTING, July 
23] and approved sale of WIKC Bogalusa, La., 
to Enterprise Pub. Co. for $50,000. 


NEWSCASTS HIT HIGH 


RADIO NEWSCASTS continue popular even 
in such a heavily-TV populated city as New 
York, according to survey made by research 
staff of WOR New York, showing that in first 
half of 1951 station’s newscasts registered 
higher ratings than at any time in past eight 
years with average audience this year 26 
percent larger than in 1946. Even at night, 
WOR newscasts now boast larger audiences 
than in pre-TV era, survey shows. 
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JOLLIFFE, ENGSTROM GIVEN 
PROMOTIONS BY RCA 


DR. CHARLES B. JOLLIFFE, executive vice 
president in charge of RCA Labs division, 
elected to newly created position of RCA Vice 
President and Technical Director at board 
meeting Friday, when Dr. E. W. Engstrom, 
Vice President in Charge of Research at RCA 
Labs, was named Vice President in Charge of 
the RCA Labs division. In his new post, Dr. 
Jolliffe will be responsible for the development 
and execution of long range plans for RCA, for 
the coordination of the corporation’s broad en- 
gineering policies and for representing RCA 
in connection with technical matters before 
public and governmental bodies. 

RCA board also declared dividend of 87% 
cents a share on $3.50 cumulative first pre- 
ferred stock for July-Sept., payable Oct. 1 to 
holders of record Sept. 17. 


FIRST CBS COLOR SET 


FIRST CBS-COLUMBIA color TV set came 
off line Friday, with full production due in 
about three weeks. Set is the $499.95 console 
with doors, contains a 10-in. picture tube 
magnified to 12%-in. size. At the same time, 
CBS-Columbia announced it had developed 
“first fully compatible receiver to be intro- 
duced since the Supreme Court decision in 
favor of the CBS system of color television.” 
Set, as described by CBS-Columbia, is regular 
20-in. chassis, but contains third knob on front 
of receiver, known as “compatibility switch,” 
by which viewer can receive colorcasts in black 
and white. 


NSTP-LABOR MEETING 


EXPLORATORY meeting with film labor 
unions and guilds called by National Society 
of Television Producers for Sept. 19 to discuss 
mutual problems prior to contract negotia- 
tions. Further attempt to include in their fold 
newly-organized TV producers group (see 
story page 86) so far comprising top 10 TV 
film producers, seen in NSTP inviting all TV 
producers, “members and non-members” in ad- 
dition to network and station representatives. 


DOUGLASS TO ERWIN-WASEY 


JAMES C. DOUGLASS resigned as coordin- 
ator of radio and television advertising for 
Colgate-Palmolive-Peet Co., effective Sept. 14, 
to join Erwin, Wasey & Co., as vice president 
and director of radio and television, succeed- 
ing C. H. Cottington, resigned. (See AGENCY 
BEAT): 


DUFFY HONORED 


BERNARD C. (BEN) DUFFY, president of 
BBDO, named honorary deputy Commissioner 
of Commerce of the City of New York. He 
will serve as public relations and advertising 
consultant to the N. Y. City Dept. of Commerce. 


SHEARER HEADS N.Y. NIELSEN 


T. RODNEY SHEARER, vice president of 
A. C. Nielsen Co., has been appointed head of 
sales and service of Nielsen Radio and Tele- 
vision indexes in New York. 


Closed Circuit 


(Continued from page /,) 


Civil Defense expected to emerge as result ; 
European trip being made by Clem Randa; 
executive director of Federal Civil Def, 
Administration. Mr. Randau, on last ,, 
of two-month tour, is former vice president , 
UP and of Field Enterprises, and now oy 
minority interest in WNEW New York | 


CARLOS MARISTANY, stormy petre , 
Cuban Communications, in addition to his » 
cent appointment as Ambassador to Argentin 
by President Prio, has been named head q 
Cuban Delegation to Geneva Telecommunic, 
tions Conference later this year. His Dresene 
always has spelled trouble for U. §. Dele 
gation. 


TV STANDARDS 
COMMITTEE NEARS CODE 


PROPOSED television program and advertig 
ing standards moving rapidly toward fad 
drafting stage, NARTB’s TV board told Fy; 
day at conclusion of two-day meeting held g 
Cavalier Hotel, Virginia Beach, Va. (see ear] 
story page 77). 

Board praised code committee for its wor} 
after hearing report by Chairman Robert ) 
Swezey, WDSU-TV New Orleans. He tj 
board two subcommittees already had ture 
in first drafts. Walter J. Damm, WTM)J-7 
Milwaukee, is chairman of subcommittee oy 
advertising practices, which has adopted ten 
tative standards. Similar progress made }j 
subcommittee on news and public events 
religion, community responsibility and ep 
troversial issues. Chairman is Harold Hough 
WBAP-TV Fort Worth. 


DuMONT SALES CAMPAIGN 


INITIAL MEETING in series of cross-coun 
try regional conferences between executive 
of Allen B. DuMont Labs receiver sales divi 
sion and its distributors, has been schedule 
for tomorrow (Tuesday) in New York City 
Following conclaves designed to discuss fal 
sales merchandising, advertising and servieé 
plans, will be conducted by Walter Stickel 
national sales manager, and Fred Lyman 
assistant sales manager, on Wednesday i 
Chicago for the midwest distributors an 
Friday in Chicago for the western group 
Joseph H. Moss Jr., DuMont  distributiot 
manager and Advertising Manager George Ml 
Hakim, are scheduled for southern meeting 
in Atlanta on Wednesday and _ southwestert 
conference in Dallas on Friday. 


CBS COLOR IN PARIS 


CBS COLOR SYSTEM will be demonstrated 
in Paris from Sept. 15-18, under official sponsor 
ship of French government, CBS-TV divisi0 
announced Friday. Radio Industrie, larges 
French manufacturers of  radio-televisid 
equipment, will show its new models, designe 
for both black and white and color receptid 
Director General of French radio and televisi0 
Waldimir Porche, has sent invitations f 
opening to cabinet members from his ow 
country as well as Belgium, Italy, Switz 
land, Sweden, Norway and Denmark. 


PARSONS PROMOTED 


WILLIS B. PARSONS, sales promotion depa 
ment of ABC, has been named assistant ma 
ager of the advertising and promotion dep4 
ment of the network, it was announced /8 
week. 
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Midwesterners are noted for 
their wholehearted determina- 
tion. And because of this determi- 
nation, Greater Kansas City and 
the entire recently flooded sec- 
tions of Kansas and Missouri are 
“Back in Business”! 


Kansas City is entitled to a 
mighty salute—not only for its 
quick return to normal, but for 
the manner in which flood con- 
trol legislation is being enacted 
to prevent a recurrence of flood- 
ing in the heart of America. That 


same determination and coopera- 
tion will see all partially com- 
pleted projects to a finish and the 
necessary new water control sys- 
tems built without delay. 


Hats off to Kansas City and the 
Midwest! Standing in the midst 
of this spirit, The KMBC-KFRM 
Team can see only one ultimate 
result—a BIGGER AND BET- 
TER KANSAS CITY! 


Represented nationally by Free 
& Peters, Inc. 


OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY 
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FIRST IN DETRCIT Owned and Operated by THE DETROIT NEWS 


Radio talks BIG 
in Detroit! 


In Detroit, WWJ is a better-than-ever 
buy at lower-than-ever cost. Here are 
the facts: 


Assuming that television owners never 
listen to radio, bear in mind that increases 
in Detroit population and trading area 
have combined to give WWJ 96% cover- 
age of the number of families it had in 
1940. When you take into consideration 
the shrinkage of the dollar since then, 
present rates enable you to buy the WWJ 
market today for substantially less per 
thousand than you could in 1940.* 


That’s why advertisers in the Detroit 
market choose WWJ and its big exclusive 
radio audience. 


*average WWJ families, 1940 931,922 
TV families, 1950 . 508,000 
exclusive radio families,1950. . 896,300 


National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 


Associate Television Station WWJ-TV 


Basic NBC Affiliate 


AM — 950 KILOCYCLES — 5000 WATTS 
FM—CHANNEL 246—97.1 MEGACYCLES 





